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August - 1945 


Nervice for the New Home 


HE head of the Federal Housing Administration is likely 

to have a great influence on the electrical appliance 

business. He is going to be immensely important because 

our sales potential in equipment for new homes financed under 

FHA insurance is so great. Therefore, the recent appointment 

of Raymond M. Foley as Commissioner of the FHA is of far 

more interest to this business than is the usual change and suc- 
cession in Washington office. 

It is significant because Mr. Foley, as FHA State Director 
for Michigan, insured more than 110,000 home mortgages and 
had an extensive experience with the equipment included in 
these mortgages, and brings that experience to his new 
office. A year ago Mr. Foley appeared before a meeting 
of the Indoor Climate Institute and made some com- 
ments on the equipment included under mortgage. His re- 
marks were confined to an experience with heating and cooling 
equipment only. But what applies to heating equipment in a 
home will also apply to the electric kitchens, and laundries 
that we expect to sell as the packaged home under long term 
mortgage. 

Mr. Foley said then, “Structural matter provides very little 
of a problem for us after the house is occupied. We'do have 
problems of wet basements, in our soil conditions; we do have 
occasional leaking of roofs; we do have occasional failures of 
paint. What causes the most frequent complaint is the failure 
of what I might call the equipment of the house to come up 
to the expectations of the purchaser. That does not necessar- 
ily mean that the equipment, particularly the heating and 
cooling equipment, has failed to come up to the expectations 
of the installer, or even the expectations of the manufacturer, 
but it does mean that very frequently there has been a job 
of overselling of the equipment furnished. 

“There has not been close enough relationship, tying up 
the manufacturer . and the actual installing and subse- 
quent servicing. . . . When we examine it we find that funda- 
mentally the disposition is to separate manufacture from instal- 
lation and to blame upon installation, or upon some other 
factor, all that has gone wrong, and to rely finally upon the 
old manufacturer’s guaranty, ‘I will replace parts manufac- 
tured by me which are defective.’ The replacing of a defec- 
tive part in a system which itself has failed is of no great 
benefit to the public.” 


ow if we understand Mr. Foley correctly, he was ex- 

pressing the natural view that the purchaser of in- 
stalled equipment expects it to perform up to representations 
that had been made by whoever sold him the house and the 
equipment. If trouble develops, then someone must be respon- 
sible for that equipment performing up to expectation. There 
must be the same kind of service available that the dealer 


has aways provided for refrigerators, ranges, washers, and 
other appliances. 

The problem may not be so simple in obtaining this service 
as it has been with the sale of the individual appliance by a 
dealer, because in a number of these packaged homes the sale 
will be made by a builder who has erected the house and 
installed the equipment as a part of the whole transaction. The 
performance of service is involved in the question of where 
the builder buys the equipment. Builders do not want to 
accept a service responsibility. When they sell a house, they 
are through with it. 

Builders are now expecting to buy appliances at volume 
discounts from manufacturers or distributors. They will 
in all likelihood resist the idea of buying their complete kit- 
chens and laundries from a local dealer; and in the event of 
service difficulties the builder will expect the manufacturer 
or distributor to take that responsibility. But it is the local 
dealer who above all others is in the best position to handle 
this service job. He is also in a first class position to aid in 
the original sale of the equipment. But in the service function 
he is and will be certainly the best agent. It is true that the 
manufacturers or distributors are in a position to render first 
class service in the centers wheré they have an established 
service set-up, but not all the new homes will be built in such 
metropolitan districts. The vast number will be built in small 
cities and towns, often at considerable distance from the manu- 
facturers’ service centers. 


ee consideration should weigh heavily with manufac- 
turers in determining the sales outlets whcih will serve 
this packaged home market: It may have considerable 
weight with the FHA and the banks that actually lend the 
money. Mr. Foley’s experience with this problem therefore 
might influence in the local dealer’s favor the source from 
which the builder is induced to buy. 

Local banks will make a good share of these loans. The 
dealer should know his local banks, and should recognize 
their importance to him in the sale of complete kitchen and 
laundry equipment to builders and prospective home owners. 
Dealers, ambitious to take a place in the packaged home 
market for appliances, should therefore make banking contacts 
an important part of their sales programs. 
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A pioneer in the appliance 


business tells why he relies 
on Conimercial Credit. 





*We have used your service for a good many years and 
while we have at times given business to some other 
finance companies, we have always found that in the 
end yours was the best, 

“The attractive special plans that you offer an appli- 
ance dealer from time to time, both in wholesale and 
retail, have made it possible for us to ever increase 


our business. 


“Never before have I had the feeling of confident 





satisfaction with my finance connection that I now 














Ne 
enjoy. I know that I can rely on your 
to handle the large volume ahead of us,”’ 
» eithy 
sy) vMiMEt ken 4 
RED Ie n Pl? AN te | C. L. Reynolds Sales & Service 
Xe ery Fy Binghamton, N. Y. 
\ = > Ww man 
PAYEE) ajestic 1 
Dealer in Norge appliances, Zenith & 
Phileo radios and standard makes of Majestic 
radio. w 





heating and air conditioning equipment, 
Majestic 
sales-mi 
Majestic 
for basi 
features 


COMMERCIAL CREDIT COMPANY Maja 


ealers 


BALTIMORE 2, MARYLAND bound, | 
Capital and Surplus more than $65,000,000 ee ow ma 


ochise 
cations 
Majest 
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Gentlemen: 


many dealers see the advantages in the 
jestic franchise ? How many realize that: 


lajestic is one of the best-known names in 
dio, with customer-recognition of 88.2%. 


ajestic management is young, vigorous, 
es-minded, mindful of dealers’ problems. 
jestic engineering can be depended on 


basically sound design, tied to exclusive 
tures that build “one-brand demand.” 


jestic’s Controlled Distribution Plan gives 
alers an opportunity to operate on a 


und, profitable basis. 


bw many radio dealers know these Majestic 

hise advantages? You should see the ap- 
tions and inquiries received every month 
lajestic, and by Majestic distributors ! 


We would like to we 


Only a small percentage of these applications 
can be acted upon favorably. We are sorry for 
this—sorry that so many fine dealers must be 
disappointed. And yet, if the Majestic fran- 
chise were awarded to all, or even to a large 


proportion of those who request it— 
then it would lose much of the spe- 
cial value which it now possesses. 

In other words, the very fact that 
the Majestic franchise is not lightly 
awarded is one thing which makes 
it so valuable. Dealers who have 
the Majestic franchise can rest easy 
in the knowledge that there won’t 
be too many other Majestic dealers 
in their territory—that they won’t 
suffer from that “over-competition” 
on the same brand which inevi- 
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e Majestic 


tably reduces profit opportunities. 

It’s all a part—but only a part—of Majestic’s 
Controlled Distribution Plan. Is it the way 
you'd like to operate? Majestic Radio & Tele- 
vision Corporation, St. Charles, Illinois. 
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We've given our Soles~for Sales Facts 







H 
‘ m: 
a ee +. = He 
pu 
— have a good product. It’s probably training to talk to you on these things in He 
selling like hot cakes. your own sales language. They have behind a 
—— , them a vast store of facts—they are “reporters 
But is it selling in the right places, through ; am y a , 
: : with a nose for sales. a If 
the right outlets, to the right people — for aaa nal 
solid, long-haul postwar business? In the H-A-S cities we have a por 
. CALL THE H-A-S MAN mine of information, based on just 
For ee 77 a | we localized work and localized 
minut rmation, why not drop 
— : o “in demande knowledge of each market and yon 
turn to the most natural source. se teatied iellieins é z 
” ef norm’ flowing from contacts with 
tion on (name your type 
Why not use the newspaperman’s of product).” retailers, jobbers, sales man- THE 


ever-current knowledge of agers and research sources. 
cities and their characteristics 


which is yours for the asking? The H-A-S men smads ready 


to work with you—just as he 
is working with dozens of 
other advertisers. 


Hearst Advertising Service 
men have the information and 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 
Representing: 
New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 
Baltimore News-Post-American + Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 
San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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NOTE TO ALL DEALERS WHO HAVE 
KEPT THE “SERVE” IN SERVICE 


These verses are featured in Hoover's national 
newspaper advertising during the week of July 30. 
Hoover Service performance is a big reason why 
millions of Hoover owners will again select 
Hoover... why millions of other women will 
put Hoover at the top of the list... why the 
Hoover dealer franchise is more valuable than 
ever before. 

If you would like a “pin-up” reprint of this 
poem for your office, store or bulletin board, 
just send us your request. We'll be glad to send 


you one. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
HAMILTON, ONTARIO, CANADA 


THE HOOVER 


It beats ...as it sweeps. ..as it cleans 
The Army-Navy''E" award received 


. four times for high achievement in 
= the production of essential war 


equipment, 
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The Lament of a Lady 


(A WARTIME LESSON) 


J 
\X HAT good to me is a “dead” radio 
That can’t even pick up the static? 
How can | sew ona sewing machine 
That's busted, up in the attic? 


Oh, for the days when you could get things repaired 
Or re-overhauled in a trice, 

Now when they break we must store them awa y= 
A playground for moths and for mice. 


What help’s an ironer that won't even iron? 

Or a washer that won't even start? 

What aid is a squeezer that won't dent an orange 
If it’s broken a technical part? 


Oh, for the days you could call on the phone 

For a man on the Service Staff, 

And tell what you wanted repaired on what day 
And not hear a mocking laugh. 


But hold just a moment this gloomy lament, 
This song has a brighter hue. 

Some companies held to that prewar ideal: 
Good Service, Quick Service—and True! 


Let's remember the Service they kept up for us 
Let's remember their Service Man 

So we won't forget when it’s“ New Product Time” 
To buy from those people again! 


eeeeeeeeeeeseeeeeeeeeeeeeeeeeeeee ceases eeeee cease 
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3 STEEL 
dragon 


NONE “ BETTER 


KITCHEN SINKS - 
Extra Strong on 
Selling Power 


When you can buy kitchen units today rein- 
forced with the selling features that were in the 
dream stage even in Pre-war days, your faith 
in Paragon Post-War Promises are beginning 
to pay you dividends. The three models pic- 
tured—first of their kind on the market—are 
made of high grade furniture steel, custom built 
to fit the space and utility needs of every home. 
Full faced doors, concealed hinges and rails 
give these units a flush, overall streamlined 
appearance. Beautifully trimmed with high pol- 
ished chrome hardware, this new deluxe line 
is truly a quality product that will pass the 
buying test of the home owner who prefers the 
latest and finest available. 

















Call. Write. on Wine... 








MODEL 666 (SIZE 66” X 25”) 


Both these above units present the following out- 
standing features: Breadboard, Cutlery Drawer, Cake 
Drawer with Sliding Cover, Vegetable Bin with 
Perforated Sides, Two Linen Drawers, Built-in Shelf 
in Storage Compartment, Towel Bar, Soap Dish, 
Silent Self-Locking Door Hinges, Bullet Door 
Catches, Celotex Insulated Doors, Girder Construc- 
tion, Reinforced Side-Panels, Girder Constructed 
Toe Base, One Piece Die-Stamped Drawers on Solid 
Runners. Reinforced as they are with gussets these 
units take on the sturdiness of Battleship Construc- 
tion. 





MODEL 6666 (SIZE 66” X 25”) 


This unit has a dummy drawér on the left side, and 
has on the right side as standard equipment a cutlery 
drawer, breadboard; cake-drawer with perforated 


specifications otherwise exactly as above units. 


sides and a vegetable bin with perforated sides; | 








ALL ORDERS SHIPPED IN ROTATION RECEIVED 


Paragon Utilities Corp. 


50 VAN DAM ST., BROOKLYN 22, N. Y 


NEW YORK FURNITURE EXCHANGE . 


PERMANENT DISPLAYS: 


SAN FRANCISCO WESTERN FURNITURE MART 


CHICAGO FURNITURE MART 


POST WAR PROMISES tat wit How water: 


It is only natural for you to be looking 
forward and wondering what the future 
picture is going to look like. It is with 
this thought in mind and an appreciation 
of your continued acceptance of the Para- 
gon Line of Kitchen Sinks and Cabinets 
that we feel we owe you a forthright 
statement on our Post War Program. One 
that is minus the fanfare of inflated re- 
leases about miracle merchandise that a 
waiting public is mot waiting for. 

IN OTHER WORDS WE WILL 
MANUFACTURE OUR LINE AS WELL 
AS THE MATERIALS AVAILABLE 
PERMIT. This doesn't mean that your 


reward for being a Paragon dealer will 
not be forthcoming with increased sales. 
For instance: 


? 






We intend to revamp our entire line 
NOW! 


. We intend to redesign each part of 


every unit as we go along. That means 
IMMEDIATE instead of POST WAR 
DELIVERY. 

Structural improvements going on now 
will eventually make our cabinets the 
best obtainable. 


. We intend to add new gadgets and 


improvements as soon as we can, and 
START SHIPPING THE UNIT SO 


EQUIPPED. 

5. We intend to CONTINUE OUR 
POLICY OF SELLING DIRECT TO 
rHE TRADE. 

6. We intend to reduce our prices to the 
trade as quickly as conditions permit. 

-- ALSO MANY OTHER IMPROVE- 

MENTS — 

And your assurance that no expense will 

be spared to bring you the most Modern 

Kitchen Merchandise — First to be dis- 

played in your town—comes to you in 

this promise—that WILL HOLD WATER 

—When you sell Paragon Products you 

sell the Best! ’ 


by 
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NOT A DAY T00 EARLY 


to start training salesmen 





for Post-War Washer Profits 


HE seller’s honeymoon will be over 

...sooner than you think! Your big- 
gest, top-urgency job is TRAINING 
your men for the coming sales battle. 
EASY has a training program that’s 
new, that’s different. It’s spearheaded 
by a chart presentation. But it’s much 
more than just charts. 


It’s patterned after some of the best 


MORE TRAINING 
NOW 
MEANS MORE 
BUSINESS 
LATER 


This new Easy presentation 
is just what you've been 


looking for to pep up your 


whole sales organization. 


asy Washing Machine Corp. 
Syracuse 1, N. Y. 


ECTRICAL MERCHANDISING—AUGUST, 


modern methods used for group in- 
struction. Loaded with big pictures 
and quick, easy-to-get captions. It 
really dramatizes effective sales meth- 
ods and TELLS and SHOWS “ How to 
demonstrate an EASY Spindrier.” 


Entertains while it trains 
EASY’s “Sales Training Turnover” is 
the kind of piece you ought to own 





and keep handy for constant training 
sessions. Ask your EASY representa- 
tive how to get it...and other pieces 
in the complete training package. 


Remember, it’s all designed to help 
salesmen sell more and earn more. Big- 
ger profits will go to the EASY dealer 
who puts training on the top of his 


list of “Things to do now”’! 









rie ates 2 
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ESE A ER — AT RAND? 
~ WOWAT ARE WER FAMMLYS LABHDRY WEERS ? 
WOM THE RSHER 68-18 TTC COLA? 
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“If | Were a Dealer 


---. I'd certainly have this Monarch 
Electric Roaster Range in my post-war 
line. The built-in roaster is such a 
wonderful feature that | can’t imagine 
any woman buying any other range 
once she knows about all the advan- 
tages of having an auxiliary oven like 
this built right into the cooking top.” 


MALLEABLE IRON RANGE CO. 


3885 LAKE STREET BEAVER DAM, WISCONSIN 
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roaster depth 
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casserole dishes 
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Ready now for your study and use is 
the Chicago Tribune specific SALES 
PROGRAM based on the findings of an 
auto and household appliance investiga- 
tion among consumers and dealers in 
America's most important market. 


. y/ 
/ 


t,o 
/ 


through 
ONE single 
medium... 


in the GREAT 


Get set now with a single advertising 
medium—the Chicago Tribune. Bought, 
read and bought from as is no other 
medium in the Chicago area, the Tribune 
is @ powerhouse among dealers and 
consumers. It builds sales volume. 

One out of every 3 families in 756 


: 
~@ 
Ps 


\ 


you can get going fast... 


No matter whether your factory production 
is large or small, big unit products 

or packaged goods, you can get going 
fast in the rich Chicago market. It offers 
quick sales . . : continued dealer and 
consumer preference when the first 

easy selling conditions pass and 


competition gets tough. 


SALES... 


Here in the $4,496,734,000 Chicago market is a tremendously pent-up 
demand for autos, washing machines, refrigerators, “big unit’’ products 
generally . . . a vast market assuring enough business to absorb all 

or the major part of the output of many individual manufacturers. 





and 





we’ 
\\j 
‘“ 





Quick DISTRIBUTION... 


qv 


Get the Quick distri 
buying YOu want in 
’ its récord-breaking 
x Easily accessible to 
factory shipments, 
Grea is big enoy 
Production of m 





a 


bution and consumer 
@ market famous for 
volume buying. 
salesmen and 

the strategic Chicago 
gh to use the first yeor’s 
any a factory! 








cities and towns of 1,000 or more popula- 
tion in this area reads the Tribune daily— 
on Sundays, almost every other family. 

Only the Tribune gives you a choice of 
monoroto, coloroto, comicolor, newsprint 
color, or black and white—at one of the 
lowest milline rates in the country. 


B® cuicaco TRIBUNE 


T NEW? 
oRrio's GREATES 
THE W 


AUGUST, 


CHICAGO MARKET 














The Chicago orea: ideally 
located at the heart of 
America . . . compact... 
fortified against recon- 
version problems. 


aa. 


1945—ELECTRICAL MERCHANDIS'/N@#LECTy, 





ql wilt be a cimep, 


WHEN YOU SELL THE 


ANOTHER 
OF THE 8 BIG REASONS* 
WHY POST-WAR AMERICA 
WILL BUY THE COMING 


®@ General Electric automatic radio- ments in regular radio, designed to 
phonographs are the best answer to provide magnificent reception on 
daily increasing demands of a public standard broadcast, short wave and 
now more conscious of recorded frequency modulation bands. ; 
music than ever. Why? Because these Plan to stock and sell the G.E. line _ 
new instruments willcontainthe most of radios—every one you place in a 
sensational advancement in record re- customer's home is another salesman for 
production since G.E. announced the yoy Consult your nearest G-E Radio 
first dynamic loud speaker. Distributor or write to Electronics 

G-E Combinations will also have Department, General Electric Company, 
many brilliant additions and improve- Bridgeport, Connecticut. 


*See subsequent General Electric ads for all 8 money-making 
features of the coming G-E Electronic Radio Line. 


GENERAL @ ELECTRIC 


PORTABLES + TABLE MODELS * CONSOLES - FARM SETS 
AUTOMATIC PHONOGRAPH COMBINATIONS - TELEVISION 
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RIGIDITY 


Rigid support and permanence of alignment are provided by ALS1Mac 


Steatite Ceramics. 

‘These inorganic materials are mechanically strong, permanently rigid 
and are electrically stable at high frequencies. Do not distort by loading, 
nor do they shrink or coldflow with time. 

AtS1Mac Ceramics are highly resistant to thermal shock and to constant 
temperatures up to 1000°C. Non-corrodible. Do not absorb moisture. 

AuSiMac Ceramics are a dependable foundation for your design. Let’s 
work together. 
































ARMyY— 


x€ wy AMERICAN LAVA CORPORATION 
s E uy CHATTANOOGA 5, TENNESSEE 


ALSMas 


TRADE MARK RES. U.S. PAT. 
STEATITE CERAMICS 


eS S ee» ek wens & wee 
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CAMFIELD 


Developed by a group of America’s 
most experienced appliance men 


Watch for the new Camfield Automatic 
Toaster—it has everything! 


It embodies the know-how of author- 
ities on the design, production, and 
marketing of appliances. During Cam- 
field’s concentration on war work, 
these men, through tireless research 
and engineering, devéloped this new 
and improved automatic toaster, with 
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AUTOMATIC TOASTER 


outstanding and exclusive features 
that set it apart from competitive ap- 
pliances. 


Look to Camfield 
for these sales-producing features 


EXCLUSIVE ...the ingenious “Equa- 
Therm” toasting cycle, that assures 
perfect toasting heat, regardless of volt- 
age fluctuations. 


EXCLUSIVE... the “Finger-trip” release 
. convenient, sure, trigger-quick. 


1945 


EXCLUSIVE.. 
ca’s foremost industrial designers. 


Quiet, dependable, trouble-free op- 
erations. 


Keep this remarkable, new automatic 
toaster in mind. Watch for further de- 
tails coming soon. 


CAMFIELD MANUFACTURING 
= COMPANY 


Grand Haven, Michigan 


PAGE 


. styling by one of Ameri- 
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ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN'S HOME COMPANION 





















Estate Heatrola Ranges Smart store owners keep discovering the 
extra profit opportunity illustrated here... 
Keep discovering that products advertised 

in the Companion move even faster when you 
Appliances display them together with a copy of the 
Companion or service pages from it. Try it 
yourself, this month! Get the extra profits fron 
these advertisers’ well-planned efforts ts 
help you sell. It rings the bell! 








WOMAN'S HOME COMPANION 


& 
250 PARK AVENUE, NEW YORK ra pro ‘ 
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CTOR 


ON OF AMERICA 


HERE IS ANOTHER in the RCA Victor series of full-page 
advertisements currently appearing in the big-circu- 


- - another reminder to 
your customers that their search for quality and 
performance means looking for the RCA Victor name. 


lation national magazines . 


The RCA Victor Show 
with Tommy Dorsey, M.C. 


EXTRA! Because Time readers 
are leaders in all walks of 
life and the most likely to 
havea hand in the expansion 
of television, RCA Victor is 
presenting its special ‘‘facts 
about television’’ campaign 
in Time... theright answers 
for the right people! 


EXTRA! RCA Victor’s radio 
program, ‘“The RCA Victor 
Show” is now in its second 
big year... reaching millions 
every Sunday afternoon .., 
paving the way for your 
coming sales of RCA Victor 
radios, ‘‘Victrolas”’ and tele- 
vision receivers for homes. 


wren will you find a greater ally for your 
business than the technical leadership and 


long heritage of experience which RCA Victor 


alone offers? Here is sales momentum plus— 
already being ‘‘steamed up”’ in full-page maga- 
zine advertisements like the one at the left. 
Nor is that all. In addition, double-spreads 
in Time magazine are giving America the right 
answers on television. And ‘“‘The RCA Show’”’ 


with Tommy Dorsey on NBC is adding new- 


sales-making power to the greatest name in 
radio. . . week after week. 

This great concentration of advertising has one 
basic purpose—to get you off to a flying start 
with RCA Victor radios, ‘‘Victrolas’’* and tele- 
vision receivers the moment they’re available! 








7 


America’s leading stores 


will serve you better 








* “Victrola”—T.M. Reg. U, S. Pat. Of. 


@® RCA-VICTOR 


RADIO CORPORATION OF AMERICA + RCA VICTOR DIVISION + CAMDEN, WN. J. 
in Canede: RCA VICTOR COMPANY LIMITED, Montreal 
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ES, TODAY, after three and a half 
years of war, the nationwide organi- 
zation of Philco distributors presents a 
solid front that spans the country .. . the 
strongest distributing organization in the 


appliance field. 


Philco is particularly proud of the 
record of those distributors during the 
trying days that taxed their ingenuity and 
resources. What they have accomplished 
under extremely difficult conditions~ to 
render service to Philco users... what 


they have done to help their dealers stay 


in business...is brilliant testimony to 


clory, Again, Look I 
PHILCO fre Leaderstypn,/ 
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their initiative, their enterprise and their 


resourcefulness. 


Today, that solid, strong, successful 
organization of Philco distributors is one 
of Philco’s most important assets for the 
future. They are making their plans now 
to fulfill the opportunities and the obliga- 
tions of the Greater Philco of Tomorrow. 
When the “Go” signal is given, they'll be 
ready to serve their dealers in every sec- 
tion of the country with their seasoned 
experience in the appliance field and 


their intimate knowledge of Philco mer- 








chandising, promotion and service. 


That, too, is Philco Leadership ! 


‘Useful. 
Ousew 
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JS 
‘Useful, of course... but be sure to make them beautiful,’ says Mrs. National advertising for Johnson's Wax this fall will carry a special 
ousewife when asked about home products. She, and millions like her message telling millions of readers to “Watch for WAX-O-NAMEL!” 
9 control family purchasing, buy what pleases their eye. Johnson Your prospects will be aware of the advantages a WAX-O-NAMEL 


hemists, alert to this simple truth, successfully combined high-quality finish offers. 
amel with wax—created WAX-O-NAMEL, a finish of unmatched beauty! 


An additional selling aid— 


Sales start with the greater beauty WAX-O-NAMEL labels and tags 
of a WA X-0O-NAM E L finish! WAX-O-NAMEL identification on the products you sell will help them 


This patented wax-impregnated enamel, only finish of its kind, imparts a move faster. Have your sources of supply investigate this strikingly beau- 
lich luster... a smooth, satiny “feel’’ that actually helps you “sell” your tiful, extra durable finish that can be easily applied to any surface suitable 
product! WAX-O-NAMEL affords extra protection against dirt, finger- for ordinary synthetic enamel. Though not immediately available because 
| harks and “‘shopwear.’’ It helps surfaces stay “new looking” in your of war restrictions on certain materials, now is the time to get all the facts 


ustomer’s home, and when necessary, makes cleaning easier. about WAX-O-NAMEL. Mail the coupon today! 


os Vi JOHNSON’S WAX-0-NAMEL 


PLEM-85, Product Finishes Department, Racine, Wisconsin 
Gentlemen: Sure, I'd like further information about WAX-O-NAMEL. 


send “What's Ahead in Product Finishes” brochure. ee ic ace, ts made ty lhe maker of JOHNSON’S WAX 
Title i Ake ia A NAME EVERYONE KNOWS 


Trademarks Reg. U. 8. Pat. Off. 








S.C. JOHNSON & SON, Inc., Racine, Wisconsin 


az ; * Speed final Victory with EXTRA War Bonds! x 
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“High wages have given a 
lot of people a permanent 
yen for quality...” 





“Right! That’s why I’m 
waiting for quality electric 
clocks by Seth Thomas”. . .” 











“And that’s why I keep preaching 
that a Seth Thomas franchise is 
about the most valuable asset 
a distributor can have!” 


Keep an eye on Seth Thomas. New designs are ready. Our plant is 
set to go. And before long, we hope, conditions will permit making 
self-starting electric clocks for your customers. Right now, of course, 
we’re still on war work. Seth Thomas Clocks, Thomaston, Conn. 





~ (Se. 





Seth Thomas Electric Cloeks 


SELF-STARTING...SYNCHRONOUS 


~ » 
We fered earive tx checks 
A product of GENERAL TIME Instruments Corporation a 
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Whos that rockin’ your 





Not Duo—Therm, Mister Dealer! 


You've seen a lot of write-ups in 
the trade magazines telling about 
appliance manufacturers signing up 
with national merchandising organ— 
izations and mail order houses. 
But you haven't seen our name 
there! 


Then why don't we sign up? 

7 

— Because we believe in 

“ 2 e . 
giving you independent 
dealers a clean fran— 
chise! We think that 


a clean franchise is oN 
just as important as a fine 


product! 





















And has that sweet-—sounding, 























business with you the way you want 

it done — labeling every appliance 
that comes off our line with our 

own name — DUO—THERM — and refus-— 

ing to make a single item of 

special brand "ae 0 ; THERM < 


You independents will Sie to 
be the only dealers selling Duo-— 
Therms — the leading fuel oil 
heaters on the market! And you'll 
be backed by the most aggressive 
merchandising and advertising in 
the industry to help you make the 
sweet profit that you're in busi- 
ness for! 
















_ Pollyanna policy made us 
) the chumps of the appliance The other boys can make all the 
business? Here's the answer: deals they want with the national 
r merchandising organizations and 
Today, in spite of mail order, mail order houses! 
national merchandising organiza-— 
_ tion, and all other competition We're staying with you independ— 
put together, DUO—THERM IS THE ents ... for your good and ours! 
LARGEST MANUFACTURER OF FUEL OIL 
ig HEATING APPLIANCES IN THE WHOLE VIVE LA FRANCHISE! 
WORLD! 
; In any lingo our dealers cheer 
So the true love and de— their Duo-—Therm franchises. 
votion we show for our If you aren't already set to 
dealers isn't all hearts sell the Duo-—Therm line, let 
and flowers. It is alsoa us hear from you. Some swell 
lot of plain, downright, dealerships are still open, so 
ote flinthearted good business get all the information on 
ath for us! And we're going protected Duo-Therm franchises 
to keep right on doing by mailing the coupon now! 
os 
"eee oo coleman ree» ete 1 
| DUO-THERM Division of Motor Wheel Corporation | 
7 Dept. K-22, Lansing 3, Michigan | 
Duo-THERM Benen aes oe, agente caren 
interested in selling Duo-Therm Fuel Oil Space Heaters (1) Duo-Therm | 
DIVISION OF MOTOR WHEEL CORPORATION | Automatic Fuel Oil Water Heaters [1]. Check one or both. | 
| | 
= LANSING 3, MICHIGAN | seasen CHEE EEE HEHEHE EEE HEHEHE EEE HEHEHE HEHEHE HEHEHE EEE EERE EE | 
= wapsesutteerteeeseecescsceseraceeseoeseaseasceneescaeeeens ! 
lecithin A 
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\- DAY did not lessen the need 
for paper. Indeed, the turn- 
around for the intensified war against 
Japan has actually increased the need 
for paper. Millions of items must be pro- 
tected for the long trip to the Pacific 
Theater by double and even triple 
wrapping. 
That is why patriotic women are con- 
tinuing to cooperate with the Paper 
Troopers or other local salvage organi- 









zations to get every scrap of waste paper, 
periodicals and newspapers back into 
the fight. Women also help by using 
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AMERICA’S STRENGTH IN WAR AND PEACE—-THE PARTNERSHIP OF MAN AND WOMAN 


TROOPERS 


Magormes ® 


\0QLaa| Sl 
Ste tf 


10Le 





their own shopping bags, by carrying 
purchases home unwrapped and by re- 
using paper bags and cartons as long as 
they will last. 


McCall’s Inspires Women 
in 3,500,000 Homes 


In approximately 3,500,000 homes 
women look to McCall’s for guidance in 
the adjustments and responsibilities of 
wartime living. Thus, they know that 
paper is still America’s No. 1 Critical 
War Material, and they continue to do 
their part to help meet the shortage. 


AUGUST, 


ON RECORD 


peper 


HE needs paper for the job ahead 

















SHE sees that he gets it 


(Magazines use only 4% of all paper 
and much of that is salvaged for re-use. 
McCall Corporation, along with other 
publishers, has instituted practice: 
which are saving thousands of tons of 
paper. Because there are not enough 
McCall’s to go around, readers help, too, 
by sharing their copies with friends.), 


MM, 
THREE MAGAZINES IN ONE 
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[AN 


OTPOINT appliances are far be- 
H yond the promotional stage. In 
no sense are they “post-war” babies. 
They were designed, tested, and in 
demand before Pearl Harbor. 

@@ A complete line of both kitchen and 


laundry appliances is available to permit 


the Hotpoint selective dealers to com- 





pete successfully and profitably for sales 
- in all income brackets. 

e@ @ Hotpoint selective dealers will real- 

ize the value of the Hotpoint merchandis- 

ing plan, featuring the Complete Electric 


Kitchen. All customers won't buy a com- 


“One of a Series Interpreting Hotpoint’s Promise to the Public: Dependability Assured by 40 Years Experience.” 





No “Post-War” Babies 


In The Hotpoint Line 


plete electric kitchen, but when an indi- 
vidual Hotpoint appliance is sold, the 
complete kitchen idea and other sales 
automatically follow. New buyers be- 
come continuing customers. 

@ @ The Hotpoint sign on your store is a 
sign of quality known to all. Forty years 
of housekeeping experience in millions 
of American homes make Hotpoint the 


thoughtful homemaker’s choice. 
x *k *& 


Edison General Electric Appliance Co., 
Inc., 5620 W. Taylor St., Chicago 44, Ill. 


paper 
—— DP dlow: % 
other 
ctices 
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KENIRADY om 


CATHODE-RAY TUBES 


™® Pictures are clear, sharp, and lifelike when projected 
by Ken-Rad Cathode Ray Tubes . . . Now new research, 
new engineering facilities assure still further advances in 
Ken-Rad quality and performance. A big new market 
for Ken-Rad tubes will open up with television set 
owners. Consequently, the Ken-Rad dealership is more 


valuable than ever. 





@ Write for your copy of 
“Essential Characteristics” 


the most complete digest of 
tube information available. > 


OWENSBORO, KENTUCKY 





1786-D7-8850 


PAGE 22 AUGUST, 1945—ELECTRICAL MERCHANDISING ELEC) 































It’s a franchise made-to-measure for profit- The national picture of a closely 


makin twar appliance selling, and qual- dovetailed dealer organization, each with his own 
£ £ 


ified dealers from coast to coast are flocking to carefully-tailored share of the postwar appliance 





Eureka meetings to “try it for size.” market, is rapidly filling in. If you are interested 
in securing for your store, now, one of the most 
coveted franchises in the appliance business, get 
in touch, at once, with your local Eureka 


distributor. 





THE NEW EUREKA 
HOME CLEANING SYSTEM 


First new idea in house-cleaning 
in years. It’s a complete package 
. an upright cleaner, a tank- 
type cleaner, a power-driven 
waxer and a de luxe set of 
cleaning tools. It’s an organized 
way to clean with a just right 
tool for every cleaning job from 
attic to cellar. A sure-fire mer- 
chandising idea, designed to 
double the vacuum cleaner 
unit of sale. 























on seme ‘thine THE NEW EUREKA bs Fry 
upauet’ Oe Unk TANK-TYPE CLEANER i 


Precision-engineered from the 
woman’s point of view. Fea- 
turing new “Disturbulator” 
rug cleaning, power-driven 
waxer, “Attach-o-matic” 
tool coupling, pocket- 
book closure dust bag. 
A honey of a cleaner 
and everything 

about it has been 
designed to pack 
a powerful sales 
appeal. 


Finest all-purpose cleaner Eureka 
has ever built. Light and easy to 
carry all over the house, featuring a 
new improved type of rug nozzle; 
new anti-moth attachment for 
demothing clothes, blankets, rugs, 
closets, whole rooms; toe-tip switch, 
easy tool adjustment. An eye-catcher 
with a great sales potential. 





ELECTRIC IRON 


Another Eureka first! 
Revolutionary new 

way to iron. No dan- 
gling cord to tangle 

and pull. Completely 
automatic, completely fire- 
safe. It’s the iron women have 
been waiting for... a big traffic 
builder . . . an item designed to 
walk right out of the store. 
































For full information on Eureka’s new mer- 
chandising program under the “Tailored” 
market coverage plan write to 

EUREKA VACUUM CLEANER COMPANY, DETROIT 2, MICH. 
CANADIAN DIVISION, KITCHENER. ONTARIO 












ISING 
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STOKOL 
Features That Add Up To Greater Sales 
























p 

© TRANSMISSION—silent—choice of hydrau- OU’LL BE AMAZED at the many selling features 

lic or worm drive in most sizes—no shear pins. of STOKOL Stokers when you examine them. : 

© HOPPER — attractive, extra large — air- Beauty, convenience and safety are combined with 

tight lid—knee-high—easy to fill—-open hop- rugged efficiency and engineered dependability. 1 

per or bin-feed. Many salesmen and dealers have told us they could F 
. - sell STOKOL Stokers because of the transmission 

® RETORT—designed for proper coal dis- : , : . 

iribution—heavy sectional teyeres—nen plug- alone. The wide range of models with special fea- 

ging—"metallized’"—sprayed with molten tures for all solid fuels, from lignite of the northwest 

aluminum—can‘t warp or crack. to anthracite of the east—for bin-feed or hopper in- ’ 


e stallations—and for domestic as well as commercial 
FEED SCREW ~ heavy cost alley stool — applications, makes everyone who uses a coal fur- 
heat-treated for maximum resistance—vari- , : 
able pitch for easy operation. nace a prospect. And, with more than 140,000 satis- 
fied owners, there is ample proof of the dealer 
opportunities for profit and steady sales in the 
STOKOL line. Look over the partial list of outstand- 
ing STOKOL features, then mail the coupon today. 
Stokol Stoker Company, Inc., Indianapolis 7, Ind. 


® COAL FEED — instant and infinite speed 
regulations within limits of model range. 


STOKOL STOKER CO., INC. 


1145 E. 22ND STREET, INDIANAPOLIS 7, IND. 
Gentlemen: Send details of Stokol profit possibilities for me 


as a dealer. 


NAME__ 





ADDRESS. 








Tear Out This Coupon and Mail Today ( 
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Youngstown offers: 
Units of sale for the mass market where volume and 
profits lie. 


HERE is going to be more to postwar kitchen 
















merchandising than merely something to sell 


— more, even, than a good line. | ae , ; 

: : 6 A simplified program for planning, selling and in- 
stalling kitchens. oe: Cream 
An easy-to-understand training program pry ta: Be 
based on 12 years of experience. No ‘o!voge fots ond 
. ma poper — work for 
a long, profitable pull. Youngstown Kitchens mystery or theory. Vietory. Then do 


your part to... 
is preparing that program for dealers now. It An uncrowded field. Room for dealers 
to cash in on their own efforts. 


There is going to be need for a complete 


merchandising program on which to build for 


will be ready the moment the war job is done 
Write for full information and the name of 


and IT WILL BE WORTH WAITING FOR! your nearest distributor. 





MULLINS MANUFACTURING CORPORATION 
WARREN, OHIO 
Design Engineering Service - Large Pressed Metal Parts - Porcelain Enameled Products 





‘by Mullins. 
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our New 


Mrs. Green 
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TELL and SELL through this NATIONAL SHOW for he 


Thi 
ran 


your product for $37,200 a year complete e 








ou know that the electrical industry is busily engaged in preparing 

post-war innovations. Obviously you're not planning a “toaster 

REDBOOK advertising oven”, but competition on new products, in reaching new markets and 

a pe re-establishing trade names and trade-marks will call for the expenditure 

is “Smart Money of “smart dollars” to get your money's worth. 

So consider the advantages of outsmarting instead of outspending 
@ REDBOOK buyers pay 25¢ an issue competition. Consider REDBOOK’S NATIONAL SHOW FOR YOUR For 
buy to read! PRODUCT FOR $37,200 A YEAR COMPLETE. in 1 
Before a cohesive and important audience of 1,500,000 families who N 
@ High editorial percentage helps create enjoy fine fiction (certainly indicative of good taste) your story is given ing 
cover-to-cover interest. both VISUAL and EXPLANATORY presentation, that answers the ng 

inevitable “WHAT” and “WHEN” of new — or established — post-war “ 

®@ Monthly issues guarantee longer life. appliances. be 
1 
@ Reader Research assures constant ap- Although Redbook space is sold out at the moment, smart of ¢ 
po. advertisers are making plans for the future today! app 














To Nearly 1/5 of America 
A Program of proven Sales Power 


Redbook, Cosmopolitan, and American, THE 6 MILLION 
GROUP, reach almost six million families with less than 15% 
duplication — approximately one out of every 5 in the United 
States. And a full page im every issue of all 3 magazines costs 
only $160,000 a year. 
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A TREE 
GROWS IN 
CHICAGO 


... and has been growing for over a quarter century! 

It’s the “Radionics Exclusively” tree! And the wise owls are 
the radio dealers all over the country who are roosting in it! 
This tree grows the finest of home radio sets! You'll find no 
ranges, no refrigerators, washing machines or electric irons 
sprouting from its limbs. 


For this is the “Radionics Exclusively” tree . . . specializing 
in the fruits of the science of radio waves, only! 

No wonder the “wise owls” of the radio business are latch- 
ing onto a Zenith franchise! With one stroke of the pen, they 
cut themselves free from forced combinations of profit-eating 
“also ran” appliances. 

Freedom of choice is an American heritage. It’s the right 
of every retailer to choose the best of each from among the 
appliance lines at his disposal. And Zenith, by concentrat- 
ing on Radionics Exclusively, takes its stand, shoulder to 


Keep Your Eye on 


e, 
- 


~ #7, a 
,,@houldgepwith you radio merchants of America. 


This is onfGne of the coa ive pelicies that have 
brought Zenith hrough the yeage WR ces 2a position of 
supremacy. Ms ew 

As the time draws closer when Zerfith Radios will be avail- 
able, we reiterate this promise—Zenith will continue to con- 
centrate on Radionics Exclusively#to bring you the finest 
“Advanced Engineering” linéypf Redionic Radios it is pos- 
sible to produce! 


WATCH ZENITH! Keep in touch with your 
) Zenith Distributor. He has the last minute “dope” 
on factory developments. 


ZENITH RADIO CORPORATION « CHICAGO 339, ILLINOIS 


in Radio! 


RADIONIC PRODUCTS EXCLUSIVELY— 


®LONG DISTANCE® RAD | e) WORLD’S LEADING MANUFACTURER 


RADIO: FM TELEVISION - RADAR: SHORT WAVE - RADIO-PHONOGRAPHS - HEARING AIDS 
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this is TUR back yard 


We admit it . . . we’re experts at making heat beha 
We know how to generate heat quickly, economical 
We’ve pioneered practical measurement and control 
heat, so precision thermostatic control is a feature of evt 
Proctor appliance. That’s our ‘‘back yard’’. . . and we’ 
stayed in it. We’re specialists, see? 


to PROCTOR for Postwar Precisic 


There'll be a great new “Toaster with a Crisper’’. . . a practic 
mistake-proof iron with the Proctor fabric dial .. . a temperatu 
controlled waffle iron... other re-styled, “popularity-tested” t 
fic appliances. They'll all have one 
thing in common: precision ther- 
mostatic control!,.. suY WAR BONDS 


It’s new...it’s exclusive... it’s 


IN APPLIANCE : S 
MERCHANDISING 


PROCTOR ELECTRIC COMPANY, Division of PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PENN 
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4 o APEIER WASHDE™ 


| Se 
WHIRLPOOL 


Enjoyable as a Lake Grex 


No need to be all steamed up when washday 























rolls around during August heat waves... 
WHIRLPOOL is a loyal friend... lightens 
burdensome warm weather washing 


“eee © @e 


prevents washday fatigue. 


Because WHIRLPOOL washers and ironers are 
designed specifically for home laundry work- 
ability, dealers find the WHIRLPOOL line high 
in demand by knowing housewives ... and 
also find WHIRLPOOL profits welcome. 


The new automatic. ..1900’s completely auto- 





matic washer... operates by a single setting of 





the dial... it soaps, washes, rinses, damp dries. 











AND A PORTABLE WASHER 





ae 2 : 
War Bonds ‘r 


77? 
RIRNETEEN HUNDRED 


ST. JOSEPH MICHIGAN U.S.A. 
ENGINEERS ————————————" MANUF ACTURERS— ————— DISTRIBUTORS 


; WORLD'S LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 
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Women Will Say— 


AND WOMEN ARE THE BIGGEST BUYERS OF RADIOS 


Eye-appeal means buy-appeal . . . particularly 

to your women customers! And Sentinel’s complete 

new line of quality radios has been style-and-beauty 
approved by noted interior decorators and home furnishings 
authorities to assure eye-appeal! 


The reaction will be terrific—reaction that will mean 
buying action—and profits for you! \n all new Sentinel Radios— 
new performance will be matched by new beauty—a perfect 
combination for increased dealer sales! And the complete 
Sentinel line means sales to all your prospects... It will 
include AM and FM, AC and DC, Battery and Electric— 
table models, portables, consoles, radio phonographs—a 
radio to harmonize with every room in every home! 


Amy Freeman, noted 
authority on home 
Jurnishings, in consul- 
tation with Sentinel Ya MAN! 
executives regarding m"% 
JSeminine eye-appeal in 









For Studio Tone in Your Home 


- 
: Sentinel ravio corporation 


2020 RIDGE AVENUE, EVANSTON, ILLINOIS 
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WHY YOU NEED THIS 
— NOW! 


——— 
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‘e This is to Certif Gus ve 
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(e Authorized Dealer for i) 
© Coleman i) 
“ga cen ag 
(€ Heating Appliances 2) 
2: as follows Gort Jide carady tol Og We hese la learaulm a" 
. Manufactured by The Coleman Lamp and Stove Company of ate 
; Wichita, Kansas. } 
: g a Z Oe 
z oe i Ltt ‘ r Co 
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— tii aaa Witt 
Get A Head Start In Postwar Selling! Sell The Leading Oil Heater Line! 


Right now, with its sensational “Warm Floors” 
advertising, Coleman is building this franchise 
to peak importance! It is becoming a bigger 
asset to dealers every day. It can maké a big 
difference in the start you get in postwar sell- 


ing. Get in touch with your Coleman dis- 
tributor—now! 


You already know the nation-wide reputation of 
the name Coleman. Coleman heaters mean big 
sales—fast sales. It’s a complete line! And here’s 
something important: The heaters now in limited 
production contain all Coleman’s prewar quality 


of construction and, operation, plus new operat- 
ing achievements. 


Limited Production Now Under Way! 


Yes, limited production is under way. There will not be enough 
to supply the demand. But we are doing our best to fill orders 
for which there are certificates as long as rationing lasts. Any- 
way you look at it, now is the time to get your Coleman Fran- 
chise. For the name of your distributor write The Coleman 
Company, Inc., Dept. EM-517, Wichita 1, Kansas. 





THE AUTOMATIC M@1uCHm OIL HEATER 


THE COLEMAN COMPANY, INC., * Wichita 1 * Philadelphia 8 * Los Angeles 54 * Toronto, Canada 
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FREIGHT RATES 
and INDUSTRY LOCATION 









Interstate Commerce Commission last May, 

will take preliminary effect on the 30th of 
August. It will eliminate some of the advantage in 
freight rates which Eastern shippers have enjoyed 
over shippers of the South and West. 

The decision has been enthusiastically hailed as 
an Emancipation Proclamation for industrial devel- 
opment in the South and West. It has also been 
roundly condemned as a meddlesome control meas- 
ure that ignores valid differences in haulage costs, 
and recklessly blots out one of the important factors 
in determining the location of American industry. 

Cooler appraisals indicate that the net effect of 
the rate changes will be far less drastic than pre- 
dicted by the more passionate advocates or adver- 
saries. Nonetheless, it is important for the business 
world to be informed both upon the principle at 
issue, and upon the forseeable consequences of the 
ICC ruling. 


SIGNIFICANT decision, announced by the 


What The Decision Calls For 


The Commission’s order, unless modified, or suc- 
cessfully contested in the courts, will require: (1) 
the eventual establishment of a single freight classi- 
fication, or grouping of commodities for rate-making 
purposes, for application throughout the United 
States; (2) a single level of “class rates”—or rates 
established for groups of commodities and primarily 
applying to manufactured and semi-manufactured 
articles of high value—in the area east of the Rocky 
Mountains. This level is to be about 15 per cent 
higher than the present Eastern scale. 

Because it will take some time, probably several 
years, to work out a uniform classification in place 
of the three major classifications now existing, a 
preliminary adjustment is provided. 

Under this adjustment the existing classifications 
will remain in effect, but the rates on articles moving 
on class rates will be increased 10 per cent in East- 
ern or Official Territory—the area east of Lake 
Michigan and the Mississippi River and north of 
the Ohio River. On the other hand, the rates will 
be reduced 10 per cent on articles moving on class 








rates in the South and West, and on those moving 
interterritorially. 


What The Problem Was 


At the present time there are marked differences 
in the levels of the basic scales of class rates in the 
five major rate territories—Eastern or Official, South- 
ern, Western Trunk-Line, Southwestern, and Moun- 
tain-Pacific. It is difficult to average the levels of 
rates, but if the level of the class-rate scale in Official 
Territory is taken as 100, the levels in the other 
territories may be roughly considered as follows: 
Southern, 139; Western Trunk-Line, 128, 146, 161, 
184 in Zones I, II, III, and IV, respectively; South- 
western, 161; Mountain-Pacific, 166. 

These are over-all comparisons. On many indi- 
vidual articles the differences in levels of rates are 
greater or less than indicated because of offsetting 
differences in regional classification schemes. In 
many cases, the use of exceptions to the classifi- 
cations and of special commodity rates has reduced 
the regional disparity in rates. In fact, on some arti- 
cles, particularly on certain low-grade traffic such 
as logs, pulpwood, bricks, coal, sand and gravel, the 
South and the West have actually had lower rates 
than Official Territory. The rate disadvantage of 
the South and West has been principally on manu- 
factured articles. 

The territorial differences in class-rate levels have 
complicated the problem of constructing rates from 
a point in one territory to a point in another. Today, 
such a rate tends to represent a blend of the levels 
in effect at the place of shipment and at the desti- 
nation. Thus manufacturers and dealers in a higher- 
rated territory are likely to see themselves at a 
disadvantage when they attempt to sell goods in a 
lower-rated territory against competition located 
there. 

Now, if differences between territorial rate levels 
are removed, the interterritorial freight-rate prob- 
lem largely disappears. So it is an important ques- 
tion whether such differences are justified. The 
Commission has found that they are not justified 
either by differences in transportation costs or by 
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other valid considerations. From that finding came 
the order to establish a uniform level of class rates 
and a single freight classification. 


The Decision And The Map Of Industry 


What effect will this decision have on the location 
of industry in the United States; and what effect will 
it have on the economic development of the East, 
the South, and the West? 

Today, many in the West and South believe that 
their higher class rates have seriously retarded the 
industrial development of these areas, and promoted 
the concentration of manufacturing in Official Terri- 
tory. They point out that Official Territory has over 
50 per cent of the population of the country, had 
nearly 70 per cent of the persons employed in man- 
ufacturing in 1940, and accounted for nearly 73 
per cent of the “value added by manufacture” in 
1939. Boasts of industrial development in the South, 
and to some extent in the West, in recent years are 
accompanied by claims that this would have been 
greater but for the freight rate structure. 

Another point gets into the argument. Official 
Territory is not only the country’s most highly in- 
dustrialized section, but also its greatest consuming 
territory. It is the market which nearly all manu- 
facturers desire to reach, particularly when they 
have a surplus to sell. Here again is occasion for an 
outcry by producers outside of Official Territery 
against the consequences of their high rate levels 
and the levels of interterritorial rates. Under the 
circumstances it is not strange that, the South and 
West have argued long and volubly for mile-for-mile 
equality in rates. 

Those in Official Territory deny that the South 
and West have been handicapped by the rate adjust- 
ment, but at the same time look with apprehension 
at the loss of their rate advantage. 


What’s The Effect? 


However, now that the ICC’s ruling is about to 
be put in operation, it is time for the colorful state- 
ments of the debating period to give way to a sober 
appraisal of what the consequences are likely to be. 

In the first place, it should be noted that the pre- 
liminary adjustment will affect only a small fraction 


of the traffic, Estimates indicate that only about- 


4 per cent of the full-carload traffic moves on regu- 
lar class rates, About 11 per cent moves on exception 
ratings which are not affected by the preliminary 
order; and about 85 per cent moves on commodity 
rates, which were not within the scope of the Com- 
mission’s decision. The proportion of less-than-car- 
load lot traffic affected is much greater, since a large 





part of it moves on class rates; however, less-than- 
carload traffic constitutes less than 1% per cent of 
the total tons carried. 

The permanent rate structure will probably affect 
more traffic than the preliminary order since, in the 
establishment of a uniform classification containing 
more classes than at present provided, many articles 
now moving on exception ratings are likely to be 
brought within the scope of the classification, and 
the same may be true of some articles moving on 
commodity rates. 

But, even if a large proportion of the traffic were 
affected by the Commission’s order, or if the prin- 
ciple of equality in rate levels is eventually extended 
to much of the traffic moving on commodity rates, 
these freight-rate adjustments cannot be expected 
to revolutionize the pattern of industrial location in 
the United States. 

It seems evident that most industries now found 
in Official Territory are located there for other ad- 
vantages than that of a lower level of freight rates, 
undeniable as such an advantage is. Insofar as that 
is the case, they have little to fear from equalization 
of the rate levels. For those which have, indeed, 
been dependent upon preferential rates and other- 
wise badly located, the removal of the preference 
and their consequent shift to some area possessing 
a real locational advantage would be desirable from 
the point of view of the national economy. 

While the high degree of industrial concentration 
in Official Territory does not rest on such a flimsy 
basis as a lower level of class rates, the Commission’s 
decision does remove one existing handicap to the 
growth and development of the South and West. The 
new adjustment should permit all sections of the 
country to develop the industries for which they 
have natural advantages. It should contribute to a 
sounder regional specialization than we have here- 
tofore had. — 

This decision will neither destroy the economy of 
the industrial East, nor will it, overnight, assure the 
industrial flowering of the South and West. It con- 
stitutes one sound step toward establishing that 
-equality of opportunity for all sections of the coun- 
try which is essential to a nation that bears the 
proud title of The United States. 





President, McGraw-Hill Publishing Co., Inc. 
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ISING 


PRE-Y 


A photograph of the 
Davidson & Co. store 


pre-war 


HOW 
One Dealer Plans Cc 


HAVE completed plans for an ex- 

tensive addition to my retail appli- 

ance store. I have also redesigned 
the front, changed and grouped the 
merchandise display and completely re- 
vised the lighting. My architect, Mr. 
Carl Apuzzo and I have been working 
on these plans for over a year. During 
this time I have traveled many places 
and talked to many concerns and indi- 
viduals in order to get new ideas which 
will streamline my building, sales and 
service methods, and organization. 


Three Remodelling “Firsts” 


As a result I have come to the con- 
clusion that there are three things that 
every retail appliance concern should 
do before we get into full swing pro- 





al 








Above and right are two views of a new 
display unit. Baffleboard provides space be- 
tween back wall of unit enclosing lighting 
unit for “accent lighting.” Spot (see right) 
provides further “accenting’, a Nela Park 
idea 


Post-war plans of Davidson & Co. call for exten- 
sive redesigning of store exterior and interior.... 
The first of three articles on modern display 


methods 


By C. M. DAVIDSON 


duction. These are: (1) remodel his 
store front so that it will stand out and 
attract attention and so that it will be 
as modern and up-to-date as the new 
and improved models we hope to get 
in the future; (2) completely revise 
the exterior and interior lighting ; and 











. 


(3) rearrange and group the appli- 
ances on display. 

From what I have learned, I would 
certainly do these three things if I 
didn’t plan to do them in connection 











with enlarging my building. I[ belie 
all of them are essential to success 
postwar retailing. 

Let me ask a question. If you w 
a consumer, where would you expect 
find the greatly improved models ti 
general public is expecting? Ina st 
that is as improved and stylish as sh 
expects the appliance to be or it 
store where the front and display ro 
date back to the days of the ice ba 
with the evaporator installed in the i 
chamber and the compressor in t 
basement ? 


The Store Front 


Your store front is your first conta 
with your prospective customers. 
believe that it can give them a feelin 
of confidence or doubt about you, you 
products and methods. The gener 
public just naturally associates go 
merchandise and methods with up+t 
date, fashionable surroundings a 
shoddy merchandise with outmoéel 
old-fashioned surroundings. 

I have learned that there should 4 
four stages of lighting on your from! 
The first and most brilliant stage is ti 
sign which carries your name. Ti 
should stand out above everything els 
The second stage, somewhat less bri! 
liant, is your display windows. 1! 
third stage the sign that advertises t™ 
products you sell. The fourth stage ti 
overall lighting effect, the thing thi 
catches the eye a block away and holé 
it until they successively see (1) you 
name, (2) your display, (3) the nam 
of the products you sell. 

Lets demonstrate this with the © 
fore” and “after” illustrations of ™ 
building. The overall effect, ™ 
“catching the eye,” effect will 
achieved by using two end panels mae 
of 12 x 12 x 1 inch slabs of Vermo 
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Architect's drawing of the build- — 
ing modernization plan 
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ble with cold cathode tubes re- 
td in the panels. This will cause 
marble to give off a soft diffused 

like an illuminated alabaster 
l This is not gaudy or theatrical. 
it will, I believe, make my build- 
stand out from a distance. As you 
‘ach, the Davidson & Com- 
sign takes shape first, then the 
Y windows, then the electric sign 
the top of the building which will 
ounce the name of the products I 
sell postwar. 
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The Display Room 


My idea of an effective display room 
is probably different from the average. 
I am merely outlining my plans with 
the hope that they may give some re- 
tailers ideas which they can revamp 
and adapt to suit their own notion. I 
am not suggesting that this is the only 
way it should be done, but there is 
one thing that greatly influenced my 
thinking on this subject. 

I did not group merchandise in 
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booths prewar. For the most part I 
had a companion value range, refriger- 
ator, etc., side by side. Time and time 
again I would be demonstrating a re- 
frigerator to a person who was inter- 
ested in just buying a refrigerator. In 
the middle of my demonstration their 
attention would be attracted to some 
new gadget on the range which they 
had never seen before. Usually this re- 
sulted in my having to stop my sales 
talk on the refrigerator or vice-versa 
and explain this gadget on the range, 


First floor plan of the revamped Davidson store. Note 
space for "roll-up" kitchen or laundry, described 
in text 


Appliances will be grouped by types—refrigerators, 
ranges, 
attention will be confined to specific appliance 


washers, radio, etc., so that customer's 


which they had no idea of buying, 
before I could get them back on the 
refrigerator. 

I expect to prevent this post-war by 
grouping all major appliances in sepa- 
rate booths where we can center the 
prospective customer’s attention on 
that one appliance only. For those who 
are interested in buying two or more 
major appliances and want to see how 
they are related or how they might 
look in relationship to their kitchen, 
I have worked out a “Roll-Up” demon- 
stration kitchen and laundry which I 
will discuss in detail in an autumn 
issue of ELECTRICAL MERCHANDISING. 


Display Area Doubled 


Of course, grouping appliances in 
booths requires a lot of floor space, so 
I have doubled my display area. It 
also works better if you have a wide 

(Continued on page 64) 
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SO 


, x HE larmer ft xlay 1s viewed by 
the electrical industry generally 
4. as a first-class market potential 
for early post-war vears. To crack 
this market’ potential wide open in the 
hortest possible time, the industr 
recognizes it soon must be set to 
the farmer—and sell him from all 


ingles—on the many benefits to be di 


rived from investing his money in th: 
electrical way of working and the 
electrical way of living 

One survey after another, each ir 


turn exploring this vast market poten 
tial, has focused the spotlight on the 
From the mass of facts gath- 
ered it is learned that farming, judged 


farmer 


solely by its assets and income, is 
by far our largest industry. Agri 
cultural income, for instance, chalks 
up 14 percent of our total national 


income. Speaking in broad terms, we 
find that some form of farming directly 
engages nearly a quarter of our total 
population, while still another quarter 
of our people—mostly living in coun- 
try towns—is primarily dependent 
upon the farm for its livelihood. 

The farmer’s greatest business prob- 
lem in post-war will be to cut his pro- 
duction to the bone. Electrical 


costs 


1D! 


On this large general farm in New Jersey a total 
of approximately $6,500 is invested in electrical 
household appliances and work equipment primarily 
designed to increase production profitably. 


_.. to the Harme 


A case history of two farms —one a large 
general farm, the other a small subsistence 
farm — What and where the farmers bought 
their electrical household and work equipment 





This is the. first of two articles by Lansdell Anderson. The second will deal 
with the electrical household and work equipment these same farmers do not have 
but which they need to help them and which they are interested in by now 





appliances and electrical equipment 
will assist him on that score. He now 
has accumulated a far greater spend- 
able surplus than he ever before en- 
visaged. Thus he definitely now has 
the assets with which to purchase these 
needed appliances and equipment items. 


Story of Two Farms 


All in all, these surveys of the farm 
market potential combine to conjure 
up an inviting picture for the electrical 
industry—from utility and manufac- 
turer, to contractor and dealer. 


To learn what some typical farmers 
plan to buy in the immediate post-war 
era, ELECTRICAL MERCHANDISING re- 
cently visited two farms in Monmouth 
County, New Jersey, a leading farm 
county in the Garden State. Before 
checking into their intended post-war 
purchases, however, ELEcTRICAL MeEr- 
CHANDISING wanted to know what ap- 
pliances and equipment they already 
had bought; where they bought them; 
and how much they paid for them. The 
man in the country who does not 
already enjoy running water in his 
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home and in his barn via an elect 
pump can hardly now be thinking 
terms of an electric hot water he 
and an electric milking machine. 


foundation of what he plans to do el 


trically in the immediate post-war 
rests to a great extent on what he 


ready has done electrically in the p4 


In this light ELecrricaLt MeErc# 
DISING in this issue first reports 
present electrical status of these ! 
farms. In the following issue ‘ 
same two farmers discuss their fut 


plans and reveal exactly why they ™ 


each additional appliance or piect 
electrical equipment. 


. . | 
Here is the case history of thed 


trical phase of each of these farms 
The Big Farm 


For New Jersey, Big Brook F 
at Vanderburg is a large farm. 
cultivation, all told, are 366 acres. 
top money crop comes from the i 
potato fields. Next in importante 
fruit: 60 acres of apple orchards 
a large number of peach trees. 
No. 3 crop is milk, with 45 acré 
pasture fenced for a herd of 33¢ 
Corn covers another 30 acres 
there are several other less impo! 
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s produced on this farm. Two 
, seven pigs, 26 turkeys and 30 
bg hens complete the general pro- 
ion picture. 

nce Big Brook Farm’s owner, 
lerick Burghard, maintains a home 
air Haven, 12 miles away and 
eniently nearer the coast, the 
rous appliances in his home are 
abulated in this farm score. 

r. and Mrs. C. S. Conover, the 
farmer and his_ wife, live in the 
house on the farm. With them 
{r.and Mrs. A. C. Conover, their 
, Robert, and one other adult, a 
ive. This 10-room house was 
, admittedly inadequately, at an 
ated cost of $175. The probable 
of the electric water pump, a 4 
shallow-well model installed years 
was about $75. 


lectric appliances purchased in 


Freehold, the county seat, eight miles 
away and with about 8,000 population, 
include the following:,. refrigerator 
($198.) and range ($256.) from the 
utility company; mixer ($19.95) from 
appliance dealer. In Red Bank, with 
about 13,000 population and 10 miles 
distant, the following: washer ($62.- 
50) and two radios ($79.95 and 
$39.95) from mail order 
radio ($44.95) from 
iron ($9.95), toaster 
waffle iron ($8.), sandwich grill ($6.), 
and coffee maker ($7.95) from appli- 
ance dealers; four clocks ($32.50, $25, 
$18.75 and $22.) from jewelry and gift 
store; and bottle warmer ($2.) from 
drugstore. In Newark, a large city 
35 miles away, the following: baby 
clothes washer ($35.) and iron ($12.- 
95) from department store. At the 


store; 
store; 
($9.95), 


radio 


(Continued on next page) 


nguard of Big Brook Farm's milk herd files along the electric fence leading to en- 
@ of the 38-stanchion barn which when built was wired with |! outlets at a cost 
178. |+ now houses electrical equipment for which the owner paid more than $1,000. 
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EXTREME LEFT 


An electrified strand of barbed wire, 
enclosing 45 acres of pasture, holds the 
farm herd of 33 cows in check. Here, in 
picture at extreme left, head herdsman 
throws switch on fence control unit to ON 
position, then turns cows into fields. 


LEFT 


The electric milking machine, one unit of 
which is shown in the adjoining picture, 
cost $350. It was purchased at a small 
store which specializes in all sorts of dairy 
equipment and is located in a little coun- 
try town about three miles from farm. 


Backbone of the milking machine is this sturdy electric motor which drives the com- 
pressor supplying the power to the milker units. Other dairy barn equipment (not shown 
in photographs) consists of electric hair clippers and a water pump which cost $160. 


This milk cooler, holding eight cans, cost $420 and was purchased from a general farm 
supply store at the county seat, eight miles away. Cooler has two electric motors: 
one circulates brine through cooling unit, the other circulates water around cans. 
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farm, from house-to-house canvasser, 
vacuum cleaner ($69.75) and from a 
local plumber, a furnace blower ($20.) 
lhe total cost of these appliances, 
pump included, was $1,014.20. To pur- 
chase them, as figured in round trips, 
the car covered a total of 392 miles. 

Next, the herdsman’s appliance 
background, Surprisingly, considering 
his average salary, this herdsman has 
a lot of appliances. The cottage, which 
goes with the job, has four rooms and 
was wired for $60. The water is sup- 
plied by the main home pump. The 
herdsman and his wife have three 
young daughters and an 18-month old 
son. He moved in a week before we 
took this tally, bringing these appli- 
ances along with him. 

Sewing machine ($102.50), cleaner 
($87.50), mixer ($21.), washer 
($78.), iron ($5.50), toaster ($6.), 
two radios ($39. and $27.), and two 


AT BIG BR 


’ 
at 


ee 
elie ‘4 


ADD TO THE LOAD 


LEFT 


Mrs. A. C. Conover, daughter-in- 
law, here using baby bottle 
warmer. went to large department 
store 35 miles away for a portable 
washer for baby clothes, paying 


$35 for it 





RIGHT 


Mrs. C. S. Conover bought her 
electric range from utility com- 
pany, @ mixer at appliance store 
in county seat and washer at mail 
order store in another town 10 


miles away. 


fans ($32.75 and about $25.). All 
were purchased on previous job when 
employed up-state. 

The total cost to the herdsman was 
$424.25. 


Workmen's House 


Finally, in the household appliance 
picture on this farm, there is another 
house, eight rooms, for five adults who 
work on the farm. It was wired for 
$90. In the home is a refrigerator 
($209.), washer ($78.), iron ($4.89) 
and radio ($39.95), all purchased in 
Freehold, eight miles away. Appli- 
ance totals: $331.84 and 64 shopping 
miles. 

Completing the picture on the dwell- 
ing part of the farm we must include 
the 1 h.p. pump, installed in a separate 
small building supplying the foregoing 
home, along with some other farm 
buildings. Cost was $245. for the unit 





Holding produce for wintertime distribution, Big Brook Farm's modest cold storage 
plant each summer is filled to ceiling with potatoes and apples grown on this and sur- 
rounding farms. Estimated cost of electrical portion of cooling equipment is $2,200. 


which was purchased at a plumbing 
supply house in Newark. Pump house 
wiring came to $12. Other miscellan- 
eous outside wiring approximately $75. 

The investment for electrical appli- 
ances, wiring and equipment repre- 
sented in the dwelling end of Big 
Brook Farm thus amounts to $2,427.29 
and the total travel exceeds 526 shop- 
ping miles by whatever distance the 
herdsman may have driven for his 
home appliances. 

The dairy barn, 30x70 feet, is 
served by a 4 h.p. pump purchased 
from the manufacturer’s representative 
in New York, a 100 mile round trip. 
Cost $160. Barn lighting, with 11 out- 
lets inside, cost $78. The milking 
machine ($350.) and the electric fencer 
($46.) came from a dealer in Marl- 
boro, a very small country village 
within three miles of the farm, who 
specializes in dairy equipment. The 


Plant's compressing unit, outside door to first of two holding rooms, is driven by # 
10 h.p. motor. A pair of | h.p. motors handle the air flow through intake at top right 
in photo. Half the boxes and switches controlling plant operation are shown at \eh. 
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milk cooler ($420.) and hair clip 
($33.) from a farmer’s general su 
store in Freehold. The dairy 
appliance totals, exclusive of wit 
are $1009. and 144 shopping miles, 
Although considerably larger in 
than most other Jersey farms, 
Brook’s electrical investment, as 
ported to this point, is not consid 
abnormally heavy for a first class 
eral farm with a corresponding 
Visits to other farms around this 
area revealed that some farmers 
cializing in poultry or dairy bree 


had laid considerably more money 


this on the line for appliances 
other electrical equipment. 


Cold Storage Plant 


There is yet another phase to 
Brook’s operation, however, wi 
still further boosts the owner's tt 

(Continued on page 94) 
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each holding room a | h.p. motor runs main blower which is automatically controlled 
solenoid switches. On ceiling of both rooms a pair of '/4 h.p. booster fans circu- 
air to the far corners. -Cooling system thus utilizes a total of nine motors. 


3 5 
+ Xie 


bet 


is apple grader, which is driven by @ | h.p. motor and cost $750, was purchased from 
farm implement dealer in another small country town about |3 miles from Big Brook 
arm. The same dealer also supplied a potato grader, with a '/2 h.p. motor, for $315. 
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order to buy this $119 potato cutter, however, farmer Conover had to drive to the 
at Trexlertown, Pa., a round trip of 220 miles. The motor, proving a bit 
for the job of running this machine, now is being replaced by a heavier model. 
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This night view of Harmony Farm—which aside from modest production of broilers is 
essentially of the subsistence type—indicates its owners understand the value of 
electricity in increasing production and also appreciate the benefits of outside lighting. 


A corner of the spacious kitchen on this farm whose owners invested in many appliances 
in order to save time and labor wherever possible within financial reason. Their 
purchases were made in several types of stores, in nearby towns and in distant city. 


N passing from Big Brook’s broad 

boundaries to the scant six acres of 
little Harmony Farm in Middletown, 
our spotlight beam on the electrical 
household appliance and work equip- 
ment situation swings a wide arc. But 
this family, too, owns a large number 
of appliances. Likewise, this family is 
earnestly set on adding to the list as 
soon as new production shows up on 
dealers’ shelves. 

Five of Harmony Farm’s six acres 
are devoted exclusively to the family’s 
subsistence. Two cows roam in two 
acres of pasture. And the two cows 
annually deliver two calves—which 
means veal for this family of five. The 
cows also deliver milk, cream, butter 
and cheese, plus skimmed milk for 
four young pigs. The pigs become 
bacons, hams and other cuts which are 
stored in a commercial freezer plant 
for later home consumption. 

A young steer grazes over a third 
acre and field corn covers a fourth. A 


truck garden takes up most of the fifth. 
Fourteen turkeys strut in a pen while 
two lambs clip grass in the yard. There 
are 11 assorted fruit trees on the farm. 

Yes, L. B. Andrews and family dine 
well off those five acres. 

L. B. commutes daily to New York 
to a desk job and Mrs. Andrews runs 
the home, processes the farm’s entire 
crop, from canning to smoking. One 
daughter, age 12, assists in the home 
and on farm chores. Another daughter, 
16, takes charge of the cows and helps 
wherever else needed. A son, 17, car- 
ries the heavy outside work load. 

The sixth acre holds a half-dozen 
poultry brooding and rearing units in 
winterized buildings. Each year the 
son produces 10,000 or more roasters. 
Chicken is the sole paying crop. 


Appliance Line-Up 


Here is the household appliance 
line-up in the Andrews home: 
(Continued on page 94) 
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RADIO and appliance store lo- 
cated far from the beaten shop- 
ping track can be a remunerative 
proposition. It is not essential that the 





utiet Diay its ware it the hub of a 
tv’s t ist yr even show 

hem to the publ it some suburban 
1lopping center—in ordet 

to move gh grack erchandis 


doors it pr 


pi 
in paying volume. Located all by itself 


through its per prices and 


in a residential area, without another 
retail store of any type for blocks 
around, it still can be profitable 

Anyw that’s what Pete Bauer 
says. Pete can speak with authority on 
this subject because for the past ten 
veat he has successfully conducted 
radio and appliance business based in a 
nme id residential section of Balti- 
more, Md. Baue unique outlet, the 
Baltimore Electric Light Co., is housed 


in a two-story brick building in the 
beautiful Roland Park section, on the 
outskirts of the 
000 to 


fr 
about the average. 


‘ity proper, where $15, 
$25,000 private homes seem 
iddress, Cold 
spring Lane and Wilmslow Road, pro- 


vide 


The company’s store 


another tip-off to the character 


of.this area. A modest sign at this in- 


tersection points to the store, one door 
from the corner on the smaller street 
It is three blocks from Charles . 

highly-traveled artery wl hannels 
the buying public into the city’s busi- 


40 blocks distant. 
At this location, in-a store 18 by 50 
feet in size, Bauer last year rang up a 


ness center, fully 


little more than $25,000 on radio and 
appliance repairs. In post-war he con- 
fidently predicts his sales gross will 


climb to a $70,000 peak which later will 
be foll wed by 1 norma 


‘ 


$50,000 to 


$60,000 annually for his territory. 


Customers Come From Afar 


Sauer est ites he 


1e regularly draws 
ulati 


on a trading px 40,000 per 
sons. While the bulk of his business, 
both sales and service, is done with 
residents of tl Roland Park section, 
a fair number of his customers also 
come from homes 10 to 20 miles away 
usually in outlying communities on 
the same side of the city as is Balti 
more Electric Light Co. When we 


were there an electric iron was brought 
in by a woman who gave her address, 


for parcel post return of the repaired 


appliance, in a town nearly 40 miles 
from Baltimore. Coming into the 


in a 


By LANSDELL ANDERSON 








Cabinet-type electric heaters as above left, provided Bauer with 
needed material for sales efforts during past year of appliance 
scarcity. 


by train on this particular occasion to 
do some other shopping as well, she 
rode a bus to Bauer’s locality, walking 
the last three blocks to deliver the iron. 
In former years, it was learned, she 
had visited the shop by car. Such cases, 
Bauer assured us, were not at all un- 
common. 

Admittedly there are some disadvan- 
tages to running an operation of this 
nature but there also are compensating 
features. The principal difference be- 
tween handling an outlet in such a lo- 
contrasted with general 
policy prevailing in city stores, is ap- 
parent in consumer treatment, accord- 


ing to Bauer. 


cation, as 


Personal Operation 


‘As I see it,” Bauer “this 
is more personal, extremely 
fact. I have to be much more 
reasonable in my treatment of custom 


Says, 
operation 
so, in 


ers. Even if I have due cause, | can’t 


very well tell.one to ‘get the hell out 
and stay out’ because I would probably 
insult twenty others. You see, in a 
community of this type they all belong 
to the same bridge club and talk travels 
fast. 

“On the other hand it also is almost 
equally disastrous to allow any cus- 
tomer to get away with anything 
special. That news travels fast too and 
half my other customers would soon 
expect similar breaks. To give you an 
example, a lady walked in here yes- 
terday, put an iron with a broken 
handle on the counter and then had the 
nerve to tell me I’d charged her $3.50 
for that handle less than a month ago 
and that the other day it had broken 
again ‘all by itself’ without any misuse 
whatsoever. Actually, her maid prob- 
ably dropped it. 

“In a case like that you can’t call the 
lady a liar, not even in a nice polite 
way if she happens to be a good buyer. 
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RADIO-APPLIANCE OPERATION 


Residentiaht 


A store 
who o) 


nd that 
orough 
eighbor! 
hen not 


By inference, however, you can co 
pretty close to it. I left her at@ 
counter for a minute, snatched 4 
service ticket from the file and show 
it to her. It proved the charge ¥ 
2.50 instead of $3.50, that the job" 
done more than two months ago ‘ 
that the work included some inside 
pairs—meaning I had to take the i 
all apart—in addition to a new ham 
at that time. 

While still talking to her I tore! 
iron down again, checked it and fou Da rep 
something else now needed repail™@, wos 
It easily could have happened {toed a }, 
fall and I made a quiet remark to "Moo, 
effect. Also that maids sometimes ! 






















“Our 

hore is | 
wns bu 
Stomer 
loaters, 
hey ope 
or a de 
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Case o} 














careless. Before she had a chance 3 “yy... 
start an argument I advised het Hing gh.. 
could repair the iron, at a c!1atS°Mbrades 
$1.50, and that I would be very "ilouch j,, 
to replace the handle free. She 2cCiively to 
the deal and wa'ked out. I be ‘eve Tl think 


was well able to read between 
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Astore need not be located at the city crossroads to be profitable, says Pete Bauer 
who opened the Baltimore Electric Light Co., shown here, in a residential area. 


id that we understood other 
loroughly. It is very important in this 
eighborhood to know when to do or 


hen not to do a free repair job. 


each 


Very Few “Shoppers” 


“Our flow of customers into the 
ore is much slower than in cities or 
pwns but our ratio of sales made per 
ustomer is far higher. We have no 
foaters, no pricers, no shoppers. When 
hey open the door they come in here 
or a definite reason: to leave or pick 
a repair job, or to buy something. 
0 wasted half-hours, either. I don’t 
eed a buffer clerk, to meet them at the 
or, as | might down town. Here, it’s 
case of more meat and less fat. 

“There’s lots of money in this area 
id these people insist on the better 
trades of merchandise. They won't 
puch junk. We therefore stick exclu- 
Wely to the better grades. These days 
A think they would rather see 101 


LECTRICAL MERCHANDISING—AUGUST, 


worthwhile items scattered around the 
store in disarray than walk into a spick 
and span modern layout filled with all 
kinds of stuff from games to paint but 
no electrical merchandise. 

“Our credit situation also is different 
here than down town. We can’t avoid 
carrying some accounts, even on serv- 
ice. When some family’s chauffeur 
drives to my store for a repaired appli- 
ance but doesn’t have any money with 
him I certainly can’t tell him to go 
home and dig up the cash from his boss 
before I’ll give him the appliance. 
However, the billings all get paid after 
a time; no hurry, but paid in full. 

“When I opened this store I knew 
it would be fatal to sell too aggres- 
sively. High pressure selling might 
produce added sales down town but 
I knew better than to try any of it in 
this location. Instead, my mistake was 
to lean too far in the other direction. 

(Continued on page 66) 
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Entirely surrounded by private homes, 
and with no other retail store of any 
kind within blocks, this outlet for 
radio-appliance sales and service, lo- 
cated in residential section of Balti- 


more, proves profitable to Pete Bauer. 


The sale of exhaust fans in the industrial market and attic tans for private homes 
helped keep Bauer's outside electrician busy on installation work during past year. 


There's more than one way to clear trade-in irons and other appliances at a fair 
profit to the dealer—with the full approval of OPA—according to. Pete Bauer. 


Authorized factory service station for Proctor, Universal, Waring and Griswold, 
the company normally employs three servicemen in this second-floor repair shop. 





COMFORT 
Ahead of Streamlining 


Elaine Knowles of Cornell University Foresees a New Sale Point for 
Household Equipment That is "Wrapped Around” the Job it Has to Perform 











Miss ELAINE KNOWLES 


Grew up on the prairies of Nebraska. The 

fact that she is a tall girl herself is what 

first interested her in household equipment 

to fit different sized people. She is now 

with Teachers College, Columbia University, 
ms Ve 


N a_pancake flat western 
QO Nebraska farm, a few years ago, 

you could have observed a tall, 
lissome girl in a straw hat picking up 
buckets of corn cobs. 

She was Elaine Knowles. 

“The endless job of carrying in cobs 
for the kitchen range caused me to 
think of my first household improve- 
ment,” she relates, “I figured out an 
endless belt carrying fuel to the 
kitchen the barn, but couldn’t 
sell the idea to the family.” 

Miss Knowles, who has been with 
the New York State College of Home 
Economics at Cornell University, is 
among the folks in history today be- 
cause she has figured out something 
that you gentiemen can sell, just as 
Lord Kelvin figured out something that 
the British prime minister could tax. 


Irom 


Time and Motion Studies 


You may say that she has gone 
“behind the beyond” in her study of 
household equipment. In making time 
and motion studies of common house- 
hold jobs—following the footsteps of 
Lillian M. Gilbreth and Mary Heiner— 
she has learned where household equip- 
ment aids a woman in doing the best 
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By TOM F. BLACKBURN 


job, and where it hinders her. She has 
learned that comfort can be a power- 
ful sales angle. 

The expression “you make me tired” 
is as old as Adam’s off ox, but very 
few people can tell specifically just 
what is is that wearies them. Miss 
Knowles takes the position that if a 
piece of household equipment is cor- 
rectly designed and adjusted, it makes 
the job easier for the housewife, who 
in turn is less fatigued by her efforts. 
In short, she—the housewife—is a suc- 
cess at her work, which in turn breeds 
pleasure and appreciation of it. 

All too much household equipment 
has been designed by engineers and 
put on the market when the boss’ wife 
approved it. The boss’ wife may have 
stood 6 feet in her stocking feet and 
individually for her it may have been 
fine. But in this world are all sizes 
ind heights of women, and that par- 


ticular bit was undoubtedly a flop with 
the short ones, with the boss never 
understanding why. ‘ 

With the last two decades showerin 
on women washers, refrigerators, sinks, 
electric ranges and every type of labor 
saver, Miss Knowles asks why is 
“being tired” still an occupational 
disease of homemakers? 

Time and motion studies have been 
made of bricklayers, of chocolate dip- 
pers and of every kind of industrial 
effort, because factory managers know 
that avoiding fatigue results in in- 
creased production at less cost of 
energy. 

Household tasks are a little more 
complicated, because they call for the 
use of the body at different jobs such 
as carrying, lifting, stooping, reaching, 
standing and working at different 
heights. Tasks such as washing 
dishes, paring vegetables, mixing, roll- 


WHub of a Mew Tdea 


ins streamlining, argues Miss Knowles 


Why not make time and motion studies of household 


tasks—then create 


easiest? It is done in industry 


Why not produce 


equipment 


household 


that aids in making work 


equipment that may be 


adjusted to different sized women? 


Why not make it easier for women to sit down to thei: 


kitchen work? 


The important thing is to have wives succeed at their 


tasks, to like them 


Housekeeping cannot be learned from instinct and too 


many women are 


and weary from the poor job they are doing 


stumbling around on this 


tired 
take 


theory, 


It will 


training and right equipment to bring them up to the com- 


mercial level 





Miss Knowles thinks 
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ing ironing and cutting out ga 
are performed at different levels, 

A “do like” or “don’t like” reacti 
from a group of women was 
enough of an answer, Miss Kno 
felt. Women were measured for 
height, elbow height, length of an 
hip height and the like. It was possi 
to discover what the correct post 
should be for each woman worki 
(something each woman was gen 
unaware of). 

Adjustments were made to 
sinks or use racks to raise pans; block 
were put under tables and cupboards 
toe space added to cupboards by mea 
of a frame made of two-by-fours ; stos 
were made at heights where the works 
could sit instead of stand; bre 
boards were placed on drawers { 
stirring and beating where regular su 
faces were too high; washers were pu 
on coaster frames to raise them. 3 
these experiments Miss Knowles & 
covered that no one height would | 
satisfactory for any one woman doi 
the various tasks, let alone all women 
Household equipment should be a 
justable for height. For example, t 
average preferred height chosen } 
this group of women for five task 
were: 


Dishwashing 


Rolling doughs 
Beating with spoon or egg 
BOGTEP cccccccccccccses 31.9 ia. 

DUNES osésccecoenqesene 34.1 in. 

Cutting out garments...... 36.4 in. 

Incidentally, about 9 out of every! 
women remarked they would preier 
high oven if they could get it whe 
making a replacement of their presetl 
stoves. When asked why, some of tit 
reasons given were dislike for react 
ing into low, hot ovens; dislike fo 
lifting a hot, heavy utensil from a 10 
oven, and dislike for the stooping 
volved. Vision played an importatl 
part. Near-sighted women found 
necessary to have work surfacd 
higher. Women with large bosoms ai 
large “tummies” all needed consid 
tion too. 

Miss Knowles went further in try 
ing to find out what made women tired 
The psychologists did not believe 2%) 
household task was of a sufficient! 
strenuous nature to be measured ty 
organic changes, chemical analysis a™ 
the means generally employed in su 
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3 possili 
t po m 
workin = - 
. time and motion studies of women ironing at Cornell Six laundry bags on a device that could be rolled about Even the kitchen stool has a lot of room for improvement. 
University was a milestone. It was an approach to the the floor made home laundry a lighter job, it was found As it is designed today it cuts off the circulation in a 
to rai quipment from the point of view of the job done. Inci- at Cornell. Incidentally, a number of home laundry jobs woman's legs and quickly becomes uncomfortable. And 
1s: blockiimdentally, Miss Knowles found out that the 20-in. wide were found to be unnecessarily tiring to the average what about providing for a seat at the kitchen sink? De- 
ipboards ironing board had distinct advantages. woman. Ironing tasks usually led the list. signers have not studied all possibilities. 
by mean 





rs; stool 
1e worke 


1: brea al ams . . J ‘. , a . - 

wers fale arch. They felt that fatigue of cording instrument showed that her people in doing the things they do now tor rattled, it dimmed the lights in the 
ws a bmemakers was due to monotony and blood pressure, heart rate, energy re- in an easier fashion. barn every time it came on, and the 
waa predom rather than any physical quirements actually went up. By being “You have to consider habit when thing was full of frost. 


fort. given the proper equipment and shown you study efficiency,” Miss Knowles “T went out and found that the home 
Women considered that laundering, how to do the job properly, she came says. “For example, the way a chef was wired only with one circuit and 
luding ironing was the most tiring to like the job that she had previously in a restaurant has his saficepans small wire at that. The barn light was 
oon ae bb in the home. Some 25 women who __ detested. hanging in front of him within easy an extension from the house and every 
Denali red in Ithaca lent _ themselves as reach, is efficient; yet you must re- time the refrigerator went on it 
1 be a Piss. Physiologists agreed that member that most women want their dimmed. The refrigerator was set on 

ges in the processes of breathing, Space does not permit a full story cooking utensils out of sight. Now I an uneven floor and it did rattle every 
fart rate, blood pressure, metabolic of all that has gone on at Cornell, but think that the electric range of the time it ran. The farm wife had lost 
te, and the like, could be measured one of the things that should be men- future should have a better storage the instructions with her box and had 
quantitative terms. Standard clinical tioned is the time and motion studies space for skillets. The old coal range filled it up with hot meat freshly 
luipment was employed to measure of ironing. It was found that ironing with its back and warming oven had butchered. As a result it frosted up 
¢ metabolic rate, oxygen consump- a shirt the simple but good way cuts a pretty good idea. You could get terrifically, and she hadn’t been taught 
OM, respiratory rate, pulmonary ven- the setting down of the iron from 35 things without moving out of your to defrost it. This woman panned this 


hem, By 
wles di 
would } 


Ironing Studies 


mople, ti 
hosen 
ive tas 


, 33.1 ie. 
» of sink 


, 34.7 in. : : . 7 - 2 

; lation and blood pressure. Heart to 13 times. The job that housewives tracks.” brand of refrigerator to her neighbors 
,31.9 in. Hite was recorded by an electric cardio- have been doing for hundreds of years Refrigeration, she says, needs ad- as being no good, and yet there wasn’t 
.34.1 1 Bichometer, A mechanical platform was can be made much easier and more justable shelves in the future. It a single thing wrong with the brand 


— - igned on which an ironing board simple. It is felt that as tasks become would be a good idea to have the evap- but rather the lack of instruction. In- 


every as clamped. By means of a plani- easier and the fruits of success greater, orator at the bottom. A refrigerator asmuch as this woman was influential, 


| prefer Meter, measurement was made of the women will like them better. with drawers would be a good idea. she could have done this line of re- 
; it whetiitea when force on the iron was ex- As this is written a study is going Furthermore, we need better covered frigerators a great deal of damage if 
ir preseilitted, and this was measured. It was ahead at Cornell University on sinks. dishes that fit in snugly in the space. she had not been taken care of at once.” 
me of thbund that it took more energy on the Miss Knowles does not see any reason Laundries need supplemental equipment We feel that we have a real plea for 


or react tt of the women when working at why women, particularly those who are such as sorting bags, ironing boards more flexibility in equipment, says 
islike t0tistandard 31 inch height ironing board heavy on their feet, should not sitdown and washers with adjustable heights, Miss Knowles, or for a wider variety 
om a [OWEian when using one adjusted to their to many of their kitchen tasks. Why driers and other improvements that will from which selections can be made to 


oping "MiMdividually preferred heights. shouldn’t a work board draw out of help a housewife avoid lifting and fit more closely the individual house- 
importa Manufacturers do not appreciate how the sink which would permit the house- _ carrying. wife’s needs. 

found ifomen dislike and avoid jobs they are wife to remain seated while peeling It is difficult to believe that many 
surfactMilures at—or don’t get approval from potatoes? Why shouldn’t there be Wittag impertent women who work in industry under 
soms aM it families. One of the women who room to permit her to sit down while “A lot more instruction must be good light and accurate machinery are 
sonsiders photographed in time and motion using the sink? given in the future if we are to have going to go back to housekeeping in 


dies of ironing was considered a flop Miss Knowles thinks that it is very satisfied customers,” Miss Knowles de- the same fashion that they did before 
r in try her husband when it came to iron- difficult to change the habits of people. clares. “Not so long ago I was in the war. It is going to take more than 
men tireOMig shirts) He always sent out six or Those who eat pancakes for breakfast touch with a woman who had bought streamlining to satisfy their demands, 
lieve a0}MMeght shirts a week to the laundry at seven days a week are going to con- a very late model electric refrigerator. and Miss Knowles feels that the manu- 
ufficientY¢ a throw simply because he thought tinue doing so, just as southerners who It was a 9 cu. ft. size and of excellent facturer who plays up comfort instead 
sured by ironing was sloppy. A lack of con- like rice instead of mashed potatoes make. However, that housewife could of design in the postwar era, is going 
alysis aldence had gotten her down and when are going to continue gobbling it down. hardly get it in her house before she to have a powerful sales argument in 
d in SUH shirt was placed before her the re- The whole thought at Cornell is to aid started complaining that the refrigera- his favor. 
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Servicing VOSS WASHERS 


Water in Gear Case 








1 Remove oil cap by driving screwdriver or sharp tool 2 Tip machine on side to drain water and old oil from It is important to advise customer not to over 
under edge and pry up. gear case and refill with one pint of special Voss gear washer. Keep clothes and water up to or below |i 
oil. Please note there is no opening on bottom of gear on center post which is plainly marked. 
case, This is done to avoid oil leaks. 


Follow 
ven un 


Checking Electrical Shorts prs” 








F7 





Remove wringer from machine by holding down on 5 Remove threaded switch knob. Remove screw in clutch shifting lever and pull of 
shifting lever with thumb of left hand. Then with fing®rs lever. 
of left hand and right hand on opposite end of wringer, 


lift upward 


With pliers turn clutch cam so pin is in an up and Grasp lower end of wringer support cover with rig 
down position. hand and pull outward and up at same time use 
hand to guide cover past switch and clutch rods. 


- 


j 


& bh: 


10 Check contact points on switch with testing cord. 11 See that wires are not too close together or loose 12 Remove plate on motor and check cord at th’s ple 
ends of wires touch any metal 
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Previous Service Articles 


"HIS is one of a series of “how to" service articles on specific 
) makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, |941); ranges (August, 1943); 
Maytag washers (April and September, |942); Knapp-Monarch 
toasters (November, !942); Premier vacuum cleaners (November, 
|942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, |!943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, |943); Blackstone 
ironers (May, |943); wringers (September, |943); Universal irons (May, 
1943); washers (July, 1943); percolators (October, 1943); toasters 
(November, 1943); cleaners (April, 1944); ranges (August, 1944]; 


waffle irons (December, |944); Lovell wringers (June, 1943); Hotpoint 
ranges (June, !943); Apex washers and ironers (July, !943); Easy 
washers and ironers (August, |943) Chromalox electric range units 
(September, 1943); Thor washers (September, 1943); Norge refrigera- 
tors (November, |1943); Bendix washers (November, |943); Gibson 
refrigerators (December, |943); Telechron clocks (February, !944); 
Dexter washers (March and April, 1944); ABC washers (April, 1944); 
1900 washers (May, |944); Crosley refrigerators (June, |944); Auto- 
matic Laundry Queen washers (July, 1944); Frigidaire refrigerators; 
Frigidaire ranges (September, 1944); Horton ironers, washers (Octo- 
ber, 1944); Electromaster ranges (November, | 944); Kelvinator re- 
frigerators (February, |945); Wilcox-Gay record changers (March, 
1945); Hamilton Beach Mixers (April, 1945); Sunbeam Mixmaster 
(June, 1945); Emerson Electric Fans (July, 1945). 








0 Adjust Clutch 


Follow the first six pictures for procedure as 
ven under the heading “Checking for Electrical 
horts.” 


Hold clutch rod with left hand and with right hand, 
lengthen or shorten rod by turning coupling. Caution: 
@ half turn or turn will be sufficient adjustment. 

t before reassembling all parts. 


djusting Switch Rod 


"Checking for Electrical Shorts” instructions first. 


ae 
; 4 


5 See that switch plate slides up and down freely. 
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16 With left hand press down on switch plate and at 

same time loosen screws holding switch to wringer 
support pipe. Raise switch until switch rod just comes 
into contact with switch plate on wringer. 


How to Oil Washer 


Remove screw in top of center post and put oil in 
screw hole. Oil this frequently. 


Remove wringer from washer and grease steel chill 
which fits into wringer support pipe. 


1945 


19 Oil motor at top and bottom. Oil caster wheels and 
grease caster stems. If necessary to change main 
gear case oil, take out oil cap, tip machine and drain, 


Changing Wringer Rolls, 
Bearings and Coupling 


Release tension on rolls by pushing safety release 
bars. Lift up wringer top and stuff with clothes to 
prevent wringer top from falling down. 


21 Grasp upper wringer roll and lift up. This also re- 
moves the two upper wooden bearings. 


(Continued on next page) 
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Repairing VOSWA 


CONTI 


To Repair Wringer Gears 
and Clutch 


2 Remove water shield at each end of roll by pulling 
upward. 


2 Raise wringer top. Remove one screw on top of Be sure to remove the clutch shifting shoe if it de 
wringer gear case covers. not remain in the cover. 


SN 


2 One end of the lower wringer roll is loose. Raise this 
end, rotating roll at the same time to disengage the , 
roll shaft in the coupling. (Use a cloth around roll to keep q a . he ite. Ole sh iy Salta 
31 Using a pair of pliers, raise up on the outer end 
gear shaft and rotate at same time to dise 
shaft and coupling. 





Remove two screws in wringer gear case covers 
which allows covers to be removed. 


«= 


o7 — 
vd Sai, 
aeons . 


32 Slide gears and clutch off of shaft. 





26 Lower bearings can now be removed for examina- 29 Grasp shifting handle and lift up which exposes the 33 Examine clutch dogs to see if they are worn. 


tien er replacement. mechanism. 
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37 Drive pin in shaft to one side and use a punch to 

remove catching pin with your hand so it won't drop 
and chip the tub. Remove wringer. Remove oil cap with 
screw driver. Unscrew switch knob. Take out screw in 
' clutch shifting lever and pull off lever. Remove four metal 
Lae ; = : drive screws in wringer support cover. With pliers, turn 
clutch cam so pin is in a vertical position. Grasp lower 
end of wringer support cover with right hand and pull 
outward and up. Remove pin in clutch rod coupling and 
unscrew. 


t 


Also examine dogs on both gears for wear. In many 
cases the old gears can still be used by reversing 
ir positions when reassembling. 


emoving Main Gear 
ase from Washer 


39 Take out screw in pulley cover and pulley guard. 


Take out screw in top of center post. Remove center 40 Using a wrench, take out bolt at bottom of wringer 
post sleeve by lifting upward. pipe. 
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41 Take screw out of faucet handle and pull off knob. 


42 With a steel shaft which has the end ground flat on 

six sides, remove faucet adaptor nut on inside of tub. 
Place soft material on the floor on a low table to prevent 
chipping tub edges and turn washer upside down. Place 
oil pan under the gear case immediately to catch drain- 
ing oil. 


Remove four bolts which hold the housing leg to 
washer. 


Take out four drive screws in skirt, two of the screws 
are on each side of the wringer pipe. 


(Continued on page 48) 
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Repairing voss WASHERS (CONTINUED FROM PAGE 47) 


45 Remove gear case cover trim by taking out a bolt on 4 Release tension on belt by loosening nut on belt, 41 Pull out two cotter pins in motor dowel and with 
each end and remove both gear case cover clips. tighten bolt and remove belt tightener bolt. Discon- motor supported in one hand, use the other hand t 
nect electric cord on motor. remove the motor dowel with a pliers and motor can by 
removed from the machine. 


49 Take off 3 nuts which hold the gear case to the tub 50 Loosen gear case in wringer pipe by fapping /ightly 
and cone assembly can be removed from the tub. on transmission gear case and at same time lift up ot 
transmission gear case. When gear case is loose the gew 

case and skirt can be lifted off of the tub. 


1 With a twisting motion remove transmission gear 52 To examine transmission gears, remove large pulley Remove all bolts around flange of transmission gett 


case from skirt. and wringer coupling. The wringer coupling is case and lift upper half of transmission case to 

fastened to the shaft with a taper pin and can only be pose all of the mechanism for examination. 

driven out in one direction. 
leaders 
ness 
field a 
with U; 
der the 


When Machine Runs =| ig i 
Too Slowly } 





Tighten belt if machine is running too slow or will 

not pull a load through wringer and wash clothes at 
the same time. Loosen lock nut on belt tightener bolt. 
Tighten bolt for proper belt tension and reset lock nut. 
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Dr. O. P. Robinson, Professor of Retailing, New York oin 


University, retained by Universal to bring the latest 
Management techniques to dealers through its new 
Systemeering Guide. 


: with Universal to Help You! 


BURROUGHS 
ADDING MACHINE CO. 


> Apion 





Moderneering streamlined your store to provide the perfect setting for 
new beautiful Universal post-war products. Now Systemeering gives 
ssion ge Lis MOOR <3 7 profit-wise dealers a unique guide for the scientific control of retailing. 

TU BUSINESS FORMS, INC. 


ase to & 





:, | It points the way to creating and conserving a surplus by means of 
Siceis the bas SHAW-WALKER planned and coordinated management controls—another big step 


7 . ; , 

a COMPANY ‘ in Universal’s “Help the Dealer” program! 
with Universal un- ry 2 ; 
der the direction of 
Prof, Robinson. 











Pe? 





Suge Sage *Copyright 1945, Landers, Frary & Clark 





* 





+. Ahi ag Pos 


eR | Be Set - 
Pe a & , $3 fe 


PT 33 ete 


a ee “ Systemeering Division EM 
oe Landers, Frary & Clark, New Britain, Conn. 
L. s 4 Gentlemen: 
; | plan to ‘““‘moderneer” the business operations of my store — 
ee Mx Vat please send me complete Systemeering Guide. Ready in October. 
Name_ 


Address 


City 





ee 
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To you as a dealer this big market spells PROFITS! | 


Few products have as many friends 
as G-E Mazda lamps. Countless 
millions of these familiar bulbs have 
been sold. When again. available, 
millions of new General Electric 
electronic tubes will be sold by 
radio dealers and service men—and 
for the same reasons: quality, de- 
pendability and long life. 
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To 38,000,000 readers, to 28,000,000 
radio listeners, G-E tubes are being 
advertised regularly. The impetus 
of this wide publicity, added to the 
favor long enjoyed by G-E Mazda 
lamps and other G-E home prod- 
ucts, assure a market of impressive 


proportions for G-E electronic tubes. 


So plan now for the larger income 


that awaits you! Write for the name 
of your nearest G-E tube distrib- 
utor to Electronics Department, 
General Electric, Schenectady 5, 
New York. 

Hear the G-E radio programs: “The World 
Today” news, Monday through Friday, 
6:45 p.m., EWT, CBS. “The G-E All-Girl 
Orchestra,” Sunday 10 p.m., EWT, NBC. 


“The G-E House Party,” Monday through 
Friday, 4 p.m., EWT, CBS. 


GENERAL & ELECTRIC 


AUGUST, 


176-902-6680 
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LIVING ROOM (1) Pleasing atmosphere and good light 


for reading and sewing are provided in the modern living 
room through the use of both fluorescent and incandes- 
cent lighting. Concealed behind the window valance, flu- 
orescent lamps make a focal point of the window by high 
lighting the draperies and, thus, giving the room its prin- 





A Preview of 


os 


—- a ee 


ciple decorative interest. Portable incandescent lamps, 
placed beside each seating unit, furnish extra light for 
close work, and a decorative fluorescent ceiling fixture sup- 
plies soft, general illumination over the entire room. Also, 
by lighting the rug and walls, the central fixture eliminates 
harsh light contrast. 


FLUORESCENT IN THE HOME 


The new Sylvania Lighting Center, New York City, demon- 


STUDIO BEDROOM The studio bedroom is designed to 


combine comfortable, decorative atmosphere with suffi- 
cient light for reading, sewing or studying. Soft, general 
illumination comes from the fluorescent ceiling fixture 
which is one of the Sylvania experimental models indicative 
of post-war design trends, from fluorescent lamps con- 
cealed behind the window valance, and from fluorescent 








lamps above the bookcase. Each of the three fixtures 


Provides the light walls and ceiling essential for best re- 
sults, 
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strates the uses of fluorescent lighting in post-war house design 





LIVING ROOM (2) Lighting in all the all-purpose living 


room at the Sylvania Lighting Center follows the theme 


of furniture decoration. The corner seat and table are 
designed for dining and card playing and illumination is 
provided by a fluorescent ceiling fixture which throws light 
down on the table and out into the room. The corner 
fixture is as easy to build as it is decorative and useful. 
A standard fluorescent tube, a parchment shade which 
shields the lamp and gives it a glowing effect, and a 
few shelves are all the materials needed. 


KITCHEN Continuous strips of fluorescent light over 
the work surfaces in the kitchen illustrate an important new 
trend in post-war fixture design. The lamps, mounted on 
the ceiling out of the normal line of vision, provide soft 
light with a minimum of shadows where the best light 
is needed, and have the added advantage of being easy 
to clean. If desired, this type lighting can be extended 
around the entire kitchen. An additional breakfast al- 
cove light, when used independently, throws ample light 
on the table and gives soft, general illumination. 









































BATHROOM In the bathroom ideal illumination is achieved 


through the use of fluorescent lamps and fixtures. The 
compact central fixture, an experimental model which 
illustrates the trend of post-war designs in utility areas, 
gives the entire bathroom a soft, cool, and shadowless 


light throughout. Lamps on either side of the mirror 
provide excellent illumination for shaving or applying 
makeup. Brackets for the mirror lamps are mounted on 
separate outlets. 






New Fields Explored at 


P.C.E. A. CONGLAVES 


San Francisco and Los Angeles business 
development section meetings discuss heat- 
ing and air conditioning, home lighting, 
frozen food outlook and utilities’ post-war 


appliance plans 


By CLOTILDE GRUNSKY 


yssibilities in store 
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of Nela Park 


possibilities of home 


lighting at both sessions, pointing out 
the importance of regarding the light- 
ing problem in the home as a whole 
rather than to focus attention upon the 
sale of individual lamps. She urged 
that more professional lighting special 
ists be used in promoting this field, 
contending that the slighting of home 
lighting in the past has sometimes 
been due to the fact that home ad- 
visors were specialists in the cooking 
field, but not in lighting. The home 
owner should become “sight level” con- 
scious and should become as accus- 
tomed to the use of a “light thermom- 
eter” as one to register temperatures 
Importance of background lighting 
was also stressed, as this is at fault 
too frequently when the customer may 
contend that there is “too much light” 
under what are actually inadequate 
lighting conditions. She listed as in- 
dustry needs: 1. A better concept of 
lighting objectives. 2. More light-con- 
scious homemakers and a widespread 
knowledge of where to go when you 
want a good professional job of light- 
ing in the home. 3. Light used func- 
tionally to fit into the modern architec- 
tural idea of a functional home. 4. 
Close contact with the housebuilding 
program. Every utility should have a 
professional woman on its staff who is 
capable of presenting the lighting story 
to architects, builders and decorators. 
5. Advantage should be taken of the 
new light sources and new styling. 
Miss Webber referred to the new 
certification program to be announced 
some time in July, which will provide 
for from 50 to 100 c.p. lamps, giving 
about twice the light for the wattage, 
while permitting a variety in the de- 
sign and color of base and shade. 
Attention must be paid to the fact 
that 40% of the population have in- 
comes below $1,500 per family and 
hence cannot afford to spend large 
on lighting equipment. This 
means that adaptors and other eco- 
omical means of providing good light 
must be available if the more modest 


Sums 


home is to be provided with eye pro- 
tection 

rhere followed a room by room dis- 
cussion of lighting possibilities, with 
a final showing of the lamps used in 


(Continued on page 70) 


Sam Gates of the General Electric Company with Milton Sanders of the Central 
Arizona Light and Power Company. 


Right to left:—Elbert Kramer of the Westinghouse home appliance department 
in Los Angeles; Clark Chamberlain, head of the Bureau of Radio and Electrical 
Appliances of San Diego County; S. W. Scott of Los Angeles Graybar; and 
Wm. Fleming salesmanager of the California Electric Power Corporation. 


Mary Webber of the General Electric Lamp Division at Nela Park with E. P. 
Markee, manager of G.E.'s lamp division of the southern Pacific district. 
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calwwig \UU-9,)41 Premier Dealers! 


In the cast that is destined to play a big part in putting 
over the box-office hit produced by Premier, you—and 
9,746 other top-notch appliance dealers—play a leading 
role. Indeed it was only natural that the country’s fore- 
most dealers should want to increase their wide public 
following by appearing opposite such a sure-fire box- 
office star as the Premier! 


Now that government restrictions on the manufacture 
of vacuum cleaners have been lifted, finer Premiers 
than ever before will soon be on the way. And you'll 
get them in ever increasing numbers as Premier obtains 
more men and more material to build them. But be- 
cause of the tremendous backlog of cleaners needed by 


American homemakers, the demand will exceed the 
available supply for quite a long time to come. 


Premier’s 79 distributors, with nearly 10,000 carefully 
selected dealers, have promised that there will be “One 
Premier To Every Franchised Dealer Before Any One 
Gets Two.” It is suggested that your best interest will be 
served by using this first Premier as a sample for display 
and demonstration in taking orders for future delivery. 


So get ready to take part in the return of an old favorite 
to an eager public. And remember, the Premier is the 
kind of Attraction that will bring people in to see the 
whole picture of your store! 


ELECTRIC VACUUM CLEANER CO., INC. + CLEVELAND 10, OHIO 





Wouney Still “Jalhe... 


and its language will be heavily 
accented with a crisp, folding sound, 
now that your customers know they 
will save $10 to $20 on the new 
Premier since it will be sold only 
through you, the authorized retailers. 


x 


pis . 
he Name Implies 


SS 
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Exclusive for Frigidaire & 


Created by 


Look to Frigidaire for Leadership through 


/ 
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re Dealers...A Great Store Planning Guide 





y Frigidaire and Raymond Loewy! 


See what happens when Frigidaire’s merchandising “know 
how’’—outstanding in the major appliance field—is combined 
with the store-planning genius of Raymond Loewy Associates, 
internationally famous designers who have planned scores of 


the nation’s leading department and specialty stores! 


It’s “Design for Selling,” a great new store planning 
guide available soon to Frigidaire dealers—and to Frigidaire 
dealers exclusively! it points the way to far more efficient, far 
more profitable selling for Frigidaire dealers because it— 


Shows how to make completely functional use of floor space... 
goes far beyond mere “surface suggestions.” 


Is designed for use with any type of store, any size department, 
any style of decoration. 


Provides detailed working drawings which make it easy for a 
local architect or builder to re-design any Frigidaire dealer's 
store or department for better selling. 


Presents full-color drawings which show what can be accom- 
plished with varying types of appliance stores and departments. 


Includes invaluable advice on store location, department loca- 
tion, store fronts. 





BUY AND KEEP 
MORE WAR BONDS! 


... DEALER AIDS! 


Typical page from “ Design for Selling.”’ In the 
book it appears in striking natural colors, 
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Most important of all, “Design for Selling” offers Frigidaire 
dealers a sound, basic sales-floor IDEA which locates display 
and selling areas on, but not in, the line of traffic . . . displays 
major appliances to best possible advantage . . . concentrates 
customer attention upon the product being sold ... keeps all 
of a salesman’s selling tools close at hand . . . makes profitable 
step-up selling easy ... enables the salesman to progress 
from approach to close without a break! 


FRIGIDAIRE STORE PLANNING GUIDE 
AND FRIGIDAIRE DEALERS 


This exclusive new store planning guide is one more example 
of the leadership that has created thousands of requests for 
the Frigidaire franchise. It’s the same kind of leadership that 
Frigidaire has demonstrated over and over again—in Customer 
Research . . . Market Research . . . Engineering . . . Manufac- 
turing . . . Merchandising . . . Service. With leadership like 
this, Frigidaire dealers can be sure of the right products— 
made right, sold right, and serviced right—that will continue to 
give them .. . Leadership in Sales! 

















I'M A LITTLE NEW at this game, see, and 
when this radio-phonograph prospect comes 
along, good old Joe flashes me the cue— 


accordit 
dealer s 
sine to 
War an 
of appli 
retailin; 





The needle—of course! So before she can say a 
word I drop the Crosley Demonstration Record 
on the machine and let ‘er roll. “Listen closely, 
Madam,” | suggest. She smiles (very sweet). “You 


“You'll never hear a scratch with the Crosley, 
Madam,” I rejoin. “Strictly speaking this isn’t a 
needle. It’s the patented Crosley Floating Jewel* 
that says ‘goodbye needle noise’ forever’. And I 


4 “No more needles td buy, change, or hear—and 
your records last up to 10 times longer.”’ She's all 
attention as the music comes in clear and true asi 


bell. ““That is wonderful,” she breathes. And then | 
show her how to work the Master Tone Control. 
Well—that’'s all, brother... 


might try putting in a needle. I don’t hear even a 


bring out the chart that shows the difference. 
scratch.” 


HEARING is Believing 


Let your CROSLEY floor models do the “talking” — 
they will sell themselves. Let your customers hear the 
Crosley Demonstration Record—the absence of needle 
noise and hiss—music as it has never been reproduced 
before! Then show her 
the diagram that drama- 
tizes the contrast be- 
tween the Crosley Float- 
ing Jewel* and ordinary 
needles. Then ¢e// her 
this . . . Crosley offers 
every modern improve- 
ment in radio-electronic 
and phonograph engi- 
neering plus the finest cabinet work, p/us unsurpassed 
mechanical skill, plus long-life construction. 


AND REMEMBER—every Crosley product brings your 
customers PLUS advantages they can see, feel or hear 
—features you can demonstrate—features that SELL! 


CROSLEY 


THE CROSLEY CORPORATION, CINCINNATI 25, OHIO 


men 


Old fashioned Crosley 
sharp needle Fleating Jewel" 
“Ser: hi! plays the 
untouched sides of 
record grooves! 


Hi-i-sss! 
Chatter !"’ 


5 But not quite all. Because that customer has sent me in about a dozen prospects who 
have heard her Crosley and want one like it. That's what’s good about qualities you can 
really see, or hear, or feel—when they can’t argue with themselves you sell 'em every time. 


*Patented 


Radios : Radio-Phonographs : FM : Television : Short Wave : Electronics : Radar : Refrigerators : 


Home Freezers : Ho ld Appliances : The Crosley Car : Home of WLW, “The Nation’s Station” 
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Dealers See Biggest Market in 


Laundry Equipment 














































look for their biggest market 

post-war in laundry equipment, 
according to the fourth and latest 
dealer survey made by McCall’s Maga- 
zine to keep in touch with what the 
war and its restrictions on production 
of appliances is doing to the appliance 
retailing business. 

In the 24-city survey—covering 376 
dealers made up of 11 automotive, 83 
department stores, 115 furniture stores, 
8 hardware stores, 9 music-appliance 
stores, 126 specialty dealers and 24 
utilities—there was considerable en- 
thusiasm shown by everyone as to the 
future of home laundry equipment 
sales. “We believe that home laundry 
equipment will lead all appliance sales 
after the war,” was an expression fre- 
quently heard throughout all sections of 
the country surveyed. 

Dealers in the northern and eastern 
states, who believe the laundry can be 
sold as a unit, ask that manufacturers 


A PPLIANCE dealers everywhere 


— “feature the new unit in the basement” 
= a rather than on the first floor, because 
then | [ggthey believe there will always be more 


old houses than new 
ones, and only a 
very few of the old 
houses have room 
on the first floor 
which can be con- 
verted into a laun- 
dry. “So,” they say, 
‘let's be realistic 
about this and de- 
velop simple inex- 
pensive units that 
will contain a washer, ironer, dryer and 
storage compartment for soaps, ammo- 
tia, etc., that will fit into a cellar or 
playroom. If high priced, first floor 
laundries are featured exclusively, we 
are going to lose much potential busi- 
ness.” 

The automatic washing machine has 
dso captured the enthusiasm of the ap- 
pliance dealer. In every city and state 
was the same anticipation of big 
demand. Women who can afford it, 
will most ceftainly buy the automatic 
washer, they said. It means less work. 
Two hundred and fifty-five dealers, or 
734 percent of the dealers interviewed, 
anticipate that 25 percent or better of 
their washer sales will be automatic. 


All-Electric Kitchen 


ontrol. 


Next to the all-electric laundry, 


yho ls , 
<a ‘Nese dealers feel that the all-electric 
me. ‘itchen offers greatest sales possibili- 
ated ‘es. They have come to regard it as 

* “unit product” and look forward en- 
ators: thusiastical i it. 5 
lod cally to promoting it. One 
ISING 
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By 
ANNA A. 
NOONE 


McCall's Magazine's latest 24-city dealer survey 
reveals interesting data on appliance sales post- 
war service policy, trade-ins and new devices. 





hundred and eighty-six, or 49.5 per- 
cent of the dealers talked to, have al- 
ready decided to undertake the sale 
of the all-electric kitchen after the war, 
and they intend to display it and put 
real constructive sales pressure back of 
it. Some dealers who do not intend 
selling the complete kitchen as a unit 
will push the sales of garbage disposers 
and dishwashers as separate appli- 
ances. Those who refuse to undertake 
the sale of the kitchen as a unit gave 
some interesting answers—“We could- 
n’t assume responsibility for so big q 
job, which we ourselves really didn’t 
do.” And “Contractors or developers 
can handle the com- 
plete unit kitchen 
more easily than 
we.” 

Some of the deal- 
ers going after the 
unit kitchen busi- 
ness expressed con- 
cern and opposition 
toward manufac- 
turers’ allowing 
regular dealer dis- 
counts to contractors and real estate 
developers. It was their contention 
that the contractors should be obliged 
to purchase equipment for jobs of this 
kind from the dealer. Some regarded 
the contractor and developer as inter- 
lopers who are going to receive com- 
missions or discounts not rightfully 
belonging to them. Objections of this 
kind were voiced mostly by specialty 
dealers. 


Electric Blanket 


Another product for which there is 
an apparent growing’ enthusiasm 
among dealers is the electric blanket. 
Department stores, furniture stores 
and specialty dealers who sold the elec- 
tric blanket before the war, and scores 
of others who had not, regard it as 
an appliance with unusual opportuni- 
ties for sales developments. In dis- 
cussing the most successful sales loca- 
tion for the electric blanket, it was in- 
teresting to note that the consensus 
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of opinion was that the electric blanket 
sold best in the appliance department. 
Department stores reported that they 
tried to sell the blanket in their domes- 
tics department (sheets, pillow cases 
and blankets,) with only meager re- 
sults. When they transferred it to 
the appliance department the change 
spelled success. “We found,” they 
said, “that it is more of an appliance 
than a piece of bedding. It requires an 
alert person who can discuss watts, 
volts, transformers, thermostat controls 
and present the product not only with 
knowledge but with confidence. The 
usual clerk behind the counter in the 
domestic department lacks the skill re- 
quired to sell a specialty product, 
which in reality the blanket is.” 


Servicing and Parts Supply 


In the eyes of these dealers servicing 
has suffered a grievous injury due 
to the exigencies of the war. The 
armed forces have taken most of their 
trained servicemen, and the war indus- 
tries have competed for the balance. 
This has brought about a condition 
which has resulted in real hardship for 
the consumer in some localities. It was 
not uncommon to find that in some of 
the cities visited anywhere from one 
to three weeks would elapse before a 
service call could be answered, particu- 
larly in the summer when refrigerators 
were working hardest. 

Among the 376 dealers contacted, 
197 or more than half, provide service 
on one or more appliances including 
radio, whereas 290, or 77 percent, 
formerly did, as shown below: 


DEALERS WHO DO SERVICING 


Service 

now Used to 
Automotive........... 3 4 
Department Stores... ... 43 57 
Furniture stores........ 18 74 
Hardware stores........ 3 5 
Music-Appliance. ..... 5 9 
Specialty dealers....... 104 119 
TTT 21 22 

197 290 


Many of the 197 dealers who are 
still servicing have had to limit their 
servicing to one or two items because 
of shortage of trained manpower. 

Fifteen to 20 dealers said they had 
been obliged to discontinue servicing 
appliances within the past two to six 
months, because of loss of their service 
men. 

The dealers reporting said that 
radios require more service than any 
other electrical household product. 
Next comes the two laundry appliances 
—the flat iron and the washer, with 
refrigerators coming close behind. 
Among the table appliances, toasters 
led all others. The major service 
troubles on radios center around tubes, 
non-functioning transformers, automa- 
tic tuning and/or condensers. Iron 
servicing is largely thermostats, burn- 
ed-out elements, automatic switches 
and handles. In the case of washers, 
manufacturers were blamed by the 
dealers as the direct cause of a con- 
siderable proportion of the service 
troubles. They charge them with 
“penny pinching” on the quality of 
certain parts. Gyp parts installed by 
other servicing dealers and poor 
wringer design were also mentioned. 
Age and overloading were other causes 
listed for washer repairs. Service 
troubles on the refrigerator are largely 
confined to the compressor with an oc- 
casional case of refrigerant loss 
through leakage. 

With only a few exceptions, dealers 
who are servicing today and those who 
have discontinued, all plan very defin- 
itely to resume servicing as soon as 
conditions will permit as follows: 


Not Will Used 

Will decided not to 

Automotive..... 9 2 4 
Department store. 59 2 220 = «57 
Furniture....... 79 7 29 «+74 
Hardware.. .... 6 2 5 
Music-appliance. 8 1 + 
Specialty....... 117 9 119 
SE. wc eee 6 22 
296 9 71 +290 


(Continued on page 74) 
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EVANAIR PRODUCTION UNDER WAY! 





Another Evans plant 


is being made ready 


for the efficient vol- ° 


ume production of 


wale heating 


equipment—and schedules call for an early 


Evanair 


start on the famous oil-fired Evanair Space 


Heaters. 


Two popular sizes have been released for imme- 
diate manufacture. These are of 50,000 and 
30,000 BTU capacities, meeting most demands. 
Eventually a mighty stream of Evanair units 
will pour forth from the Evans plant, bringing 
profits to dealers and satisfaction to owners 


up and down the North American continent. 


There’s 


eo 
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Heat 











You should get set with Evanair without delay! 
Here are space heaters your customers will want 


—beautiful, economical, efficient. And they'll 


ce 
Evans Detroit Plant Flies Vv * Army-Navy “E” Pennant 


EVANAIR DIVISION 


EVANS PRODUCTS 
COMPANY 


DETROIT 27, MICHIGAN 


Spare 


AUGUST, 


with 





stay sold, because they are high-quality, 
trouble-free products embodying engineering 
principles pioneered by Evans to meet the 
demands of peace and war. 


Westinghouse Electric Supply Company and 
Independent Distributors in the United States 
and Mexico, and Fairbanks-Morse in Canada 
will handle Evanair Space Heater distribution 
exclusively. They provide a quick, dependable 
source of supply wherever you may be located. 


Dealers—ask the nearest distributor if the 
Evanair franchise is still open in your tow®. 
or write Evans Products Company, 15310 Ful- 
lerton Avenue, Detroit 27, Michigan. 


| a oe) a a) oe oe 
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TEVANAIR DISTRIBUTORS ALL SET ! 


IN CANADA— 

H. C. Rindfleisch, Canadian 
Fairbanks-Morse Ceo., Ltd., 
Montreal, says—" Just as soon 
as Evanair arrives, we will be 
ready to give heating and elec- 
tric supply dealers in Canada 
the kind of service they’ ve al- 
ways wanted. Evanair Space 
Heaters are an outstanding 
value.” 


IN THE 
UNITED 
STATES— 

John T. Urban, Gen- 
eral Appliance Man- 
ager, Westinghouse 
Electric Supply Com- 
pany, New ork, says 
—" Bring on Evanair! 
Our dealers are wait- 
ing. We look to Evan 
air for Leadership.” 


IN MEXICO— 


J. A. Cowan, Weet- 
inghouse Appliance 
Distributor for all 
of Mexico, says- 
“We and our Mexi- 
can customers 
know Evanair 

has been 
worth waiting 

for.” 


uality, 
neering 
set the 


EVANAIR COVERS NORTH AMERICA 


ny and Evanair distribution means fast, efficient service and 
1 States greater sales help. Every star in the United States and 
Canada Mexico represents a Westinghouse Electric Supply or 
Independent Distributor—every circle in Canada represents 
a Fairbanks-Morse Distributing Branch. That’s the kind of 


coverage you need! Take advantage of it— join up NOW! 


ibution 
»ndable 


located. 


- if the 
r town, 


310 Ful- 
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RADIO 
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CLARION, in the midst of war produc- 


perations. Here it is again: 
rs and dealers, 


fore VE Day was in sight— 
6-point program as the basis of peacetime 0 
1. To direct CLARION RADIO sales through independent appliance distributo 

assuring them adequate merchandise to meet public demand. 
oduction the engineering and designing skill gained through our work 
plus our years of experience in building fine radios. 


Almost two years ago—long be 


tion, developed a 


2. To apply to civilian pr 
for the armed forces— 
3. To produce 4 complete, carefully planned line of table models, portables, farm sets, table 
combinations, consoles and console combinations that will enable the Distributor and Dealer 
to satisfy his customers’ demands with a minimum inventory. 
oduce only those models of radios which careful analysis on dealers’ floors has shown 
suppo 
coli ir 


4, Topr 
that the public wants. 
5 A tranchised line that will have continuous public demand because of well-developed sell- 
ing features and trouble-free performance. provi 
6. — public acceptance of our product through liberal sales promotion and advertising a 
elp. dere 
being 
Today, despite the fact that it was a long view ahead, CLARION RADIO'S 6-point program re- intens 
quires not a single amendment. Phe 
Time has only served to confirm the fundamental soundness of CLARION RADIO planning. From et 
it has sprung 4 strong national Distributor organization. oy 
Should you become a CLARION RADIO dealer you will enjoy affiliation with a friendly organiza- our 0 
here it is going and how to get there. assist 
Cordially yours, autho 
practi 


tion that knows exactly W 


Reau Kemp 
General Sales Manager 





YEARS OF PROVED PERFORMANCE 
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his full-color spread is typical of the 
sttractiveness and practicability of Kel- 
vinator's new appliance display manual, 
Displaying Appliances of Tomorrow” 
which is being distributed by the com- 
pany as part of its program of support 
retailers. 








“Dispia 


App 


HE first major element in Kel- 
vinator’s unfolding program of 
‘post-war” retailer marketing 
support—an imposing 40-page, four- 
color store display manual, designed to 
provide an up-to-the-minute guide and 
reference-work for dealers planning 
store and display improvements—is 
being distributed after nearly a year of 
intensive preparation and development. 
“Nearly all retailers are planning 
improvements in their facilities in 
preparation for the post-war market, 
and this new manual, developed by 
our own merchandising staff with the 
assistance of the ablest retail display 
authorities in the country, provides 
practical and imaginative guidance,” 











iances of Tomorrow” 


C. J. Coward, director of advertising 
and sales promotion, Kelvinator Divi- 
sion, Nash-Kelvinator Corporation, 
declared. 


Six Basic Store Plans 


Complete with accurate, detailed 
construction blueprints, the new dis- 
play manual, called “Displaying Ap- 
pliances of Tomorrow,” provides plans 
for six basic styles of store and ap- 
pliance display, adaptable for use in 
both 25 and 50 foot store widths, and 
appliance departments of various sizes 
and requirements. The plans, cover- 


ing everything from store fronts to 
model kitchens, are flexible and pro- 
vide a wide variety of adaptations. 





Now being distributed to retailers after a year's development and preparation, Kel- 
vinator's new appliance display book, “Displaying Appliances of Tommorrow” receives 
a final approving nod from officials. Left to right, Charles T. Lawson, vice president 
in charge of Kelvinator sales; D. A. Packard, assistant general sales manager, and 


C. J. Coward, director of advertising and sales promotion. 
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Kelvinator starts distribution of its store dis- 
play manual which took year to prepare... . 
Flexible store layouts, with blueprints for basic 
units, plus merchandising information offered. 


The basic styles are Colonial, which 
aims at creating the traditional 
impression in a homelike manner; 
Baroque, which employs the rich or- 
namentation of the 16th Century archi- 
tecture; Moderne, contemporary and 
streamlined; Simplicity, very decor- 
ative and flexible; Cascades, the basic 
design motif “is drawn from the color 
and sparkle of a waterfall;”’ Func- 
tional, which permits almost unlimited 
arrangements. 

In each of the styles, planning is 
comprehensive, down to the smaller 
details. Bays, background panels, win- 
dows, floors, showcases, audition 
counters, shelves, “closing” arrange- 
ments—all of the physical details of 
good merchandising—are covered in 
the manual. 

Addressing the retailer, introductory 
copy declares that “one of your most 
important responsibilities to your busi- 
ness is to make sure that your store is 
prepared to do the job you will ex- 
pect of it—that it is not just a store 
of yesterday—but a store for the 
tomorrows. 

“Remember that stores have definite 
personalities. They attract or repel; 
excite or depress; inspire confidence 
or generate doubt. They influence the 
reactions and attitudes of those who 
visit them just as surely as the sales 
people who work in them. 

“Thus the wise merchant who has 
his eye on winning customers and hold- 






ing their patronage will not be content 
with a store that is merely a sheltered 
space in which to stock and display 
merchandise. He will use his store and 
its displays as mediums for shaping the 
attitudes of his patrons; he will make 
them a creative force with which to 
get business.” 


Merchandising Tips 


One of the sections of the manual is 
devoted to pertinent display merchan- 
dising tips and a check-list of sugges- 
tions : 


Don't let space restrictions mislead you into 
crowding your salesroom. It prevents attrac- 
tive display—and also confuses the cus- 
tomer: 


Organize your merchandise into related 
groups so that the prospect's attention is 
held within the area of immediate sales 
interest, and to make companion sales easier. 


The great majority of successful merchandis- 
ers now carry their small products forward 
in the store. In any event, small merchandise 
should not be displayed or sold in the major 
appliance section. 


Do everything possible to leave plenty of 
free-way at the front of the displays. 


Merchandise placed in a showcase should be 
arranged for display, not as a stock reserve. 


The retailer who is determined to get the 
highest possible dollar return per sale, will 
do everything he can to permit step-up 
selling. And the first requisite is to group 
each line of products. 
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America’s Hottest Sign Deal! 


Here’s your opportunity to take advantage of 
Admiral’s nationwide advertising — to get your 
Neon sign up and selling far ahead of competition 
—to identify yourself as an Admiral dealer. 
Admiral is able to offer this attractive sign pro- 
gram only after months of planning. There’s a 
sign for every purpose. For information about 


Admiral’s cost-sharing plan, write today! 


TUNE IN CBS Sundays 1:30 PM EWT for 
Admiral "World News Today.” 
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RATIO of 30,000 electric cus- 
tomers, plus gas customers, for 
every home service girl in the 

combination gas and electric companies 
and 13,750 customers per girl in the 
electric companies, seems somewhat 
staggering. However, these are the 
figures revealed through reports from 
the utilities co-operating in a survey 
being made by this magazine. These 
co-operating companies include small 
companies, those serving large terri- 
tories, and those in more compact, 
densely populated territories. And the 
ratio quoted represents a broad cross- 
section of the country. 


Survey Data 
These figures are particularly sig- 
nificant at this time when home service 
is facing the greatest opportunity in 
years, and is in need of expansion in 
personnel. 
The survey also unearthed the fol- 
lowing interesting data: 


Of the 160 companies reporting, only 15 
did not have a home service department. 

28 had temporarily discontinued their de- 
partments for the duration, but 24 of the 28 
stated that they would resume activities— 
many on a larger scale—come peace. 

The other companies were continuing their 
home service right through the war—some 
with a skeleton force, but the work went on. 
Of these active departments, half are “elec- 
tric only" and half “combination gas and 
electric.” 


In the “electric only" group—26 had been 
organized between 1919-1928. And most 
wurprising, is the number opened in the de- 
pression year. || were created in late 1929 
and 1930, the balance were established be- 
tween 1932 and 1938. None opened after 
that time. (It is interesting to note that the 
home service group held their first national 
convention in 1930 for the purpose of dis- 
cussing their problems and the details of 
organization and operation). 


22 of the directors had over 9 years of serv- 
ice, and I! of the 22 had organized their 
departments. 


As we have indicated, some of the operat- 
ing departments at this time consist of the 
director only. Others of the older, more 
completely organized departments are car- 
tying on with their full force. One of these 
companies, with departments in 9 states, 
has @ total of 85 women. Another home serv- 
ice group operating from one general office 
has 7! on its staff. 


Taking as a measure the personnel of the 
"tporting “electric companies, we find that 
* group of 475 women cover, in one way or 
‘nother, territories with approximately 
6517523 domestic meter customers. 







HOME SERVICE 
COMES OF AGE 


From a slow start in the early 20's home 
service departments of utility compa- 


nies have grown in value in both peace 


and war responsibilities. ... Their use- 
fulness in spreading the doctrine of elec- 


trical home-making is slated for an even 


more important role in post-war 


By MILDRED NICHOLS 


The combination gas and electric compan- 
les home service covers a larger number of 
electric customers plus their gas customers. 
Of the reporting companies, 17 opened the 
home service department between 1914 and 
1938. But only 6 opened during the fol- 
lowing years. 14 were organized from 1932 
through 1939, and surprising enough, in this 
combination gas and electric group seven 
were opened during wartime. 

In this same group 15 of the directors in 
departments opened before 1939 have had 
over 9 years of service, and 8 of them organ- 
ized their departments. Of the 7 depart- 
ments opened since 1940, three of the 
directors were also the organizers. 

In this combination group 255 trained wo- 
men and girls cover an approximate electric 
customer account of 7,643,273, in addition 
to gas customers. 

A word about wartime activities. When no 
‘new appliances were available, the home 
service girls concentrated on servicing old 
appliances and teaching the proper care 
and use to prolong the life of these existing 
appliances. With the co-operation of the 
manufacturers they gave government ap- 
proved courses in nutrition, dehydration, 
canning, and the new freezing method of 
food preservation. 


How It Started 

The fact that home service since its 
conception has weathered several de- 
pressions and is proving exceedingly 
valuable in wartime speaks for its 
basic soundness. And it all really 
started when the first electrical appli- 
ances made their appearance back in 
the “gay nineties.” It was accepted 
without question that appliances could 
and should be obtained through utili- 
ties, the dispensers of electric current. 
\lthough the electric iron, one of these 
first appliances, was obviously a time 
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and labor saver and had the advantage 
of looking like the familiar “sad iron”, 
it met with stubborn sales resistance. 
In certain sections of the country the 
utilities even resorted to giving irons 
away as a means of familiarizing cus- 
tomers with this new use for electric- 
ity. However, this method of breaking 
down sales resistance was an impracti- 
cal one from a merchandising stand- 
point. 

As time went on and the various ap- 
plications of electricity affected every 
phase of homemaking, the housewife 
grew increasingly resistant. She ques- 
tioned both methods and results. She 
became a Doubting Thomas. Subcon- 
sciously she resented the fact that mere 
man was trying to tell her how to run 
her home and was presuming to criti- 
cize her methods. This was particu- 
larly true on matters pertaining to 
cooking, which had been brought to the 
front by the development of the electric 
range around 1910. 

Manufacturers and distributors of 
these new ranges, quick to recognize 
that this feeling of skepticism existed, 
added a woman, wise in the ways of 
cooking, to their staff. Single-handed 
she attempted to act as advisor, edu- 
cator and complaint department. She 
traveled from one ocean to the other, 
wherever the need for her services 
seemed the greatest. 

She talked to electrical contractors 
who were beginning to toy with the 
idea of selling ranges in addition to in- 
stalling new wiring. She worked with 
the sales forces in utilities, and she 
even went into the homes where elec- 
tric ranges had been installed to in- 
struct the housewife. Naturally the 


demands on her 
hours in the day. 

Utilities at this time began to realize 
the importance of having professional 
advice available to their customers on 
electric cooking, and the other uses of 
electricity in the home. And so the 
first home service departments in the 
electrical industry were organized. It 
followed logically that the manufactur- 
er’s woman representative and the 
home service director would work to- 
gether. The manufacturer’s repre- 
sentative concentrated on giving de- 
tailed and factual information about the 
product to home service directors who, 
in turn, passed it on to their customers 
through group lecture work or direct 
customer contact. 


time exceeded the 


Three Major Objectives 


Because this work with electric 
ranges happened to be the first planned 
activity of home service, many people 
have assumed that these departments 
were created principally to teach the 
homemaker to cook. The truth of the 
matter is that home service work from 
the very beginning has had three major 
objectives which are accomplished 
through the educational programs and 
contacts in customers’ homes. Not 
only were they to create a desire on the 
part of the homemaker to own electrical 
equipment of standard quality and con- 
struction, but they were to aid in in- 
creasing kw.-hr. consumption by keep- 
ing electrical appliances more con- 
stantly in use. Also they were to help 
create and maintain better company 
and consumer relations. 

In addition to these three basic ob- 
jectives, home service departments, 
with the cooperation of the manufac- 
turers’ representatives have become the 
recognized coordinators of allied activ- 
ities, directly or indirectly concerned 
With the application of electricity to 
homemaking. Women’s magazines, 
schools, colleges, radio broadcasters, 
girl scouts, home demonstration agents, 
kitchen utensil manufacturers, soap 
manufacturers, food companies, in- 
terior decorators, architects, etc., turn 
to these women for guidance. 


It must be remembered that the home 
service women who planned, organ- 
ized, and managed these departments 
were pioneers. Electricity was still 

(Continued on page 76) 





PAGE 63 

















NYONE can stock an appli- 
\ ance line that will sell 
during the buying rush. 

It’s picking one that will 
continue to sell, year in and 
year out, that will pay off in 
steady profits. Bigger profits. 


Lifetime profits. 





It’s choosing a line that will 
meet customers’ demands for 
“quality at a price.” The kind 
of line women sell to their 
friends. A line that brings cus- 
tomers back for other related 
items you stock. A quality line 
that helps you establish a 
quality store...and build 


quality profits 


age: 2. 
WY, 


a S \y 
BRD 44 >» 
ZX A 





_— 





a>’ 


Ree / 





THE LINE THAT'S ALWAYS IN DEMAND 





How to plug into a 
lifetime business! 


We believe you'll find such 
a line when you plug into 
Manning-Bowman’s Quality 
Quins—like the popular 
Toaster-with-the-tester shown 
above. just one of the famous 
M-B appliances. 

Manning-Bowman has been 
a household name of quality 
since 1857. It meant a “hot 
line” to dealers before the 
war. And today, it means best 
to thousands of women in your 


territory. 


If you're looking forward 
to a lifetime business, now's 
the time to consider Manning- 
Bowman. 


Manning- Bowman 
Means Best 


MERIDEN, CONNECTICUT 


lron-thot Twin-O-Matic 


wags-its-tail Waffle Boker 


Cuy Wer Conds and Keep Them 




















'How One Dealer 


PLANS TO MODERNIZE 





front. Having the space and frontage, 
I have decided upon a 50 x 50 foot dis- 
play room with separate booths along 
the side walls for refrigerators, ranges, 
home laundry equipment, radios, air 
conditioners, freezers, and dishwash- 
ers, base and wall cabinets. Small ap- 
pliances will be grouped on two stands 
near the center. The Roll-Up demon- 
stration room and stairway to the 
second floor occupy the back wall. 

With this arrangement I decided 
that we should make the entire display 
room a display window and here, | 
believe, is proof that it pays well to 
retain a good architect with creative 
ability. Mr. Apuzzo came up with 
what I think is a novel and very satis- 
factory solution of this problem. The 
present two entrance doors will be 
eliminated and illuminated display 
windows for small appliances will take 
their place. The main display windows 
will be lowered and two double action 
glass doors located in the center of the 
present display window. But instead 
of having these doors flush with the 
building line Mr. Apuzzo has set it 
back into the store about three feet and 
the windows on each side will slant 
hack to the doors. 

This accomplishes two very useful 


purposes. It allows the door to swing 
both in and out (double action) and 


turns the entire display room into a- 


display window. People can step up 
to the glass door and see the merchan- 
dise in every booth in the entire 
room. That is, this will be possible 
when we have redesigned our lighting. 


Lighting That Sells 


li there is any one thing that will 
especially aid post-war selling I be- 
lieve it is the new design in lighting. 
[ am endebted to Mr. J. M. Ketch and 
others at Nela Park for my ideas on 
lighting. My trip to this plant was 


CONTINUED ON PAGE 35 





one of the high lights of my study o; 
post-war planning. 

My display will be illuminated with 
both fluorescent and incandescent 
lighting. Flush type, concealed, fluor. 
escent fixtures will be used in the cei! 
ing together with the concealed sem; 
rotating incandescent spots or “ t 
lights. The booth partitions are only 
64 ft. high. The ceiling height i. 11) 
ft. so we will conceal lighting the 
top of the partitions which will reflect 
against the ceiling. 

With accent lighting it is possible, | 
think, to sell the models you particu- 
larly want to sell for it makes then 
stand out above everything else ever 
in a brilliantly lighted room. ! will 


further accent special models by plac- 
ing them on specially designed, softly 
illuminated bases which will provide 
an interesting background or setting 
This light is thrown up from the bot- 
tom of the set. Then the “accent” ceil- 
ing spot is focused on the set and you 
have three stages of lighting, one oi 
which, preferably the background, may 
be in color. Viewing the display roor 
from the front windew a person’s eyes 
will instinctively be drawn to eacl 
special set in each booth. Thus their 
eyes will be attracted in turn to eac! 
of the display booths. I hope that this 
arrangement will cause people to stop 
and look, not merely glance in as the 
walk or drive by. 


Subsequent Articles 


In this article I have outlined ow 
front, display arrangement and light 
ing. In subsequent articles I will illus- 
trate our first and second floor plans 
and describe the Roll-Up Kitchen, our 
Housekeeping Institute where | plai 
to operate a full time training school 
for maids and their relationship to m) 
newly developed overall plan for sell- 
ing electrical appliances post-war. 




















































"YOU KNOW, DEAR. —I SORT OF MISS THE OLD TIMES WHEN YOU'D WASH AND I'D WIPE 
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“Why is Sparton 
Radio's most desirable 
Franchise? 


_ @ Sparton’s exclusive dealership policy under the 


slag S.C.M-P. gives dealers the power to sell against 
any competition—at a profit. 


hot @ Sparton has built consumer acceptance with 
strong national advertising. 


may @ Sparton has back of it a strongly financed com- 
pany with 45 years experience in precision 


eae electrical equipment manufacturing. 
thi @ Sparton has 5 modern, fully equipped plants 
Stof capable of producing large volume with no sacri- 


fice of quality. 


@ Sparton engineers have made many famous con- 
tributions to radio—and the new line will be 
ius equally advanced. 


pr 2 @ Sparton has always been a pioneer in sales 
how features. 


@ Sparton has been a favorably known name in 





radio for 20 years. 


A view of one of the Sparton assembly lines. Equipned with the most 
up-to-the-minute precision equipment available. Many of the machines 
were specially designed by Sparton engineers to insure peak produc- 
tion with maximum inspection. 5 plants have been modernized through- 
more than 600 wires and approximately 4,000 letters. out, providing unequalled facilities for manufacture of quality radios 


%* Recent advertisement announcing Sparton dealerships 
were open in some territories received over 300 phone calls, 


Write today for complete information on S.C.M.P. for your community! 


* Address: Ed. Bonia, Sales Manager, Radio and Appliance Division 


THE SPARKS-WITHINGTON CO., JACKSON, MICH. 


SPARTON 


RADIO'S RICHEST VOICE SINCE 1926 
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Thanks to a superb job on the Fighting Fronts and 
a faithful job on the home front—we’ve rounded a big 
milestone! 
































There’s one more big one ahead that means work, 
money and lives. It will take our every effort. 




















When that milestone is rounded we can turn our 
thoughts to things more pleasant—to the comforts and 
conveniences which have been entirely lacking for 
many and inadequate for countless others. Dominion 
appliances will play an important part in restoring our 
normal way of life after civilian production is resumed. 


















































The Dominion dealer knows that he will have a 
profitable, attractive and reliable line of, electrical 
appliances and that he can count on customers in 
volume 














after we round that next milestone. 

















Don’t let up—tet’s finish the fight! 













PRODUCTS 


Flat Irons * Toasters * Waffle Irons © Sandwich Toasters and 
Grid-A-Bouts * Table Stoves © Heaters © Poppers © Coffee 
Brewers and Stoves © Soldering Irons © Curling Irons © Hair 
Driers © Mixers * Heating Pads © Infra-Red Lamps © Fans. 





WORTH WAITING FOR! 


DOMINION ELECTRICAL MFG., INC. 


MANSFIELD, OHIO ; 


“(oeminion 


TRADE MARK 
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At first I had my office desk upstairs. 
I spent so much time up there that I 
didn’t know my own customers, let 
alone oversell them. Receipts jumped 
15 percent as soon as I moved down- 
stairs, At the same time I moved my 
service department up to the second 
floor. We traded places. I found my 
men immediately started to turn in 
more completed repair jobs each week. 
Mechanics, I learned, don’t like to dis- 
cuss appliance troubles — talk shop— 
with women. And since there are 
fewer interruptions upstairs, they can 
concentrate on their work better.” 


OPA Rulings 


\side from several conversations on 
the phone, Bauer and the local OPA 
board scarcely know each other. Pete, 
however, now knows many of the ram- 
ifications of OPA rulings. He learned 
some of them the hard way. 

His first experience was with a “dis- 
reputable old iron” for which he made 
a 50-cent allowance, He then put $2.85 
into it for new parts and labor, jack- 
ing his cost to $3.35. In prewar it 
sold for $2.95. Before putting a price 
tag on it Pete checked with OPA. The 
word came back that the ceiling price 
for a rebuilt iron is 75 percent of the 
former list. Disgustedly Baur priced it 
at $2.21, taking a licking for the $1.14 
difference between this amount and the 
$3.35 he had in the iron 

A few days later, when he allowed 
50 cents on an exactly similar iron, he 
turned a sales profit first, then piled a 
service profit on top of that, and OPA 
liked the whole deal well enough to 
approve it. He sold this iron “as is” 
for 98 cents, one-third of the former 
list, as provided by OPA regulations. 

As of that date he tendered the buyer 
a receipt for the “as is” iron sale and 
the customer then promptly handed 
the iron back to Pete, ordering a com- 
plete reconditioning job. This included 
new handle, new terminals and new 
heating element, along with the labor 
costs for installing parts, cleaning and 
buffing. Delivery was made the fol- 


AUGUST, 


Radio-Appliance Operation in 
A Residential Area Store 


CONTINUED FROM PAGE 4! 


When Baltimore Electric Light is low on stocks of new appliances, Bauer loads 
the display shelves with repair jobs to stimulate his expanding service business. 








lowing day and the iron 
guarantee. 

The reconditioning work came tp 
$4.95 for which the customer received 
a separate bill. So far Bauer thys 
collected $5.93 on the deal, consider. 
ably better than the $2.21 on the pre. 
vious iron. The customer then boosted 
the final profit another notch by buy- 
ing a new cord. Advised in detail, 
down to the last penny on the entire 
transaction, OPA said OK. Since then 
Bauer has pulled in many a trade-in on 
similar sales-service deals. 

On the same basis Bauer finds he 
can place a top grade iron which used 
to list at $12.95 in a customer’s hands 
for $10.81. He sells it “as is” for 
$4.31, one-third the list, then takes jt 
back for a reconditioning job at $6.50 
and the customer winds up with a first 
class iron, The same system is used 
on some other appliances. 


Authorized Service 


carried a 


Bauer opened this outlet in ’35 with 
a limited amount of capital. After 
playing around, rather unsuccessfully, 
with offbrand merchandise bought at 
50-10 and 10 discounts, three vears 
later he swung into the GE line, 
Soon thereafter his store became the 
authorized Factory Service Station for 
Proctor, Universal, Waring and Gris- 
wold, all of them on an exclusive fran- 
chise basis for the entire city. These, 
he found, promptly sparked an increase 
in store traffic. 

To spread the word on the GE line 
and factory service connections as fast 
as possible in the right places, Balti- 
more Electric Light put a salesman on 
the outside. As soon as this man 
proved his ability, Bauer gave him a 
flat salary of $25 weekly, paid him a 
percentage of the gross profit on all 
sales and service work produced, and 
allowed him a dime a mile to run his 
car. The percentage of commission 
varied on different products so_ that 
sales emphasis would be placed where 
it would be in the best interests of the 

(Continued on page 68) 
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Every phase of servicing taught thru 
films, slides, visual demonstration, 


work on actual units... 


as Right now, throughout the country, BENDIX 
|, and automatic Home Laundry distributors are meet- 
in his ing with factory service heads in schools for 
— distributor service managers and supervisors. 

that As in the case of our retail salesmen’s course, 


where 
\f the 





























the principles and practices used so successfully 
by the armed forces are employed fully in this 
comprehensive school. Charts, films and work 
on a live product are combined to make the 
course understandable to new men in the appli- 
ance field. 

All Bendix dealers will soon be notified by 
their distributors of the extension of this course 
to the Service Managers of all Bendix Automatic 
Home Laundry retail outlets throughout the 


country. 
General service, home re- 
pairs, washing in a Ben- 


dix (actual demonstration), product changes, 
parts improvements, installation, shop repairs, 
parts stock, presentation of postwar policies, 
general discussions, individual meetings. 

















A Postwar 
Future 
For Returning 
Veterans... 


An excellent opportunity for 
a career with a future may 
be yours in the Bendix 
Service organization. Con- 
tact your local Bendix dis- 
tributor or dealer (under 
““Washing Machines”’ in your 
telephone book) or write 
direct to the Bendix factory. 








BENDIX™~"Home Laundry 


Bendix Home Appliances, inc., Sovth Bend, Indiana © Pioneers and Perfectors of the Automatic “Washer.” 
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PST IT! = 


wind of what SPERTI has up its 


sleeve for fall...in “SUNLAMPS” 


























































...new models that are really 
eye-openers ... new features... new 
prices... and quantity deliveries 





...and SPERTI 


is putting the biggest 
consumer advertising and 
merchandising program 

in its history back 
of these “SUNLAMPS” 











NOT JUST A RUMOR! Sperti is already beginning to 
swing into production on a brand new line of “Sun- 
lamps.” With new, dramatic features. With exclusive 
basic patents that give you a real sales story to tell. 
And, most important of all... with deliveries in quan- 
tity, this fall. Consumer advertising? Merchandising? 
An unprecedented program that will put Sperti and 
Sperti dealers way out in front. Better plan, now, to 
include Sperti “Sunlamps” in your BIG plans, for fall 
and winter. 


Sperti, ICR, cncoman 12, omo 


RESEARCH * DEVELOPMENT *© MANUFACTURING 
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Radio-Appliance Operation in 
A Residential Area Store 





Since calls concen- 
trated from day to day in small areas, 
the car did not come in for much use. 
The caller left company cards in homes 
throughout Roland Park and the $25 
salary paid to him was charged to ad- 
vertising. Although currently em- 
ployed in a war. plant, it is expected 
this outside salesman will return to 
Baltimore Electric Light in post-war. 


company. were 


Electrician Employed 


In a locality like this it is almost a 
necessity to carry an electrician on the 
outside, subject to call at all times, 
according to Bauer. This service does 
not pay a direct profit into the company 
but it definitely keeps store customers 
in the fold. 
profit venture which is 


Pete views it as a non- 
worth- 
rhe electrician 
is employed on a time-rate proposition, 
enabling him to work for his 


very 
while in the long run. 


own cus- 
tomers during free time such as on 
slack days when the company pro- 


luces few calls. 

his working arrangement with a 
capable electrician, plus Bauer’s steady, 
quiet sales efforts, enabled Baltimore 
Electric Light to cash in profitably 
during the past couple of years on the 
swing to fluorescent lighting, both in 
surrounding homes and in the city’s 
commercial market. To sell fluorescent 
lighting intelligently, Bauer asserts, a 
company must be prepared to carry 
through all the way, from display of 
lamps and fixtures to plans and in- 
stallation. 

Attic fans and exhaust fans—the lat- 
ter can be obtained under 
ratings 


priority 
proved profitable to 
Sauer and his electrician. Concentra- 
tion on these three products, along 
with electric steam radiators, cabinet- 
type electric heaters, and Mazda lamp 
contracts provided plenty of work when 
most other appliances practically dis- 
appeared from retail stores. He 
strongly recommends all these products 
to the average small dealer who draws 
on a similar territory and who knows 
his customers intimately. 

Television sales potentials do not ex- 
cite Bauer at the present time. It is 
his considered judgment that the peo- 
ple in his area are “absolutely cold” 
on television. Although he hears lots 
of talk about new radios, none of his 
customers ever mention television. “In 
this town television home receivers are 
in a class with jet propulsion for 
private planes,” he concludes. 

The home freezer market, however, 
looks very, very good to him. He con- 
siders it one of the best spots for in- 
tensive cultivation in post-war. A num- 
ber of his customers already have told 
him they are sorry they didn’t buy 
a unit from him in prewar. Now they 
are asking for first crack at the new 
supply. 


also 


Stick to One Line 


Baltimore Electric Light again will 
offer its customers the full GE line of 
appliances in post-war. Provided a 
franchise can be obtained from a manu- 
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facturer of a top price radio-phono- 
graph combination, the company inay 
add a second radio line. This territory. 
it is felt, is ideal for volume sales ¢ 
such a model. Never again, howe 
will. this store carry several gen 
lines of radios, Bauer promises, ex- 
plaining his reasons as follows: 

“Three or four lines of radios lead 
to confusion in the customer’s mind 
they take up far too much room on t 
floor, and they take too much time to 
demonstrate ; they require extra capital 
to swing, and in normal times they 
are apt to add to the free 
problem. 

“After we demonstrate three or four 
models for a prospect, telling the st 
on each one, then answer all his qu 
tions, he often still is undecided in | 
mind. More than once I’ve heard 
say ‘As long as I have listened to 
of these, I also might as well go to 
So-and-So’s store in town and see \ 
he has to offer before I buy 
Instead, show the customer one repr 
sentative suited tothe territory 
and demonstrate it fully and proper}, 
If there really is a possible sale in the 
making with that prospect, that sa 
can be made this way. With only 
line on the floor you can talk it bett: 
and demonstrate it better. 





DI 


service 


wn 


line 


+ 


“My store is too small for all th 
appliances I carry in it. Why dup! 
cate on radios and add to the inve: 


tory? Profitwise, | can’t see those 50- 
10 and 10 discount sets either. Aln 
immediately after the first shipment 
comes in, some dealers downtown start 
advertising them at one-third off list 
You have to follow suit. As a result 
you aren’t making a nickel extra profit 
after all. Each manufacturer 
wants to load you up and you ther 
fore can’t balance your stocks. Fro: 
now on, count me out of those deals 
My manufacturer carries heavy stocks 
for me at his supply house just a few 
miles from here.” 


alway s 


Bauer's Service Operation 


Brief slants on Bauer’s service oper- 
ation: Always employed three repair- 
men until recently when he lost one to 
selective service. He accepts whatever 
domestic service work comes into the 
store but actively guns for commercia! 
service accounts. To relieve pressure 
on the service department he keeps 
18 radios, 12 irons, and lesser numbers 
of some other appliances on hand 
These are loaned to customers while 
their appliances are being repaired 
thus holding the repair job for Balti- 
more Electric. 

Upon completion of repairs, the cus- 
tomer receives a postcard. “Easier 
than phoning,” Pete says. When new 
merchandise stocks are low, completed 
repair jobs are shelved in full view 
near the store entrance. “Good psy- 
chology on other customers; produces 
their service business without our so- 
licitation,” he explains. A bookkeeper. 
working parttime, completes the 01 
ganization, 
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Here is 


the first advertisement to take 
covers off the sensational THOR Automagic 


the 
Washer. 


ie) 


magazine and in 
n 
©wspaper supplements across the country 








that one washer could wash both Clothes and Dishes 


but tere ca. one that will — 
































2 L. 
t CV} | Wwe 
>. : 4 
WASH THe \) (1% MinUTES) 
? \ . eu, 
NN, ()} OF WASHER 
pintiest AND HAVE A | 
j I] ty Changes from Clothes Washer to 
CLOTHES CLEAN ‘Disnwasken Dish Washer in 1% Minutes! 
? —- 2 WiC \ 
sense oN \YOu'LY BLESS 


THEM TWICE, -~- 


/ 


~ 


EVERYDAY 
B ~~ a 4 
ae SIM THE WESK 
SSS =‘. 
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It doesn’t seem possible, but here in ONE weer 


Thor Automagic Washer are— 
A FEW OF THE SPECIAL 

A CLOTHES WASHER that washes and rinses THOR ADVANTAGES 
your clothes gently, perfectly—with hardly + Compact, kitchen size. No | 
more than a.kind word from you. need to bolt to the floor. | 

* No stooping—clothes or 


A DISHWASHER that washes dishes, silver- ‘ishes go in at the top. 
¢ Your hands never touch 
ware, glasses—even pots and pans—so all the water. 


you do is stack "em. * Cool water rinses save 
7 . gallons of hot water. 
The Thor Automagic Washer is a stream- + You can’t hear the 
: : . : bad Thor a room away— 
, lined cabinet with two separate tubs one (eS caaie on 
clothes and one for dishes. Each tub is com- disturb you. 
i plete in itself—compact, sanitary, operated 


the automagically. All you do is lift one tub out 
of the cabinet and place the other in to make 

are the switch from clothes washer to dishwasher. 

Takes 1% minutes by the kitchen clock! 


Picture yourself with a Thor in your 
kitchen to take over first one and then another 
of the washing jobs you've longed to be rid 
. of. The Thor is a seven day wonder—makes 
your life happier every day in the week. 


Watch for your Thor dealer’s announce- 






HURLEY MACHINE DIVISION 







1 fa ta 
ier ments. He'll tell you when you can preview Electric Household Utilities Corp. g : 
: “a : CHICAGO 560, ILL. oye 
t this wnbelievable Thor Automagic Washer. 4, cccstiso Company, Lid, Toroma, ie: 
te Canada } 
: —— — ; a — —————— 
LIFE EASIER INE DIVISION 
a WHICH ONE DO YOU WANT FiRsT? ie Me ONION np. 






eee ol 
¢., Chicago 50, Mlinois 





without oblieation, your free 
Make Life Easier Seven Days 
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@ 


winter. 











2—A-P Limit Control 
3—A-P Thermostat 















Attach “‘A-P"’ Room Thermostat 
to inside wall — about 4 feet 


above floor. This device ‘‘floats’’ 


fire so a8 to prevent overheating. 


y 









Place “‘A-P”’ Furnace Limit Con- 
trol on Furnace Bonnet. Prevents 
furnace heat from overshooting 
room thermostat setting. 






Finally, install ““A-P’’ Damper 
Regulator Motor, connecting to 
Room Thermostat and Furnace 
Limit Control and Transformer 

















poe 


Automatic Heat Regulator Set Helps 
OFFSET REDUCED FUEL RATIONS 


Customers will be genuinely grateful for your timely help 
in making their reduced coal supply do full duty this coming 


You can help them save tons of fuel, and assure them of 
steady, healthful home heating from hand-fired furnaces by 
installing the “A-P” 3-Piece Automatic Heat Regulator Set. 


Hers the Set 


1—A-P Damper Regulator 


AND HERE’S HOW TO INSTALL IT 


TAKE ORDERS NOW — for these de- 
pendable, fuel-saving ““A-P” 3-Piece Auto- 
matic Heat Regulator Sets. Full production 
has been resumed, and stocks will soon 
be widely available. Remember — with a 
20% cut in coal rations definitely schedul- 
ed for next winter, no customers of yours 
should continue “shovel-it-on, take-a- 
chance” methods of hand firing. PROFIT 
by helping them SAVE! 


COMPANY 


2400C N. 32ND STREET MILWAUKEE 10, WIS. 


FOR HEATING — AIR CONDITIONING — REFRIGERATION 











AUTOMATIC PRODUCTS 








the home—300 lamps on a large dis- 
play board. 


Frozen Food Picture 


Dr. D. K. Tressler, frozen food ex- 
pert, presented an authoritative pic- 
ture of the possibilities in this field. 
From the beginning in 1935 when 
about 650 people in the nation were 
using frozen food lockers, this indus- 
try has increased to its present popu- 
larity, with more than 2,000,000 fam- 
ilies using such facilities. Every one 
of these homes is a prospect for a 
home freezer following the war. Th 
freezing of food probably originafed 
in Washington, where the Washington 
State College in 1935 tried out such 
equipment in various types of private 
residences. 

The present demand has been such 
that substitutes for home freezing 
equipment have been developed. Ice 
cream storage cabinets which formerly 
sold for from $15 to $25 have recently 
risen in price to from $200 to $1,200, 
in spite of the fact that they are not 
satisfactory for the initial freezing of 
foods, although adequate for storage 
purposes. They have no reserve of re- 
frigeration and cannot freeze articles 
in greater amounts than about 1 Ib. at 
a time. 

Mr. Tressler discussed the causes of 
food spoilage under freezing, pointing 
out that this was not due to bacterial 
action, but to enzyme or chemical 
changes. Careful exclusion of air in 
the packaging and the selection of 
the proper types of fruit were the 
answer to these problems. He also an- 
swered the question as to what might 
happen should the equipment remain 
out of operation for any reason, by 
showing a chart which indicated that 
in one experiment it took about two 
days for the packaged goods to drop 
to freezing temperature and that they 
remained at this level for at least four 
days more. At the end of ten days, the 
temperature had still risen only to the 
50 deg. level and none of the product 
was spoiled. In case of a lengthy power 
interruption, however, it is advisable 
to quick freeze the foods again and to 
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return to storage, rather than simply 
to turn on the switch. Because of the 
large amount of food in storage, 
takes too long to bring them again tg 
the desired temperature. 






Frozen Food Departments 





It is possible that there will ph. 
some production of equipment in this 
field by the first of next year. The mar. 
ket is waiting, as indicated by the fag 
that 200 department stores are making 






















stud reparatory to establishing 
fro departments. These stores 
cs awan@mghat about 40 per cent of 
ne househdld budget goes for food~ 


and the possibilities of storage withoyt 
spoilage and telephone deliveries 
makes this field an attractive one for 
them. Chain stores are also going into 
the frozen food business. The house. 
wife is looking toward the possibility 
of freezing instead of canning as qa 
means of storage. Home storage for 
the home in outlying districts means 
the possibility of enjoying many types 
of food not hitherto available. Farm 
homes may preserve perishable foods 
and enjoy their use over the entire 
year. City dwellers may enjoy the 
great convenience of having food on 
hand at all times and will be enabled 
to live better through making pur- 
chases at favorable times. 

In discussing the foods which may 
be frozen, Mr. Tressler pointed out 
that any product which depended upon 
its crispness for palatability was not 
adaptable for freezing, but that other- 
wise, almost everything could be suc- 
cessfully stored. Frozen vegetables do 
not lose their bright green in cooking 
and so are more attractive. Care must 
be taken with fat foods to exclude 
the air which causes rancidity if prod- 
ucts are kept too long. Cooked foods 
may be frozen successfully—and this 
holds many possibilities for the house- 
wife who wishes to do her baking or 
cooking at more convenient times. 

It. will be important to purchase 
home freezers from companies which 
have had long experience with refrig- 
eration equipment. Models available 
will depend upon how long the war 





THREE PCEA PERSONALITIES—H. C. Rice, Southern California Edison, and H. H. 
Courtright, San Joaquin Division of the Pacific Gas & Electric, talk things over with 
C. E. Greenwood (center), E. E. |, at the Los Angeles conclave of PCEA. 
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IF YOU WANT TO COMPETE IN(THE Vaitemeaihes FIELD YOU’LL NEED THESE 


: BLACKSTONE SALES POINTS 





house- 
ing or 
eS. 

rchase 
whic! 
refrig- 
ailable 


BUY WAR BONDS 


Today 


SELL BLACKSTONE 
“Jomoviou 






we 
} 





MBINES WITH A MATCHING DRYER AND IRONER 


0 FORM THE suacxsrone Combination LAUNDRY 


@ First requisite of any washer is that it wash clothes clean. Black- 
stone’s efficient agitator action does just that. Then it rinses the 
clothes thoroughly with an active, agitated rinse. Then it whirls 
them really damp-dry —some articles ready for ironing. 


Throughout these operations, positive mechanical controls take it through 
its paces automatically—without fuss, noise or vibration. No, it’s not bolted to the 
floor—it has no special foundation. Alone, or in company with the Blackstone 
Dryer and Ironer, it’s a smartly-designed appliance that matches 
standard-dimension equipment of the modern home. 








You will want the sales advantage of Blackstone’s Complete 


- 
Laundry Equipment line. Investigate the Blackstone 
franchise now. 
BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


PRODUCT 
AMERICAS OLDEST WASHER MaNnUsACTURER 


SS 


of A Division of Jamestown Metal Equipment Co., Inc. 
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LET’S get realistic about 
this Boston market. Let’s forget old 
prejudices and misconceptions. Mass-ive 
sales in Boston, as in any major market, 
stem from mass districts where mass population 
is concentrated. Take a look at a typical 
segment of Boston’s well-known rental areas. 
Do you think it’s swank Brookline, Newton 


Wellesley (average rental $78) that account for 













majority sales? No! It’s Cambridge (average rental 
$37), Somerville (average rental $29) and all the 
other mass population areas of medium and low 
rentals and incomes which make 88% of all retail 
sales in the entire market. The dominant coverage of 
the Record-American with its nearly 500,000 
circulation, reaches, influences and SELLS these 
tremendous buying groups — 81.5% in Cambridge, 
55.8% in Somerville and the same proportionate 
coverage in other mass population areas. The Sunday 


Advertiser's over 600,000 circulation, too, matches 











this same circulation pattern! This is leadership in the 
mass-millions market that dollar-for-dollar 
guarantees your greatest return on your Boston 


advertisiag investment! 
NW 3G 
Z 
ZBOSTON 
SELL THE “‘MARKET OF THE MILLIONS.-’” 


REPRESENTED BY HEARST ADVERTISING SERVICE 
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FOR EVERY CORONA,.s. 























PLUS CIRCULATION ... 
PLUS COVERAGE... 
AT NO EXTRA COST! 


| Rete | Mil. 


Record-American, 499,396 $.60 $1.20 








Post, 378,147 60 | 1.56 
oe a eee ~— — —-—- — 
Herald-Traveler, 361,458 .60 | 1.66 
Globe, 304,334 60 | 1.97 











RECORD-AMERICAN 


—— 
SOUDAY ADUERTISER 
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lasts and whether the companies who 
will enter this field have time for fyr. 
ther research or whether they go 
ahead with production schedules using 
the models already available. Some of 
these may be lift top, some of the door 
type. One, at least, has made use of 
an interior fan, operated by an ex. 
terior motor. 


E.E.1. Post-War Plans 





C. E. Greenwood, commercial direc. 
tor of the Edison Electric Institute, 
gave a sweeping picture of the activyj- 
ties contemplated in the near future 
by that organization, emphasizing the 
importance of a united leadership in 
meeting the postwar era of inter-indus- 
try competition. 

The Edison salesmen’s training 
course program, with its films and 
records and instruction manuals will 
be helpful in bringing the veteran back 
into the selling field. Separate courses 
are available on commercial and rural 
selling, as well as the basic films which 
are adaptable with supplemental ma- 
terial for the home field and for indus- 
trial work. With a greatly increased 
goal in residential load one of the prin- 
cipal aims of the after-the-war period, 
it will be necessary to sell from 1" to 
twice the number of major appliances 
which were sold before the war. The 
program of the Kitchen Bureau is de- 
signed to meet this need. Booklet and 
movie are available to carry on the 
“Better Light-Better Sight” program. 
A street lighting film is also available. 

With furniture stores, hardware 
dealers, plumbers and automotive 
stores all looking forward to handling 
electrical equipment, special attention is 
being paid to the various trade con- 
ferences. Joint agreement on stand- 
ards was suggested, but because of the 
desire to avoid any possible “collu- 
sion,” no action has been taken. The 
Edison Institute has adopted such 
standards, which the others have in- 
formally approved. The trend toward 
dealer selling was emphasized by the 
recent bill introduced in Massachusetts 
which would prevent the power com 
pany from holding any exclusive sell- 
ing franchise. Dealers must be pet 
mitted to share the field. 

The San Francisco meeting was pre- 
sided over by Milo Cain of the Coast 
Counties Gas & Electric Co., that in 
Los Angeles by R. C. Rice, of the 
Southern California Edison Company, 
while D. B. Wheelock of the Califor- 
nia Electric Corp., E. W. Meise of the 
San Diego Gas Electric, Frank Jor 
dan of the Westinghouse Electric, 
B. M. Tassie of the General Electric, 
Marguerite Fenner of the Pacific Gas 
& Electric and R. E. Fisher. Pacific 
Gas and Electric, assisted by introduc- 
ing speakers. 

Kenneth Ryalls of the Stone-Ryalls 
Electric Company, San Francisco, was 
elected new president of the Pacific 
Coast Electrical Association, succced- 
ing Hance Cleland of the San Diego 
Gas and Electric, whose successful 
year comes to an end with these meet- 
ings. 
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@ McDAVID SUPPLY COMPANY 
2104 First Avenue, North 
Birmingham 3, Alabama 

@ GENERAL SALES COMPANY 
147 East Harrison 

nix, Arizona 

@ SHERMAN-SWENSON & ASSOCIATES 
2436 East Eighth Street 
Los Angeles, California 

@ FRANK EDWARDS COMPANY 
1414 Van Ness Street 
San Francisco, California 

@e STERN & COMPANY 
210 Chapel Street 
Hart , Connecticut 

@ DELAIRE CORPORATION 
1010 Vermont Avenue, N. W. 
Washington 5, D. C. 

@ FRENCH NESTOR COMPANY 
3415 Oak Street 
Jacksonville, Florida 

@ EDWARDS-HARRIS COMPANY 
258 Peachtree Street, N. E. 
Adianta, Georgia 

@ DEEPFREEZE DISTRIBUTORS, INC. 
135 South LaSalle Street 
Chicago 3, Illinois 

@ MITCHELL & CASSELL, INC. 
1601 Main Street 
Peoria 5, Lilinois 

@ THE WAYNE HARDWARE COMPANY 
P. O. Box 629 
Fort Wayne 1, Indiana 

@ MONARCH SALES COMPANY 
36 West Tenth Street 
Indianapolis, Indiana 


@ BROWN-CAMP HARDWARE CoO. 
Fiest & Elim Street 
Des Moines 6, lowa 


@ HOME APPLIANCE COMPANY 
149 N. Rock Island 
Wichita, Kansas 


@ BOMAR MFG. COMPANY 


Road 
Louisville, Kentucky 


@ INTERSTATE ELECTRIC COMPANY 
Magazine Street at Girod 
New Orleans 7, Louisiana 


7. 


NOW.. . get ready to go with... | 


CZE 


var or. 





e0G “Are fee. wv 


Spotted above are the nationwide Deepfreeze distrib- 
utors—all set to go as soon as the last blockbuster blasts 


Deentre 


@ MAJOR APPLIANCE CORPORATION 
60 Arsenal Street 
Watertown 72, Massachusetts 


@ DEEPFREEZE-DETROIT, INC. 


846 West McNichols Road 
Detroit 3, Michigan 


@ REPUBLIC DISTRIBUTING COMPANY 


72 North Division Street 
Grand Rapids, Michigan 
@ DEEPFREEZE DISTRIBUTORS OF 
CENTRAL MICHIGAN 
405 South Capitol 
Lansing 3, Michigan 
@ FREEZERS, INC. 
65 South 13 Street 
nai polis, Mi 


@ COLUMBIAN ELECTRICAL CO. 
2603 Grand Avenue 
Kansas City 8, Missouri 

e HOLLANDER & COMPANY, INC. 
3900 West Pine Boulevard 
St. Louis 8, Missouri 

@ FOUR STATES DISTRIBUTING CO. 
700-702 East Brower 
Springfield, Missouri 

@ KEEFE AUTO SUPPLY COMPANY 
3019 Montana Avenue 
Billings, Montana 

@ HARRIS & PIERCE 
4012 Dodge Street 
Omaha 3, Nebraska 

@ KEMP EQUIPMENT COMPANY 
39 Mt. Hope Avenue 
Rochester 7, New York 

@ MAYTAG ATLANTIC COMPANY 
34-18 Northern Blvd. 
Long Island City 1, New York 


e MORRIS DISTRIBUTING COMPANY 

413 So. Clinton 
racuse, ng neg | " 

aos. on >. or 

* H STRAUSS CO., INC. 
a Street at Washington 
Buffalo 3, New York 

@ FIRST COLONY DISTRIBUTORS 
107 E. Martin Sereet 
Raleigh, North Carolina 





Top-flight distributors for a top-flight product .. . 


WTEEZE 


TRADE MARK REG. U. S. PAT. OFF. 





® DEEPFREEZE DISTRIBUTING CORP. 
3932 Road 


Ohio 
@ DEEPFREEZE OF CLEVELAND 
iJ Hanna 


eland, 
@ GERLINGER EQUIP. COMPANY 
1320 Madison Avenue 
Toledo, Ohio 
@ HALES-MULLALY COMPANY 
1-7 North East Sixth Street 
Oklahoma City 4, Oklahoma 
@ PEIRCE-PHELPS, INC. 
437 North Fifth Street 
Philadelphia 23, Pennsylvania 
e HAMBURG BROTHERS 
305 Penn Avenue 
Pittsburgh 22, Pennsylvania 
eC & D DISTRIBUTING COMPANY 
198 E. Bay Street 
Charleston, South Carolina 
e ALLIED APPLIANCE DISTRIBUTORS 
923 N. Central Avenue 
Knoxville, Tennessee 
e ALLIED APPLIANCE DISTRIBUTORS 
744 Sterick Building 
Memphis 3, Tennessee 
e ALLIED APPLIANCE DISTRIBUTORS 
American National Bank Building 
Nashville, Tennessee 
e DEEPFREEZE DISTRIBUTING CO. 
515 Main Avenue 
San Antonio 5, Texas 
e JACKSON DISTRIBUTING COMPANY 
1008-9 Continental Bank Bldg. 
Salt Lake City 1, Utah 
e NORTHWEST APPL. DISTRIBUTORS 
422 Smith Tower 
Seattle 4, Washington 
@ CHARLESTON ELECTRICAL SUP. CO. 
914 Kanawha Boulevard 
Charleston 29, West Virginia 


e STATE DISTRIBUTING COMPANY 
1234 North by Street 














Nippon. Get set to “go” with Deepfreeze—to cash in 


on the long-built-up demand for Deepfreeze. For in- 
formation regarding the dollar-winning Deepfreeze 
franchise, get in touch with distributor nearest you. 


Deep 


ONLY MOTOR PRODUCTS CAN MAKE A “DEEPFREEZE” 









| 












































The one home freezer everyone talks about! 

The one home freezer built to protect foods against drying out 
during storage! 

The one home freezer nationally advertised since 1938! 

The one your customers will demand! 








TCCZE 


TRADE MARK REG U.S. PAT. OFF. 


AWARDED DETROIT PLANT 


= 
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Cartridge cases, airplane nose and tail gun turrets, blood 
desiccating units and industrial freezing equipment are 
among the war products that Motor Products Corpo- 
ration is proud to be making to speed the day of victory. 


MOTOR PROvpvucTS CORPORATION 


Oveptreeze Division: Dept. EM-8, 2301 Davis St., North Chicago, lil. 
Main Plant: Detroit, Mich.; Canadian Plant: Walkerville, Ont. 
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Market-wise 





































> more than ever, your customers want 


the simplicity, efficiency and durability of Dayton 
Water Systems. The increasing availability of 
critical materials means that more and more 

of these famous Daytons will be earmarked for you 


and your customers. 


~ Tin 
. gi ME I7 7, . 
+e “= 5 





THE DAYTON PUMP & MFG. CO. 
DAYTON, OHIO 





j 








PLC? Paka? Oe sks}. ry 
dived AE pea 10TRf oa 
© ace ilp¥ oe  etatlon at? telah 


PAGE 74 












—they answered as follows: % 
_ h Me 4 OF 191 
TWUUNOCIINOT EM... ccc ec soe 93 
e “SS. ae 19 
| Self and manufacturer......... 25 
| Self and distributor........... 4 
Distributor and manuf......... 13 








Dealers See Biggest Market in 
Laundry Equipment 


CONTINUED FROM PAGE 57 





Asked if they prefer to do the 
servicing themselves, or turn: it over 
to the distributor or the manufacturer 


Utilities preferring that service be 
handled by local dealers as a 


source of revenue forthem... 11 
Anybody but self............ -) 
Ee eae OP eee 5 
1 lS Pe 6 376 


Some of the reasons given by those 
who prefer to do the servicing job 
themselves were: “Service develops 
prospects for us.” “Why should we 
let somebody else get the inside track 
with our customers?” “Independent 
service companies (and many dealers) 
have gyped the public so much during 
the war period that we see a big chance 
for us to build good-will for our store 
by taking over servicing, doing the 
job right and at a fair price.” “We 
built our reputation on the quality of 
our service.” Service is one of the 
strongest sales tools the appliance 
dealer has. Customer contact, plus 
traffic, means sales opportunities. 


Parts Availability 


Some improvement in the over-all 
part supply situation is reported as 
compared with a year or even six 
months ago. Delays on laundry equip- 
ment parts, particularly, are frequently 
too long, however. These over-long 
delays have caused many of the dealers 
to turn to the gyp parts dealers for aid. 

Parts being made of materials criti- 
cal to the war effort are still consider- 
ably delayed—items such as armatures 
for vacuum cleaners; Nichrome wire 
and panels for ranges ; Bakelite handles 
for irons; thermostats; and fractional 
horsepower motors. 

Many of the servicing dealers en- 
dorsed without reservation the manu- 
facturer-owned appliance service 
branch, seeing no inconsistency on 
their part in doing so. Several of them 
considered this service branch as an 
emergency measure, the rightful as- 
sumption of responsibility by the 
manufacturer, but they did not see 
how it possibly could relieve them of 
the necessity of maintaining a service 
department of their own. Several 
dealers who plan service departments 
after the war volunteered that they 
would consider ideal strategically dis- 
tributed factory-owned and_ operated 
service centers or branches all over the 
country. 

Dealers by the scores, on the other 
hand, opposed the distributors a serv- 
ice center. A large percentage made it 
quite obvious, in fact, that, they. would 
like to circumvent or even eliminate 
him entirely. Several adverse com- 
plaints were to the effect that the dis- 
tributor had done little of a construc- 
tive nature during the war emergency 
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to justify his existence. Large volun. 
dealers in particular express difficulty 
in seeing how the distributor can be 
rere as an economical factor in the 
sch of distribution. 


Trade-Ins 


A large majority of the dealers say 
they will accept trade-ins. Most of 
them have arrived at this decision re. 
luctantly, but they don’t see how they 
can help thémselves—competition, they 
say, will force them to do it. Other: 
see a chance to make some money o; 
trade-ins. In stating their decision 
the dealers lined up as follows: 


Will accept trade-ins... 320 


Definitely will not... .. 38 
Policy not settled. .... 18 
Reconditioning these traded-in appli- 


ances is another difficult problem. 0 
the 215 who said they plan to do the 
reconditioning in their own service 
departments, quite a few said it was 
a job they wished they could avoid, but 
could see no way out but to do it them. 
selves. It was learned in one city tha 
the local association was considering 
the advisability of setting up a jointly 
owned reconditioning company which 
would do all the work for the member 
dealers. They would pay on the base 
of an established scale of prices, and 
after reconditioning, the retailer would 
undertake the sale of his own merchan- 
dise. Nothing definite had been worked 
out. 


Reconditioned Appliances 


Discussion of the means by which 
dealers plan to dispose of the recondi- 
tioned used appliances brought forth 
the following replies: 


Separate appliance department.. 282 

Will operate separate appliance 
GRE OS. ac cose aes 19 

Favorably inclined toward sepa- 
Rn cnetcanscaspaeee 

Will sell as-is to another dealer. . 6 

Do not know-policy not settled. 23 

Will not accept.............. 38 37% 















All those who plan separate appli- 
ance stores are either department of 
furniture companies. 


Priority Selling 





There was little favorable sentiment 
expressed for any prior sales plat 
No dealer contacted reported employ 
ing one now. Several had accepted 
a single down payment but that was 4 
far as it went. Holding a customer 
money over an uncertain period ® 
time for an appliance to be delivered 
the far distant future was too great 
risk to assume, these dealers though 
In Cincinnati one dealer tried out #4 

“U Plan”, but after three or fou 
months the customers became restiv§ 
because of non-delivery and demande 
their money. That finished that deal 
on priority selling. 


(Continued on page 76) 
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Laundry Equipment 
























“t look in it when 


service and repairs 









meee «= CONTINUED FROM PAGE 7 





ore needed.” — 


Post-War Headaches 


The troubles dealers expect immp. 
diately after-the-war are few and {y; 
between. Some of them think the only 


thing that stands between them an/ 
becoming millionaires is the juestion 
of adequacy of supply to mect the jp. 
satiable demand for appliances. Some 
dealers think trade-ins will be th 
greatest worry; a sizeable number fea; 
a continued shortage of trained seryicy 
men, or a delay in the release of mer 
from the armed forces which wil 
affect the whole reconditioning prob. 
in the city, the lem. Those who foresee an immediate 
Classified is the selling problem after the war, or noth. 
ing more than a very short period of 
excited demand, express concern as to 
where they are going to get trained 
salesmen in time to meet difficult sales 
problems. This is the group who an. 
ticipate little but hard sledding due ty 
unemployment during the reconversion 
period. To counter this view, other 
dealers insist that the right kind of 
personnel will present no problem a 
all—thousands of men will be released 
from the armed forces who are inte:- 
ested in selling appliances. One conéi- 
tion upon which there was wide agree. 
ment was that with the great mam 
new manufacturers coming into the 
| industry whose products have no ac 
ceptance, before two years are over— 
possibly one—there will be a glutted 
market. And manufacturers who hav 
not been able to realize expected val- 
umes will be forced to dump their 
products on the market at depress 

prices. 

Many dealers were in agreement that 
we are coming up against a wors 
period of appliance price cutting 
especially in radio—than ever befor 
in the history of the industry. 


































"The Classified is 
indispensable in run- 


ning my home.’ 


“For newcomers 





































only way to find 
—— —— a many things.” 


“Zound c “| often find where to buy adver- 


doctor in a tised articles, in the Classified.” 


- 
midnight £4 


emergency.” 


Brands Dealers Plan to Carry 


By-and-large, retailers intend © 
stocking the same brands jhey wer 
identified with before the war. Only: 


~ . ft th few say they would like to becom 
oin ers on e , : associated with a “manufacturer 0 
better reputation.” Few applianc 
dealers expressed more than a cast 
ege interest in the newcomers in the 

se Q ft e assi 1e | dustry, except.as trouble makers. T) 

new manufacturer, it was believed, wil 
have to have features and improve 
ments. far beyond those existing 


° » * , 4 »ect a hi x 9 
r examples above are taken from more than 16,000, in a make ahy. impretsjon.—something 3 


revolutionary as the Bendix was in th 


survey of how people use the Classified Telephone Directory. yates eceeey: e- ae ether 


a large former full-line dealer said } 
had decided to forfeit his full-line frat 


They illustrate the habit of looking it up in the Classified — when chise because he believed the neweo 
ers were going to prove thenselve 
people want service, when they want to buy, when they need help miore al&et ta dktedddciiy, 4mpror 
i ments. 
in an emergency. Generally speaking, full-line is 


the upgrade with most of the deale! 
7 . , " as follows: 
Your prospects and customers have this habit. They'll 










, : Will go full line... .......... 179 
have it when the return of peace brings new stocks to Will diversify their brands..... 176 
Rane Have not reached a decision. . . 8 
fill long-felt desires Not merchandising for year or 
; two (utilities). ......... 13 37 


ECTRIN 
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er JUST THINK what that huge sales advantage can mean to you! The very 5 Reasons Why Maytag is America’s First Choice 
*yed, Wil d 
impr . ' , ; sie ' 1. Maytag’s gyrafoam action — gentle, effective, saves time, 
sine | second the new washers are available, you'll have this tremendous, pent-up, cutete tainan 
thing 4 . : 2. Maytag’s damp drier—safe, speedy, and fingertip con- 
os ott eager buying public at your door, ready for the new Maytags that come rolled . iti 
her sid / , : , 3. Maytag’s sediment zone—traps dirt from the water, 
r said h rolling off the production line. Will you be ready for them? sicthak lend chee J 
aes 4. Maytag’s one-piece square cast aluminum tub—big 
ae capacity, superior washing action, long life. 
yernise If you are a Maytag dealer, you already know the outstanding value of your : 
ve d 5. New quality, efficiency, ruggedness. 


Look for these and many new post-war features in the 


Maytag franchise and its volume profit advantage! If you are not a 
coming Maytag. 


Maytag dealer—and there is not a Maytag dealer in your town, now is 


the time TO NAIL DOWN YOUR MAYTAG DEALER FRANCHISE. 





Get in touch with THE MAYTAG COMPANY, NEWTON, IOWA 











WASHERS IRONERS 
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YOU CAN'T MISS 


The Nationally Known, Nationally 
Advertised Complete Quality Line 


To add long life and a profitable future to your 
business, try this prescription: 
Take a successful manufacturer with 20 years of 
“‘know-how” in making a complete line of 
nationally known, nationally advertised 
appliances ... . 

Add a vast modern plant, completely equipped 
with the latest precision machinery and high 
speed assembly lines for volume production.... 
Mix in a highly skilled engineering staff who 
time and again have scooped the industry with 
exclusive products, patented selling features. . .. 
Season with alert, aggressive sales, marketing, 
and merchandising policies. .. . 

Put them all together and you have~*M~ — the 
profitable line yesterday, tomorrow! 


A 





President 


IN 
Se 


ne 





ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE BEMSt..« 
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..And Your Customers Can’t Miss “KM-! ' 5 || 
30 MILLION ADVERTISEMENTS NOW APPEARING IN | F : | 
MERICA’S TOP FLIGHT MAGAZINES AND NEWSPAPER 
4: ‘qrue “y FARM 
L\ bay, Stomp A LINEN sey seen ey = 
Beiter Nunes & Wat {louse x Garden <5 
a. 
MP 
ST. LOUIS 16, MISSOURI, U.S. A. 
Buy more, and more, and more WAR BONDS! 
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Speaking of reconversion.. . listen! 


We're for it, 100 %—just so it doesn’t interfere with our 
war job! We're proudly keeping our star-spangled Army- 
Navy “E” flag flying—but we've taken long planning 
steps forward. 


When the time comes, we can start... and fast! 


We'll have the tools, the dies, the expert workers, and 
the twenty-five years of know-how that will enable us to 
resume the manufacture of America’s finest and most 


famous automatic toasters. 


The demand will be waiting—vast and eager. Contin- 
uous advertising has nourished it. The unequaled war- 
time performance of thousands upon thousands of grand 


old Toastmaster* toasters has kept it growing. 


And profitable sales will pop up all over the place for 
the top-notch, wide-awake dealers who have sold Toast- 
master products in the past... and know from experience 
that they can win satisfied customers by featuring them 


in the future. 


Speaking of reconversion... it’s a cheerful picture. 





TOASTMASTER Aroduche 


*"Toastmaster™ is the registered trademark of McGraw Electric Company, Figin, TH. 
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homes. 


Training Kids 
In Home-Making 


Staten Island Edison has given 
a 10-week course in electrical 
fundamentals to 3,000 ‘teen-agers 


66 RAIN a child in the way he 

should go” has a vital meaning 
in translating the cumulative yalue oi 
the Electrical Homemaking Classes 
which are being sponsored by the 
Home Service Department of the 
Staten Island Edison Corp., according 
to Eulalie N. Scott, home service di- 
rector. 

Since the inception of this particular 
service in 1928, more than 3,000 
juniors, aged from 12 to 16 years, have 
completed the 10-weeks’ instruction 
course. 

Many of the first students are still 
continuing their “scrap books,” keeping 
them up to current efficiency and some 
few now have daughters who have en- 
rolled for the course. Not only have 
these students absorbed the instruction 
to the point of enthusiastic application 
in their own homes but have sold “their 
sisters, their cousins and their aunts” 
on the practical value of their informa- 
tion, not to mention their mothers and 
their fathers. 


Mothers Instruct Neighbors 


The mothers instruct the neighbors 
in the care and use of appliances, the 
sisters volunteer corrective arrange- 
ments of portable lighting fixtures, 
the error of running extension cords 
through doorways, under rugs, and 
over radiators, etc., often to the em- 
barrassment of their easy-going rela- 
tives. One father eagerly awaited each 
week’s instruction material and finally 
bided his time (while his young daugh- 
ter was at the movie) to reassemble her 
scrap book material. 

Because of the enthusiasm instilled 
in these groups, the company has been 
invited to fill many engagements be- 
fore upper-class grades in public and 
parochial schools, covering meters, 
fuses, wiring, lighting, etc., and in 


AUGUST, 


THEY WANT TO KNOW — Interest reflects itself upon the faces of these school 
children who are learning the methods by which electricity comes into their own 
Because of their enthusiasm, Staten Island Edison Corp. has been invited to 
fill many engagements before upper-class grades in various schools. 
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some instances it was timed to include 
“Parent-Teacher” and “Mothers Club” 
groups, one combination attendance ap- 
proaching 300, with obvious results. 
In the Model Kitchen of each of four 
sales centers, identical instruction is be 
gun at the same time, by the local home 
service representative who serves each 
territory. Twelve students are accepted 
for each class, coming from either pub- 
lic, private or parochial schools. 
Beginning with a test fuse and 
meter board which includes circuits 
and outlets designed for these instruc- 
tion courses, the story of “electricity in 
the home” is a very vital and interest- 
ing feature for these “teen-agers.” 
Learning how their electricity comes 
into their home, the “what, why ané 
how” of meters, fuses and plugs, the 
“why” of properly loaded circuits, as 
well as the multiple questions which 
stem from these “leads” make an in- 
tensely interesting first lesson. 


Lighting Story 


The story of light, glare, proper wat- 
tage, placement and usage, gives this 
vital subject a personal applicatio 
for home and school which is often 
new to them. The care, use and proper 
maintenance of all major and minor 
appliances in the home keynotes the 
remaining lessons. Selection, prepara 
tion and serving of foods highlights 
the electric range. Preservation, us 
and storage of perishable supplies 
stresses the advantage of proper elec: 
tric refrigeration, and so on through 
the entire list of all home appliances. 

Each day’s class work is graded ané 
upon completion of the instruction 4 
standardized test is given. Those sti 
dents who have successfully completed 
the work are all graduated from a cet 
tral point, the Reddy Kilowatt Aud 
torium, with an appropriate ceremony. 
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General Electric Ranges are now in production 





under WPB authorization! 
rol > . oi. ie . 
i What ranges these new G-E’s will be! Shining. Streamlined. 
to Economical. All with selling points that can’t miss! 
You'll have G-E “Speed Cooking” to talk about. Plus mar- 
velous G-E “exclusives” that’ll make women’s eyes shine! 
Read all about them. Powerful, persuasive features like . . . 
v¥ Improved Calrod Units! 
That’s how G-E “Speed Cooking” is possible— 
J with Calrod units, the fastest electric unit made! 
iven Five cooking speeds —even, controlled tempera- 
rical tures. Easy to keep clean. (When gummy food’s 
spilled on Calrod, it cleans itself!) 
ers P 
9 And talk about a service record! Out of the 
millions of Calrod units in service since 1932, 
iclude less than % of 1% have been returned for ser- 
Club” vice or replacement. 
Ice ap- 
results. ¥ Tripl-Oven! 
OT tour 
ue Exclusively G-E, and do the ladies love it! A 
| home Master Oven, 20% larger than most, includes a 
s each Super Broiler with radiant, charcoal-ty pe broil- 
cepted ing, and a smaller Speed Oven that heats to 400 
er pub- degrees in 54 minutes (faster than any other 
S . range oven)! 
se and 
pubes J No-Stain Oven Vent! 
nstruc- 
icity in G.E.’s is different from any other. Cleverly 
nterest- Ba placed so that it helps keep your kitchen spot- 
agers.” less. The result: Walls and curtains stay grease- 
( AMM iver... kitchen scrub-up time is cut way down! 
hy an 
igs, © ¥ Tel-a-cook Lights! 
wits, as 
| which Another swell G-E exclusive! A distinctive color 
an in flashes on the control panel for each cooking 
speed . . . tells at a glance what’s going on the 
range, where and at what speed! 
) wa _ til 
ves th And those are only a few of the convenience-features new G-E 
ylicati Ranges will offer. We're telling women all about it, with hard- 
so selling radio and magazine advertising that covers the coun- 
prof 


try. And there’s already a huge market “sold” on G.E.! 
otes the In fact... 


wen A recent survey showed that among both men and 
oe women who intend to buy an electric range, G.E. 
‘supplies received 56% of the votes, more than all other elec- 
per ele tric range makes combined! 

ie G.E. has been “on the nose” with competition in each price 
aded and class—and yet, because of carefully selected features to help 
uction 4 step up the sale, Genesal Electric produced the highest average 
nose stu unit range sale in the industry! 

omplete 






m a cet + Before the war, G-E retailers consistently produced more 
itt Audi- 


eremony 





dollars per sale on ranges . . . and that will continue when 





range production is resumed! 
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FEATURES NO OTHER RANGE OFFERS 
— COMING, IN THE NEW G-E RANGE! 
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@G-E Stratoliner—the last word in a modern electric range—available soon. Also in the 
line will be the G-E Airliner and G-E Leader, styled for beauty and top performance! 


AUTOMATIC 
ELECTRIC RANGES 
GENERAL @ ELECTRIC 


“THE APPLIANCES MOST WANTED BY MOST WOMEN” 


FOR GOOD LISTENING: Don’t miss Art Linkletter, in “The G-E House 
Party,” every afternoon, Monday through Friday, 4 p. m., E.W.T.,CBS. 
“The G-E All-Girl Orchestra,” Sunday, 10 p. m., E.W.T., NBC.“The 
World Today,” News, Monday through Friday, 6:45 p.m., E.W.T., CBS. 


FOR FINAL VICTORY—BUY AND HOLD MORE WAR BONDS 
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WHAT HAPPENS HERE ? 


The bottom surface of this stick was in tension, and broke; the top 


is in compression. And what has this to do with heating element wire? . .. 


~~ 


As such a wire is turned “on” and “off”, it alternately 
stretches and shortens itself, thus putting the surface through a 
cycle of tension and compression. This is a sort of buckling action which 
‘ tends to make the oxide coating of the wire flake off. The 
wire, that flakes off the least, lasts the longest. And 
that’s where Chromel comes in. It holds its thin oxide skin tenaciously 
tight, and this skin acts as a protective coating against 
further oxidation. This is why elements made of Chromel last so long and 
why it is smart to specify Chromel elements for your heating 
devices. Catalog M might be useful to your Service Department. 
Glad to send you a copy. 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 


HOSKINS 
CHROMEL 
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Permanent Crate Helps 
Refrigerator Shipments 


An™ “permanent” crate, hoys. 
ing an ordinary household refrig. 
erator, makes properly refrigerate 
medical supplies quickly available tp 
the wounded even though the fighting 
front may shift several times during 
one day, it was revealed by the Norge 
division of Borg-Warner Corp. This 
company is presently employing they 
crates in the shipment of several hup. 
dred Norge refrigerators for use jg 
Southwest Pacific battalion aid gt. 
tions. 
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FIRST TO AID —Thiough utilization of 
this unique “permanent” crate, Norge 
refrigerators containing vital blood plas 
ma, serums and other first aid supplies 
requiring refrigeration, are being used 
within yards of the actual fighting fronts. 
Front panel of the crate is quickly re- 
movable or replaceable, with the result 
the refrigerator can be transported 
rapidly from place to place without 
damage from handling. Portable generat- Zz 
ing units provide power. 





The wooden crate was designed pri 
marily to adequately protect the refrig A 
erator from rough handling and @ i 
the same time make it quickly trans 
portable from place to place as battlq ty 
conditions might dictate. The refriger 
ator is bolted to the crate and is th: 
permanently housed during its perio 
in service. 


These | 

Removable Panel ets ar 

Salient feature of the crate is a rem dealers 
movable panel which, when in place, 4% tunity 


adjacent to and parallels the refrige"Hl now wr; 
ator door. When this panel is take teria, 
off, the door may be opened and co dealers 
tents of the refrigerator made easil 
accessible. Another feature of the cralf low f 
is a built-in air vent, vital to the prop o 
operation of mechanical refrigerators 





Norge engineers pointed out. — 
To transfer the refrigerator fro DE, 
one section of the battle area to # 
other, the crate panel is replaced, ogy ae 
the crate-refrigerator combination ! Ye 
put on a truck. It is back in operatid D Su 
within minutes of arrival at its 0 0 Su 
location. Power is supplied by a po My Fe 
able generating unit. 
According to Norge officials, His A 
units are used wherever battalion Deste 
stations are functioning—and that mé 
be only a few hundred yards behil es 
actual battle lines. Many types ° City ¢ 
serums, as well as blood plasma # 


es 








other first aid supplies requiring ™ 
frigeration are thus kept available. 


ELECTR 















Here's Proof! 





Oil Burning Space Heaters 


a 2 st Ji" 

Sell Easier...Quicker ,@p i\ 
th Ys gh. \ i} Aj 

... Another Reason Why You Can ji Zea\\\\\\i 
Outsell All Competition With MiE/sss 7 


~*~. 


Speacii . 


} 
§ Your Customers Get... THE FUEL SAVER 
Doubles’the live flame 


40% shin cag LOSS travel and heat radia- 
UP THE CHIMNEY with the ot ss — heat 
EXCLUSIVE FUEL SAVER! cnt. More heat for 


less fuel. 
Ce 8 2 eee oe 2 ee ee 

































SUPERFLAME 


(with FUEL SAVER) 
































ORDINARY TYPE 


(NO FUEL SAVER) 
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| is the 


Ss per : 








> paindiianaiiien htimealllins 
lhe iiss ? 


SAVES 20%, of Fuel Cost 
By Actual Test! 


Laboratory tests show Super- 
flame Fuel Saver gives up to 
3314% less fuel consumption 
to get same heat units. You 


These popular, fast-selling heat- 

es are available now. Alert }$ 
is a rem dealers will welcome the oppor- } 
place, 4% tunity to get into sales action 
reirigeil now with Superflame. Valuable { 
is tak territoriés for distributors and 
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ee 






























and cof li he es in ean really sell this exclusive 
le casi Send : ‘an , pia Superflame feature. Your 
the crate lee for letail y F customers want this saving, 
le prope buy more quickly. 
gerators 
° s 

for 1rom . : a 
or NHB | DEALERS! Send This Handy Coupon! Available for Sales NOW! 
Lced, a Fer Stove, Worta, Inc., EMA 5 

ie e ea, Minnesota. 
nation | Yes, I'd like to know more about: q QUEEN STOVE WORKS, INC. 
operat 0) Superflame Space Heaters [] Superflame Floor Furnaces 

its 1 C) Superflame Water Heaters [] Superflame Kitchenette 3 atecer SER, MIN WESOTA 

P rt ‘ 4 
73m My Favorite Jobber is ’ 

" 

jals, . His Address pe 
— Dealer's Name 
that ma 
Is behia Address 
types ° City or Town. Oll BURNING SPACE HEATERS ... WATER HEATERS ... FLOOR FURNACES 
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iring % 
ailable. 





ELECTRICAL MERCHANDISING—AUGUST, 1945 PAGE 83 





DISIN 








FOR MAINTAINING A 
CONSTANT PILOT FEE 
INDEFINITELY 






































G . , 
Smproving oe 


the successful operation of Vaporizing Oil Burning Appliances 
has always occupied much of the engineering thinking at “A-P’’. 
As a result, manufacturers of this equipment have acquired the 
habit of coming to “A-P’’ with all their control problems. This 
has created an a list of “firsts” in the industry that 
have constantly offered the dealer greater profit opportunities. 


HAS BEEN 42st... 


to offer Custom-Calibrated Metering 


to provide Control with the Viscosity Selector 


to furnish Control with Electric Conversion 
Top for Automatic Temperature Regulating 


to develop the “Oil Lifter” to pump oil from 
remote storage to heater 

to develop successful automatic control for 
Vaporizing Oil Burning Hot Water Heater 
to equip with Automatic Temperature Control, 
adding EXTRA profit-making devices without 


Ap) need for troublesome changes or adjustments. 


esses 


NOW OFFERS the new “MAGIC PILOT” 
‘A-P” Constant Level Oil Control - 
a constant pilot feed indefinitely. 

Completely revolutionizing the automatic control of oil- 
burning water heaters, floor furnaces and furnaces, this new 
“A-P” MAGIC PILOT maintains a constant pilot flame in- 
definitely by automatically controlling the oil flow required 
by the low-burning pilot. The oil flow orifice prevents clog- 
ging and oil waxing. 

Again, “A-P” advanced thinking and engineering provide 
new applications of automatic heat control — bring new 
markets, greater profits to manufacturers and dealers of vapor- 
izing burning appliances. Write for bulletin describing the 
new, service-free ‘A-P’’ Oil Control with “MAGIC PILOT.” 


AUTOMATIC PRODUCTS COMPANY 


2400 NORTH 32nd STREET ° MILWAUKEE 10, WISCONSIN 


DEPENDABLE 


in the 
maintaining 
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Ou Controls 


_“A-P” CONTROLS ARE DESIGNED TO ELIMINATE servicer 








assistant, share in radio service profits. 


Share-the-Profit Plan 
Works in Radio Service 


Paul Parmer, radio service manager of the Checker Electric Co., together with his 







E. C. Hoover of Checker Electric Sup; 
Co., Cedar Rapids, lowa, says his radi 
service manager is practically in busin 

for himself—and the boss likes the ide 


HE Checker Electric Supply Co., 

Cedar Rapids, Iowa, instituted an 
employee participating-profits idea in 
its radio service department a couple of 
years ago and plans to extend the 
policy throughout the entire organiza- 
tion in post-war, according to E. C. 
Hoover, president and general man- 
ager. 

Under the Checker plan, Paul Par- 
mer, radio service manager is practic- 
ally in business for himself. Mr. Par- 
mer gets a 20 percent commission on 
all radio parts and he gets two-thirds of 
every labor charge. The Checker Elec- 
tric Supply Co. provides service head- 
quarters, telephones, most of the equip- 
ment, except a few tools, and does all 
the bookkeeping and collecting. 

“This plan has worked out very well 
during the past two years,” declares 
Mr. Hoover. “It*has given Mr. Par- 
mer a larger income and given us a 
larger work output. We are planning to 
extend this same plan of participating- 
profits in the post-war period to our 
other service departments handling 
washer, refrigerator and other re- 
pairs.” 


Builds Employee Relations 


As Mr. Hoover views it, such a 
profit-sharing plan should do much to 
build better relations in post-war be- 
tween management and supervisory 


employees. Under such an arrangement, 


a firm should be able to obtain and re- 
tain capable service managers and 
other personnel, men who are more in- 
terested in their jobs and who will per- 
form more efficiently. 

Under the Checker Electric plan, 
the radio service manager hires his 
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own help out of the profits which 
makes, Thus if he can get a few ext 
service men who are able to increz 
the total departmental output, the ser 
ice manager makes extra money. 

Paul Parmer, the Checker rad 
service manager, has one such ¢ 
ployee at the present time. This m 
is paid by Parmer on a salary ané 
commission basis. For all work 
formed over a certain quota this m 
gets a commission on the labor charg 
Thus he, too, has an incentive to wo 
harder. 

“I like this setup very well,” 4 
clares Paul Parmer.” In fact I 
making just twice as much under 
plan as I did when I first came 
work in this department on a sala 
basis a few years ago. I keep my 01 
hours and you can readily unde 
that they are sometimes longer | 
when I was on a salary basis alon 


Ten Favorable Points 


Mr. Hoover believes that this s 
of a profit-sharing plan does the i 
lowing things, if operated properly 


|. Practically puts a capable employee 
business for himself, giving him @ | 
measure of independence. 
2. Gives the employee a chance to eat 
proportion to his ability and willingnes 
work, 
3. Gets rid of the “salary” idea 
causes some employees to do just so ™ 
work for so much pay. 
4. Builds a greater sense of loyalty and 
sponsibility within the employees wno ° 
ate on such a plan. 
5. Permits the employee to share in the? 
fit of the firm during the rush season 
proportion to his work. 

(Continued on page 86 
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“PRODUCTS With 


PERSONALITY... 
Developed by CONLON’S 


gil asst 

















Krischer V 





4 Ace DESIGNERS AND ENGINEERS 


A thing of beauty always attracts . . . is pleasing to the eye, and most important, to 
the customer's fastidious tastes and desires. ‘Looks’ are important . . . that’s why 
(S,,Lon employs the country’s best talent in styling. But beauty in our case is 
not just skin deep , _. for — lies ‘works’ that are as rugged as has been 
characteristic of all | ay ae . . sturdy, soundly engineered, service-free 
products that we have been building =) over a quarter of a century . . . many thov- 


sands of which, made many years ago, are + performing faithfully and satisfactorily 
in homes all over America. That's why dealer profits are real profits. 








QUALITY 
WASH ERS and TIRONER 







CONLON Corporation 
1824 So.52nd Ave. 
Chicago 50, III. 








| 
| 





| makers in the shortest time possible. 


| ment, proved that home service more 
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Share-the-Profit Plan 


CONTINUED FROM PAGE 84 mmm, 





6. Eliminates the “bickering” about ove, 
rte work when needed jobs must be turned 
out, 

7. Enables the employee to build » business 
within a business. 

8. Removed financial worries from the em. 
ploye's shoulders as the parent firm assume: 
financial responsibility including the collec. 
tion of accounts. 

9. Spreads the idea of ownership in a bus. 
ness which can only result in more unity, 
harmony and efficiency. 

10. Gives the customer better service be. 
cause more people are interested in seeing 
that service is maintained at a high standard, 


“So far as the owners of tl com- 
pany are concerned,” says Mr. Hoover. 
“we seem to be passing up some 
profits under this plan, but we are not 
We get a greater work output and cer. 
tainly this satisfies our customers 
especially during the war period. And 
by building a larger list of satisfied 
customers—by handling their service 
problems in a high grade, satisfactory 
manner—we are making it that much 
easier to seli them appliances in the 


postwar era. 


Home Service Comes 


of Age 


CONTINUED FROM PAGE 63 =—memmm 





a 9-day wonder and homemaking was 
being revolutionized. New appliances 
and new applications for electricity 
were being developed at a breath-tak- 
ing pace. Home service to be success 
ful had to be two jumps ahead of these 
developments, and had to reach and 
convince the greatest number of home- 


In the beginning most of the results 
were intangible. But as time went on 
and the activities broadened out, the 
definite increase of electric current 
used in homes, plus a computation oi 
actual sales made directly or indi- 
rectly through the work of the clepart- 





than paid its way. At the same time 
the “intangibles” were ever increasing 
in value. 


What Home Service Demonstrates 


Over the years home service has 
demonstrated— 


ZA \ 


That the women who pioneered had the 
right idea, and the basic pattern of the first 
home service department is being followed 
in general today. 

That women customers will listen to the 
advice and counsel of professionally trained 
women who have built up a reputation for 
honesty and common sense. 

That during the depression years home ser 
ice helped materially to offset the loss it 
industrial consumption by increasing th 
domestic use of electricity. 

That the departments are flexible and wide 
enough in scope to meet the drastic chang 
from peace to wartime. And that they il 
play an increasingly important part in th 
reconversion program to come. 















We are convinced that the hom 
service group can be much more useft! 
to the manufacturer. wholesaler, and 
dealer in this approaching time of re 
adjustment if there is a clearer undet- 
standing of the functions and potential 
ities of the home service department. 
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2g Cash in NOW on the pent-up demand for 
vacuum cleaners. Get into every home in 
your territory and tell the “greatest vacuum 
cleaner story ever told”! 

liances 
ctricity 


th-tak- 


Here is a “Demonstration In Print” unique 
in vacuum cleaner merchandising. Devised 
to be self-mailing, it requires no sealing... 
no envelope! All you do is address it and 
you're IN every home in your territory with 
16 colorful pages and the most powerful 
selling story you have ever gead. Prospects 
are directed to YOUR store . . . told how 
they can place an order now. 
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r indi. Avoid that wait for demonstrator models 
and salesmen. Sell ’em NOW! Get orders 
with deposits! Get on the FILTER QUEEN 
band wagon! Mail the coupon below for a 


free copy of this unusual sales maker. 
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ne time 


rates 
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HILTER-QUEEN 


: REASONS WHY FILTER QUEEN Division of Health-Mor, Inc. 


will be America’s Fastest Selling Cleaner = a aa 
Chicago 1, Ill. 
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i ; i Non- ne filter .. . for sus- # 8 

and wide dD Tried and Proven . . entirely 4) on clog cone filter s § HEALTH-MOR, Inc. 4 
to cheats new in design .. . mot a postwar tained, powerful suction. g 203 N. Wabash Ave., Chicago, Ill. ‘ 
' 

; ' P ° Please send inf ti concerning FILTER- 
"they wil dream on — Thousands sold b Patented, air-sealed, Lock-Tite 4 QUEEN’S Advance Sale Plan and FREE copy of the @ 
yrt in the in 1941 have given over 4 years enanactons. : new FILTER QUEEN booklet. - 

of trouble-free service. 
° b Full set of attachments for every . OE NR en " ~ 
re us 2) No dirty, germ-laden bag to cleaning job. ee = 5 
> ang . . 

wer, oayry- New, positive moth control LJ 5 
re of re g EE a t 
¢ under: » Sealed, sanitary dust collector system. & f 
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otentia! need be emptied only once a db Soundproofed, oversize Black & : aa _ : 
‘tment : ‘ 
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These veteran independent 
distributors are planning a 
oreat 


C. A. Rahn 
MIDLAND IMPLEMENT 


Billings, Mont. 


J. H. Northey 
SOUTHERN BEARINGS 
& PARTS CO. 


Charlotte, N. C. 


C. O. Tracy 
APPLIANCE 
DISTRIBUTING CO. 
Columbus, Ohio 


J. J. Crouch 
CROUCH APPLIANCE CO. 
El Paso, Texas 


PAGE 88 


future for their dealers 


BE. D. Henley 


BIRMINGHAM ELEC. 
BATTERY CO. 


Birmingham, Ala. 


C. H. Clemons 
CLEMONS BROS. CO. 
Chattanooga, 
Tenn. 


W. J. Schnelle 
TEXAS WHOLESALERS, INC. 
Dallas, Texas 


A. B. Gray 
THE A.B. GRAY CO. 
Fort Wayne, Iod. 


L. J. McAllister 
L. J. McALLISTER CO, 
Boston, Mass. 


Walter Cayot 
CAYOT & WELLMAN 
Cheyenne, Wyo. 


‘ 


EB. O. Hunting 
THE AUTO 
EQUIPMENT CO. 


Denver, Colo. 


W. D. Bacon 
GOYER SUPPLY CO. 
Greenville, Miss. 


S. J. Levy 
BERGMAN NORGE CO. 
Buffalo, N, Y. 


Peter Sampson 
THE SAMPSON COMPANY 
Chicago, Ill. 


Dave Burke 
RADIO DISTRIBUTING CO. 
Detroit, Mich. 
Grand Rapids, Mich. 


W. M. Wood 
AUTOMATIC SALES 
COMPANY 


Houston, Texas 


A. D. Wall 
GAS ENGINE & ELECTRIC CO, 
Charleston, S. C. 


Harry Knodel 
THE HARRY KNODEL 
DISTR. CO. 


Cincinnati, Ohio 


W. D. V. Hopkins 
HOPKINS EQUIPMENT 
0., INC. 


9 


Atlanta, Ga. 


C. H. Buchwald 
LINCOLN SALES CORP. 
Baltimore, Md. 


J. T. Morgan 
CHARLESTON ELEC. 
SUPPLY CO. 


Charleston, W. Va. 


R. C. Hager 


THE ARNOLD 
WHOLESALE CORP. 


Cleveland, Ohio 


H. P. Meyer 
IMPERIAL HARDWARE 
CO.INC. 


El Centro, Calif. 


F. M. Bultman 
CAIN & BULTMAN, INC. 
Jacksonville, 
Fla. 
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F. L. Wallace 
SUMMERS HARDWARE 
& SUPPLY CO. 


L. V. Denton 
VALLEY APPLIANCES, INC, 


Knoxville, Tenn. 
Johnson City, Tenn. ae ea 





._ W. H. Roth ? A. C. Reinhard 
ROTH APPLIANCE REINHARD BROS. CO., INC. 
DISTR., INC. Minneapolis, Minn. 
Milwaukee, Aberdeen, S. Dak. 
Wis. Fargo, N. Dak. 





William Mee, Jr. C. L. Carper 
WILLIAM MEE CO. INC. SIDLES CO, 
Oklahoma City, Omaha, Nebr. 
Okla. Des Moines, Iowa 





John J. Moore Mel Runner 
P JOHN 5. MOORE CO. NEVADA 
Providence, R, I, DISTRIBUTORS, INC. 


Reno, Nevada 





Chas. L. Wheeler W. C. Rowles 
SALT LAKE HARDWARE CO. ROWLES SALES CO. 
Salt Lake City, San Antonio, 
Utah Texas 


.* 


Eric Johnston 


B. H. Spinney 


COLUMBIA 8. H. SPINNEY CO. 
ELEC. & MFG. CO. Springfield, Mass. 
Spokane, Wash. Albany, N. Y. 


Syracuse N. Y¥ 
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Frank Lyon Geo. Buechel P. F. Crenshaw, Jr. Wm. Van Domelen 

FRANK LYON CO. THE SUTCLIFFE CO. INC. P. F. CRENSHAW, JR., CO. WM. VAN DOMELEN CO. 

— oon Louisville, Ky. Memphis, Tenn. Menominee, Mich. 
ri 





B. S. Gambill Max Krich Geo. Lehleitner C. B. Warren 
BRAID ELECTRIC CO. INC. KRICH-RADISCO, INC. GEO. H. LEHLEITNER WARREN-CONNOLLY 
Nashville, Tenn. Newark, N. J. & CO.,INC. CO.,INC. 


New Orleans, La. New York, N. Y. 





C. Olesen, Jr. 
FARRAR-BROWN CO.,INC. 
Portland, Maine 


J. H. Watker 
STANDARD EQUIPMENT CO. 
Phoenix, Ariz. 


Ludwig Hommel 
LUDWIG HOMMEL & CO. 
Pittsburgh, Pa. 


Dave Trilling 
TRILLING & MONTAGUE 
Philadelphia, 
Pa. 





T. S. Deyerle 


W. E. Seaton R. F. Healy M. B. Lasky 
BENS. T. CRUMP CO., INC, THURMAN & BOONE ERSKINE-HEALY, INC, MAYFLOWER SALES CO. 

Richmond, Va. CO.,INC. Rochester, St. Louis, Mo. 
Roanoke, Va. N. Y. Kansas City, Mo. 

Wichita, Kans. 





R. M. Dodds 
A. ¥. McDONALD MFG. CO. 
Sioux City, Iowa 


A. H. Meyer 
LEO J. MEYBERG CO., INC, 
San Francisco, 
Los Angeles, Calif. 


K. Connelly 
F.B. CONNELLY CO, 
Seattle, Wash. 
Portland, Ore. 


Nelson Wygant 
HOME FURNITURE CO, 
Silver City, N. Mex. 





B. G. Tarner V. J. McGranahan W. EB. O'Connor H. M. Winner 
TURNER'S, INC. V. 1. McGRANAHAN SOUTHERN NEYHART'S, INC. 
DISTR. CO. WHOLESALERS, INC. 


Springfield, Mo. Williamsport, Pa. 


Toledo, Ohio Washington, D. C. 
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CAPACITY 





... according to 
a@ recent survey 
conducted by 9 APPE 
farm and trade 
magazines. 













You have what pump buyers want— 
IF YOU HANDLE RED JACKET PRODUCTS 


Dealer success in today’s—and tomorrow’s—highly com- 
petitive rural and farm water system market starts when 
you select a complete line of pumps that have superior 
mechanical features—plus a long and honorable service 
record. Red Jacket pumps have those qualifications for 
your success. 


Red Jacket proved and perfected mechanical features 
are the result of 67 years’ experience in building over 6 
million water service products—brought to an even 
higher degree of perfection making pumps for the Army, 
Navy and Marines, 


A Performance Record that Reflects Fine Engineering —a 
record so amazing that dealers say “we usually make the 
installation and forget the pump except for minor repairs 
caused by wear.” 


A complete line of deep and shallow well water systemts, 
hand and windmill pumps and water conditioning units 
that will meet 95% of water service needs—every type in 
a price range to fit every pocket-book. 

There’s a proven combination that gets business. 


FREE MANUAL ON “HOW TO SELECT THE 
PROPER WATER SYSTEM” 


Red Jacket has prepared a complete and comprehensive 
Manual for Jobbers and Dealers that makes it easy to 
select the proper water system for each job. This booklet 
contains complete diagrams on various types of installa- 
tions—pump type classification guide—water system se- 
lection chart—section on why water conditioners are 
necessary. 

This free handy manual can help you sell water systems. 
Write for it today. Address Department 15. 
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Featuring a full line of PUMPS for shallow and deep wells,and WA 


RED JACKET’S “ROLLING POWER” 
DEEP WELL PUMP PUTS THESE 


seen tite a tS | _- FEATURES TO WORK FOR YOU 


Power — Pump head may be 
rotated in either direction. 
When reversed, after years of 
service, is virtually a new head. 


2. Exclusive Rotor Construc- 
tion — Eliminates use of guide 
rods, crossheads and other fric- 
tion producing devices. 


3.Precision Construction 
Throvghovut—Tolerances as 
close as 2/10,000 of an inch. 


4. Sturdy Rotor—Revolves on 
dual set of oversize roller bear- 
ings of hardened steel — for 
long life and smooth opera- 
tion, 


5. Perfect Lubrication—All 
working parts revolve through 
a pool of oil. 

Sturdy construction, extra 
large stuffing box, silent auto- 
matic operation, hardened steel 
drive pinions, are additional 
features that distinguish this 
popular priced Red Jacket 
leader. 





















AVAILABLE NOW? Yes, through Red Jacket jobbers in 
the limited quantities war restrictions permit. We'll 
make more as soon as we're permitted. 


RED JACKET MANUFACTURING CO. 


DAVENPORT, IOWA 
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ER SOFTENERS 


MUSIC GOES ON-AND-ON—By a strange 
electronic quirk, June Foote, Greentree, Pa. 
gets radio programs when her electric guitar 
and its amplifier are hooked up. No radio 


| detector is present to pick up the programs 


but engineers say some action of the guitar 


| and amplifier apparently is causing the 


equipment to act as a detector as well a; 
an amplifier. Above we see June listening 


| to @ program. 


Phantom Music 
Startles Guitarist 


Y all the laws of electricity, you 

can’t amplify a radio program u 

less it’s first been detected, but the 
detector-less amplifier on June Foote's 
electric guitar is doing it, and giving 
her a fine case of musical jitters at her 
home in Greentree, Pa. 

It started recently when June had 
just finished the lilting strains of 
Sweet Lielani and reached for the 
plug which connects the guitar with an 
amplifier. Suddenly, wham, there was 
Cab Calloway hi-de-ho-ing all over 
the place. 

She checked the home radio. It was 
not turned on. And still the music kept 
coming. The jive ended and softer 
music took its place, but it didn’t serve 
to calm the jitters June now has {from 
trying to figure ou the strange be- 
havior of her guitar and amplifie: 

Bewildered, she resolved to ask her 
boss, C. A. Scarlott, editor of the 
Westinghouse Engineer, to explain 
the phenomenon. 

“It may be,” the engineer answered, 
“that radiation is picked up by the 
guitar strings, acting as an antenna, 
and delivered to the grid of the ampli- 
fier tube which, in this case, is demodu- 
lating the signal so as to eliminate 
radio frequency and deliver a strong 
signal to the speaker. The amplifier 
is acting as a detector and demodulator 
instead of serving wholly as an amp! 
fier. Usual oscillations resulting fron 
feed back are absent.” 

The troubled look on June’s fac’ 
didn’t budge. 

“Yes, Mr. Scarlott,” she said. “But 
what makes my guitar pick up radio 
programs?” 

More simply stated, for the benefit 
of June and others of non-technical 
mind, the amplifier tube, apparently 
affected by changes in the circult 
caused when the plug to the guitar * 
slightly loosened, acts to detect radi0 
waves picked up by the instruments 
wire strings which substitute as 4" 
antenna. Such a combination of c'!- 
cumstances is very rare, engineers say. 
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| PARTIAL LIST OF 
DISTRIBUTORS 


L&aH GAS RANGES 
BRANDON COMPANY 
| Little Rock, Ark. 
‘ BUTLER BROTHERS 
Chicago, Ill. 
KEELY, J. M., SALES CO. 
Miami, Fla. 
LIQUID GAS EQUIPMENT CORP. 


San Francisco, Calif. 


L&aH ELECTRIC —L&aH GAS 
GROSS DISTRIBUTORS, INC. 
New York, N. Y. 
JOHNSON ELEC. SUPPLY CO. 
Cincinnati, Ohio 
MAINE INDUSTRIES COMPANY 
gor, Maine 
strange NORTHERN HDWE. & SUPPLY CO.” 
we Menominee, Mich. 


, quller L&H ELECTRIC — ALCAZAR GAS 


> radio AaPLAnECS, .WHotesatens OF 
ORE Portland, Ore. 
grams, 


 Quitar St. Louis, Mo. ' . 
ng the | MONROE HARDWARE COMPANY 
well as New Orleans, La. 
stening MONROE HARDWARE COMPANY ; , ; 
Monroe, Lo. N grandmother’s day, a bride’s proudest possession was a modern 
MAO COMPANY ® Soeitten Wosh L&H range—just like mother’s. “Isn’t it a daisy!” expressed the deep- 


STANDARD SALES COMPANY ‘ rooted satisfaction and pride in owning such an excitingly beautiful 
Wash. ait er" 
a and useful range. Among L&H-traditioned families, time never changed 
L&H GAS — KEROGAS 


HUBBARD COMPANY, S. B. this eye-brightening enthusiasm ...and the L&H penchant for being 
‘of OR: ae Re. constantly modern is convincingly reflected in the striking, feature-full 
Iris Kansas City, Mo. models for postwar. Tomorrow’s L&H owners can say with convic- 
, you vecmeevar (s+ a tion, “It’s orchids for L&H.” Appliance merchants, looking toward the 
- rnd JENKINS WHOLESALE DIVISION future, stand to profit through the alert, aggressive experience which, 
oote’s eniavereaaaa through the years, 70 of them, carved the L&H symbol so permanently 
pot JENKINS WHOLESALE DIVISION } Pres ; ae ; : 
giving Wichita, Kan. ay in family circles. And its position will be jealously guarded! No mark 
at her RE Ne Te os tot ~ is more generally recognized in the cooking and heating appliance field. ’ 


e had KEROGAS i Plan now... write now ...and learn how snugly the L&H line fits into 

ns of BUHL SONS COMPANY the picture you’ve been building in your mind during the past years. 

yr the Detroit, Mich. \ 

ith an FRANKFURTH HARDWARE CO. 

Milwaukee, Wis. 

ee HENDERSON & BAIRD HDWE. CO. 

| over Greenville, Miss. 
HENKLE & JOYCE HOWE. CO. 

It was Lincoln, Nebr. 

ic kept HIBBARD SPENCER BARTLETT 

softer & CO. Chicago, Ill. 

Ape HOUSE HASSON HARDWARE CO. 

Knoxville, Tenn. 


CREST CORPORATION 







































irom 
te LoFAYETTE DISTRIBUTING CO. 
ge Boston, Mass. 
fier MARSHALL WELLS COMPANY 
isk her Duluth, Minn. 
of the MICHIGAN HARDWARE COMPANY 
Grand Rapids, Mich. 
MURCHISON COMPANY, J. W. 
Wilmington, N. C. 
OGILVIE HARDWARE COMPANY 
hreveport, La. 


Ps 
expilall 





swered, 
by the 
ntenna PRESCOTT & COMPANY 

- ampli Boston, Mass. 
emodt- SMITH BROTHERS HDWE. CO. 

— Columbus, Ohio 
SPICOLA HARDWARE CO. 

















iminate 


strong Tampa, Flo. THE SHERIDAN 
mplifier 
duletet WAGNER HARDWARE COMPANY Oni THE BILTMORE 
1 amp 





4 “Bet J. LINDEMANN & HOVERSON CO. 
prado _ MILWAUKEE 7, WISCONSIN a 
» benefit | 

echnical Manufacturers of ELECTRIC RANGES © ELECTR WATER HEATERS © GAS RANGES © OIL STOVES © PORTABLE OVENS © GIL HEATERS + WICKS 
par ntly 
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l 
ABOUT THE STEAM IRONS 


Right now you can sell every electric 
iron you can lay your hands on. 


And STEAM IRONS? What quick, juicy 
profits you could ring up, Mr. Dealer, 


” = IF you had a good round GROSS of 
STEAM-O-MATICS! 


First and Finest But—as things stand—you're lucky if 
your jobber can send you a niggling third 


FIRST fully automatic steam iron...FIRST steam iron of « dee 
embodying features GUARANTEEING ABSOLUTE 

wTiecomiccos: | Sigs We, lees 9 Wiveely Toci-Campeny, a 
iron... The unquestioned leader ia anxious to help you remedy this trying 
quality and performance. py ag situation. It is to our interest to make your 
procurement of steam irons as easy as 
possible. Actually, however, the most we 
can do is to keep increasing our produc- 
tion of STEAM-O-MATICS as fast as we 
can—then do our level best to see that 
they are allocated to distributors on an 


absolutely fair and equitable basis. Just 
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SALES REPRESENTATIVES: 


F.P. McMORROW MARTIN CARLESTEIN & ASSOCIATES L. S. GERSHON 
459-B Hippodrome Annex, Cleveland, Ohio 1150 Broadway, New York City 436 Ridge Building, Kansas City 6, Mo. 
JULES J. DREYFUSS WALTER C. NYE LEO UNGAR 
46 S. W. First St., Miami 32, Florida 1492 Merchandise Mart, Chicago 54, Illinois 310 No. 11th St., St. Louis, Missouri 
McDONALD & SHAW ED. T. LOCKE OWEN WEBB 
513 No. Akard St., Dallas, Texas 205 Hazen Blidg., 9th and Main Sts., Cincinnati 2, Ohio 110 Summer St., Boston, Mass. 


Wester 


ELEC 
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remember—it is still very tough to get Some Steam Iron Facts 
ic . 
both materials and labor. to Remember 
Some Steam Iron Facts You're apt to hear a lot of talk oe ot 
‘y steam irons soon to come on the market. 
You Can Bank On 
of We do not mui oes? of clée As the war draws to a close and more 
trical appliances. This means that all our material becomes available, these reports 
energies and entire production capacity may gain momentum. If so, for the future 
if are concentrated only on making irons. of your own business, remember this: 
rd In fact, so far as we know, ours is the ovly Over 250,000 Steam-O-Matic irons had ° 
plant now devoted exclusively to making been sold to women all over the United 
- electric irons. ; States prior to the war, and are in daily 
| - use throughout the country right now. So 
ng We have a research laboratory now 
: Steam-O-Matic is not a gamble...not a 
ur devoted only to the problem of making , 
n : ee” ng war baby...not a post-war dream. Steam- 
as better irons, and making ironing easier (hay 
¥ O-Matic is pre-war tested and pre-war 
we and faster for your customers. 
om proved. The name to remember as the 
sa So we are iron specialists. If any manu- original and outstanding success in the 
- facturer can produce steam irons, we can steam iron field is STEAM-O-MATIC. 
—and we can get them out and into your 
an aa ~ , y WAVERLY TOOL CO., 115 FRELINGHUYSEN AVE. 
si ands as fast as anyone else can! NEWARK 5,N.J. + FACTORY, SANDUSKY, OHIO 
Another of the TWO IRONS 
Te 
— THAT REVOLUTIONIZE IRONING 
14" 
rats Es a «et 
PRICE 
Years Ahead of Its Time 
Only air cooled iron...Only iron with dual sole- 
plate; for regular or “close” ironing. Only iron 
with side rest. Can’t topple over. Only iron with 
heat adjustment for speed of individual ironer. 
Absolutely accurate heat control. Fully auto- 
matic. 
ty 6, Mo. NYPENNO SALES COMPANY 
508 Chestnut St., Pittsburgh, Pa. 
— FRED C. WOOD 
" Western Merchandise Mart, San Francisco 3, Calif. 
ass. 
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EASY SAFE, 
INSTALLATION The first unit of its 


Needs no base- type listed by the 
ment, no ducts, no ; Underwriters’ Lab- 
sheet metal. + oratories. 


Sold! ...To The Farmer 


CONTINUED FROM PAGE 38 








BETTER 

APPEARANCE 

Nothing visible i PATENTED 

but a neat floor BURNER 

register. No motors or 
blowers, no mov- 
ing parts. 

BETTER AIR 

CIRCULATION 

Drows cool air 

from floors, dis- 

charges warm air 

in living zone. 





With Avtomatic 
Operation, Ther- 
mostatically con- 
trolled. 


LOW FUE COST 


Burns + 3 furnace 
oil, 


aS 


Hundreds of Electric Appliance ner el 
"No Other Heating Unit Equa 


the A oil-Fired 


Floor Furnace 


———, 





_FOR SATISFACT 
_FoR PROFIT TO 


Located in a separate pump house, a | h.p. motor drives 
pump at the shallow well supplying two of the homes on the 
farm. Here, head farmer C. S. Conover adjusts the valves. 








electrical investment. This is a small investment in the cold storage plant 


cold storage plant built to serve this thus totals $3,405., with 442 miles 


DESIGNED ESPECIALLY FOR SMALL HOMES 


In the decade preceding the war, literally tens of thousands of small- 
home owners bought H. C. Little oil-burning floor furnaces—bought 
them because they were a complete, factory assembled, oil-fired 
heating plant, especially designed for small homes, available with 
fully automatic operation and ELECTRIC IGNITION, thermostat- 
ically controlled. Small-home owners had discovered they could now 
enjoy all the comfort, convenience, cleanliness and economy of auto- 
matic oil heat, at a price they could easily afford. 


A “NATURAL” FOR APPLIANCE DEALERS 


Many appliance dealers soon discovered that the H. C. Little oil- 
burning floor furnace was something a large percentage of the public 
really wanted—and that it could be merchandised just like any other 
major appliance. Moreover, customer satisfaction not only contrib- 
uted to big sales increases, but also to high NET profits, because 
service costs were at an absolute minimum. 


PIONEERING LEADERSHIP 
The reason behind such high quality was that H. C. Little had not 
only pioneered the first successful oil-fired floor furnace, but also had 
constantly improved it. These were the first units of their type to be 
listed by the Underwriters’ Laboratories, the first to be granted a 
U. S. Patent, the first with Thermo Limit Control, the first with 
ELECTRIC IGNITION (still an exclusive feature). 


No wonder so many appliance dealers say, “No other heating unit 
equals the H. C. Little oil-fired floor furnace—for satisfaction to the 
user—for profit to the dealer”. 





THINK YOU COULD MAKE MONEY WITH THIS FLOOR FURNACE ? 


Then write for a copy of “How to Get Real 
Profits in Postwar Heating". 














MOC Lilile Burner co. 


Dept. 8 M, San Rafael, California « Branch Offices from Coast to Coast 


farm and to cater to the needs of other covered to procure the equipment 


progfessive farmers in this area. 

The plant, 100 x 40 feet, adjoins a 
grading shed, 60 x 25 ft. Lighting, 
for 18 outlets, cost approximately $100. 

Regarding the plant’s equipment, it 
is estimated that about $2,125 of the 
total amount paid can be allocated 
to the electrical account. The accom- 
panying photos give some of the de- 
tails on the nine motors used in this 
system which was purchased in 
Newark. A 4 h.p. water pump, which 
cost $96., came from the New York 
factory previously mentioned. 

The grading shed contains the fol- 
lowing: an apple grader ($750.) and 
a potato grader ($315.), both of which 
were bought in Englishtown—popula- 
tion under 1,000 and 13 miles away— 
from a dealer specializing in similar 
farm equipment. To get a potato cut- 
ter ($119.), Conover had to drive to 
the factory in Pennsylvania, a round 
trip of 220 miles. 

Exclusive of wiring the electrical 


The final items for Big Brook in- 
clude: A small incubator, purchased 
second-hand, at a hatchery 60 miles 
away; wiring in a storage cellar for 
potatoes, costing $35; wiring to the 
bull pen, about $16; and other miscel- 
laneous wiring between buildings, 
roughly $50. 

Big Brook’s final total for appliances 
and equipment is $6,429.29. The wir- 
ing on this farm cost approximately 
$690. The total mileage exceeds 1,172. 


Current Consumed 


Current consumed in 1944 was 57- 
440 kw.-hrs. 

Looking ahead, Big Brook foresees a 
further investment in work equipment 
the moment manufacturers again get 
up steam. And for more household 
appliances, Mrs. Conover can hardly 
wait—as will be reported in the suc- 
ceeding article. Big Brook’s current 
load is due to soar higher—and soon. 


The Little Farm 








Purchased in Red Bank, nearest 
town, six miles away: toaster ($10.), 
iron ($9.75) and heating pad ($6.95) 
from appliance dealer; four radios 
($34.50, $74.50, $34.50 and $14.95) 
from radio store; sewing machine 
($107.50) from manufacturer’s re- 
tail outlet; heat lamp ($12.50), hair 
curler ($2.98), croup kettle ($3.) and 
spot heater ($5.95) from large drug 


CONTINUED FROM PAGE 39 





store, and film viewer ($2.50) from 
camera store. 

In Long Branch, about 20,000 popu- 
lation and 12 miles away: refrigerator 
($374.50) from refrigeratjon service 
shop. In Asbury Park, about same siz 
town, 20 miles from farm: kitchen 
clock ($4.50) and chafing dish 
($14.95) from department store. 

(Continued on page 96) 
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YOU CAN if the motors are 


G-E—and if you use our 


Factory Service Plans 


If you’re in the business of servicing electric-motor-driven appliances, 
you’re undoubtedly aware of the increasing demands for electric-motor 
service. Perhaps, too, you are finding it difficult to meet these demands 
because of a scarcity of trained repairmen. But despite a shortage of skilled 
manpower, you can get your share of this profitable, growing service busi- 
ness if you are in a position to give quick, satisfactory service. 

These time-tested Plans enable you to repair or replace practically any 
G-E fractional-hp motor that has become inoperative, regardless of the 
type or make of appliance on which it is used. What’s more, you can provide 
this service quickly, economically, and expertly without skilled repairmen. 
G.E. does the actual repair work promptly and reasonably, and you know 
your profit beforehand. 

Back of these Plans is an exchange stock representing more than 1000 
different motor models, to keep in operation the G-E motors on several 
million appliances. 


SEE HOW THESE SERVICE PLANS HELP YOU 


Investigate these simple, profit-making Factory Service Plans. Like 
hundreds of other dealers, you’ll find they’re a sure 
way of maintaining business now; a means of 
building and holding trade for the future. Ask 
your appliance manufacturer or distributor. for 
details today. Or just fill in and mail the handy 


FRACTIONAL-HP  “CUPC®: You'll be glad you did! 
M Oo T oO oe Ss Buy all the BONDS you can— 


and keep all you buy 


GENERAL @ ELECTRIC 





ELECTRICAL MERCHANDISING—AUGUST, 1945 





| Can YOU service fractional-hp motors 


} QUICKLY and PROFITABLY without 
skilled repairmen? 


HERE ARE THE PLANS 


1. The Exchange Plan 


Covers the most commonly used types of G-E 
fractional-horsepower motors. Makes possible 
immediate replacement, from G-E field stocks or 
from your own buffer stock. Replacement motors 
carry the G-E new-motor warranty, except for 
finish. 


2. Special Repair Service Plan 


Provides for factory repair of semistandard G-E 
fractional-hp motors not covered by the EX- 
CHANGE PLAN, at established prices. Enables you 
to make quick, accurate, on-the-spot estimates. 
Repaired motors carry the G-E new-motor war- 
ranty, except for finish. 


3. Regular Repair Plan 


Covers fractional-hp motors not included in 
either of the other two plans, except extremely 
old or obsolete models. Inspection is made at the 
factory, and a cost estimate is submitted before 
work is started. These motors also carry the G-E 
new-motor warranty, except for finish. This plan 
rounds out this G-E service and enables you to 
handle repairs on practically any G-E fractional- 
horsepower motor. 


Company 
Address 


City -- 
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HNSON RUBBER CO. 


middlefield, Ohio 


The Little Farm 
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Another view of farm's large kitchen containing ten electrical appliances, most of 
which receive abnormally hard usage by this family of five. A '/, h.p. motor and 
pump, shallow well type, delivers water to home, four out-buildings and poultry ranges. 


In New York, nearly 100-mile round 
trip: mixer ($21.), washer ($79.), 
waffle iron (about $14.), clock ($12.), 
illuminated globe (about $8.), alarm 
clock ( $8.) and scalp vibrator ($13.50) 
rom department stores. In Newark, 
S0-mile round trip: fluorescent desk 
lamps ($9.85 and $6.) and fan ($22.) 
irom appliance store; and electric train 
(about $50.) from department store. 

A cleaner ($69.75) was purchased 
it the farm from a manufacturer’s 
doorbell ringer and a % h.p. pump 
($70.) from a plumber with an office 
a mile away. 

he totals : $1,026.28 and 1,282 shop- 


ping miles traveled. 
House Wiring 


The 10-room home has four ceiling 
outlets in cellar, four ceiling and eight 
baseboard outlets on first floor, seven 


ceiling and three baseboard outlets o: 
second floor, one outlet in attic, three o: 
porches for a total of 30 outlets. Cost of 
wiring home is not known. Outside wir- 
ing runs to scattered poultry units and 
barn, with total of 17 outlets, plus three 
outside floodlights, and was completed 
at a cost of $151.74. 


Annual Load 


The current load for Harmony 
Farm in 1944 was 2,704 kw.-hrs. 

This may seem like a flock of appli- 
ances for a family of five on a semi- 
subsistence farm but, if present plans 
materialize on schedule, the appliance 
investment here may at least be doubled 
before the end of 1946. Much of the 
equipment and appliances already are 
on order and this forecast does not 
take replacements into consideration. 











Three white circles in this picture indicate the floodlight lamps which at the snap 
of master switch in the home provide abundant light around the farm's four scattered 
out-buildings which were adequately wired with a total of 2! outlets at cost of $15!- 
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Architect: J. Linerd Conarroe 


Photo: C.V. 0, Hubbard 
oo tinn fn e * TIME Subscriber 12-75-AHHO8 - 238 —wiLLiamc.oTTER 
: we owns this house in Chestnut Hill. It has been selected by the editors of 
ty Architectural Forum as one of the recently constructed U. S. homes 
most likely to influence new trends. 
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HE OTTER HOUSE in Chestnut Hill, one of Philadelphia’s With more than twice the average U. S. family’s in- 
choicest suburbs, is a show-room home. It’s the kind of come, TIME families* can afford to own more and better 
home where your best prospects are likely to see the home household appliances. 
appliances you want them to want—being used and enjoyed For instance, TIME families spend 42% more for wash- 
and exclaimed over. ing machines than average U. S. families, 121% more 
Of course, not all TIME’s more-than-a-million families own for mechanical refrigerators, 283% more for vacuum 






homes like this one; but, by and la ners! So, in a very real sense, this market-of-a-million 


ilies sets the appliance buying example for the rest 






p and admires 
4 | guests a year. 


E appLiANncés 
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*TIME-reading families are the best customers of leading department 
stores where home appliances sales bulk large. Such stores as 


=) Hudson Co., Detroit; Hutzler Bros. Co., Baltimore; Rich’s Inc., 
a —_ = Atlanta; The Dayton Company, Minneapolis; Joseph Horne Co., 
i{ & © Pittsburgh; Thalhimer’s Department Store, Richmond; Rike-Kumler 
° | Company, Dayton. Recent surveys show that the best customers of 


these and other well known stores prefer Time to any other magazine. 





ADVERTISING OFFICES © NEW YORK ee CHICAGO « BOSTON @ PHILADELPHIA «© CLEVELAND «* DETROIT © SAN FRANCISCO 
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AIRCRAFT ENGINES ane KEPT 
PURRING WITH CLEAN OIL 


To keep fighters and bombers flying 
from far-flung bases the world ver, the 
lubricating oil for aircraft engin 
is kept clean by frequent eri wth 
portable units powered by gasoline engines. 
One more of many standard ahd 

special applications for Briggs &| Stratton 
4-cycle air-cooled gasoline engines. 


Everywhere they are continuing|to establish 
new performance records — adding to 
their reputation as the world’s fimest small 
air-cooled engines —and iene greater 
utility than ever before on a steadily 
increasing number of gasoline-powered 
appliances and equipment. 


Briggs & Stratton leadership in design, engineering and 
precision manufacture is the result of a quarter-century 
of continuous production of “air-cooled power. ” Manu- 
facturers and users of all types of —— requir- 
ing dependable, rr act gasoline power units 
will find it to call for this experi- 

| ence to help — solve their power problems. 

} BRIGGS & STRATTON CORPORATION 
Mitwaukee 1, Wisconsin, U.S.A. 


te ea 
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HOME PLANNERS' ROAD SHOW IN SESSION —The electrical industry was 
represented at various intervals on this program presented at B an, + 
Among other groups, the home economics department of the Montana State Uni. 


versity took part. 


Montana Barnstorms with 
Home Planning Institutes 


N its own special version of the 

home planning institutes which have 
proved so effective in all parts of the 
West in educating the prospective home 
builder in modern home improvement, 
Montana took its classes on the road. 
The widely scattered communities of 
this area, with building trades concen- 
trated in population centers, made this 
a more practicable method of reaching 
the desired group. 

The event was sponsored by the 
State Department of Home Economics 
Education of which Edith Harwood 
is the state supervisor. Under its 
auspices two-day sessions were held in 
Missoula, Bozeman, Helena, Great 
Falls, Lewistown and Billings. The 
electrical industry was reprtsented at 
three points on the program. 

While a similar program was pre- 
sented in each community, details were 
adjusted, both in meeting time and in 
speakers to the needs of the particular 
locality. The general pattern was for 
a two-day session, covering morning, 
afternoon and evening meetings on one 
day, followed by morning and after- 
noon sessions on the day following. 


Electrical Subjects Given 


Electrical subjects were introduced 
at intervals through the program, D. J. 
McGonigle, general sales manager of 
the Montana Power Company, spoke 
on “Electrical Living in the Postwar 
World,” while the subject of lighting 
in the home was covered at different 
meetings by Mary Weber, home light- 
ing specialist of the General Electric 
Co. and by Jean Waite, home service 
representative of the Montana Power 
Co. In Missoula John Cromer, assisted 
by Mrs. Helen Karnop, home econo- 
mist for the Montana Power Co. pre- 
sented this subject. “Wiring for Safe- 
ty” was handled by R. E. McDonough 
and by John Cromer, both of the Mon- 
tana Power Co. Others who partici- 
pated included the Retail Lumbermen’s 
Assn., the FHA, and the American Red 
Cross. Helen Gleason, chairman of the 
home economics department of the 
Montana State University, also took a 
leading part. 

The value of such meetings is great, 
especially in such fundamentals as 
adequate wiring. 





Meet Clarence Wittmer 
Emerson-Electric Service 


LARENCE WITTMER, national 

service manager for the Emerson 
Electric Mfg. Co., Electrical Division, 
St. Louis, is a veteran member of that 
organization. He got his start as a 
newsboy and attracted the attention of 
the president of Emerson who hired 
him. He started with the company in 
1910 as an office boy, at the age of 15, 
and during his 35 years of employment 
has held many positions in the sales 
and service departments. In 1930 he 
was appointed service manager and five 
years later elevated to national service 
manager. 


CLARENCE WITTMER 


Mr. Wittmer lives with his wife An- 
toinette (popularly known as Bunny) 
in their home in St. Louis. The Witt- 
mers celebrated their 25th wedding an- 
niversary in 1943. Their two daugh- 
ters, Alice and Doris, are the wives of 
staff sergeants, one in the engineers in 
the South Pacific and the other with 
the air corps in the Philippines. 


A “Money” Bowler 


Clarence (“Dutch” to his close 
friends) was in the navy in World 
War I as electrician-radio mate. He 
likes to tinker around the house and 
plays some baseball, when the “limb 
are willing. Bowling during the win- 
ter months is his long suit. He carried 
a 178 average the past season and he 
is known as a “money bowler.” You 
can get a bet on anything, and Clar 
ence is usually on the winning end 

And all on the helpful end too. He 
gave Electrical Merchandising all the 
cooperation needed in preparing the 
service article on Emerson fans that 
appeared in the July issue. 
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Delivery dates on Moe-Bridges Corporation products will be announced just as soon 
as conditions permit. We wish we could give you this information immediately but 
find this impossible in that all reconversion progress must be guided by timely events. 
During the meantime we suggest that you contact your Jobber so that he can place 
your name — oe who will be the first to receive shipments of these two fine 


lines. If your Jobber’s name is not known, write us and we’ll send this to you at once. 
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30 MILLION PRE-WAR 


Westinghouse 


YOUR PROMISE OF STILL FINER ONES TO COME 
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IT TAKES A LOT to excite the — for themselves — Combustio. 


stoker “trade.” A knowing crowd __ neer. So dealers prosper faster than 
they are. But it bas bappened! they had ever expected. 
Dealers everywhere are enthusing 
: over Combustioneer’s post-war Every Medern Technique of 
proposition, over the complete, Sales-Promotion Supplied 
new Combustioneer line, its wealth To capitalize on the utterly vast 
of excellent Selling-Help, and the market for this superior coal- 
ey assured by the limitless mar- _—stoker, we’ve worked for months, 
et for this unique automatic coal _yes, for years, at analyzing dealer 
stoker. , needs for selling materials, and 
Combustioneer sales are so easy. _ then providing a brilliant array of 
People see at once how it revolu- them. See them! 
— 
Wi q 
way that Combustioneer’s Auto- mbustioneers — commercial as 
mT i] i matic Respirator forces measured wel} as domestic models, We've 
x and metered amounts of air hes “2 devised a deal to protect dealer 
round every burning ariscle O profits. We know that stoker sales 
coal. It doesn’t take selling—only = Wit) soon soar by the thousands. 
He mee: ace prospects them- w/e want a permanent, nation- 
Ca I See wide dealer set-up to see that ail 
Dramatic “Breathing” Fuel-bed a seat relief from 
Illustrates Remarkable Achievement A ‘bis a a Wane, to 
in Coal Stoking SS Pe, ane. 
It is elementary to understand how ‘ 












tionizes coal-stoker operation. It is 

simple to see, then understand, Dealerships Still Open 

how ae renga im- _. .. in some areas. If it is, in yours, 
pulse”—how it thereby “loosens you'll find it exceedingly worth 


and keeps the fire free-burning. hil 
: : your while to even re-plan your 
And they like the new, exclusive ost-war merchandising to sel! 











this scientific “agitation” then 
“airiation” extracts considerably LINE COMPLETE Ad 
more B.T.U.’s from every FOR EVERY HOME AND third 


pound of coal! Folks are COMMERCIAL NEED om 
satisfied no longer with the pleme 


old, ordinary method of Home-Models (including _ 
“grinding the coal bin-fed) for from 4 to 14 i 
in,” then leaving it rooms. Commercial Models 
to burn by hook or ranging in size for capaci- 
\ crook, They choose ties from 75 to 1200 Ibs. of 
coal per hour. See them all. 
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AUTOMATIC COAL STOKER 
KEEP ON BUYING 


THE STEEL PRODUCTS ENGINEERING CO 
WAR BONDS 1228 W. Columbia St., Springfield, Ohio 
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WPB Grants Priorities for 148,093 Washers, 


27,993 Refrigerators In Third Quarter 


Additional priorities assistance for 
third-quarter production of 148,093 
domestic washing machines and sup- 
plementary authorizations for the pro- 
juction of 27,993 domestic mechanical 
refrigerators have been assigned, the 
War Production Board reported re- 
cently. 

The assistance for production of 
washing machines has gone to ten 
‘ompanies, and the refrigerator auth- 
orizations to three companies, not in- 
cluded in the earlier third-quarter 
authorizations. 

Total authorizations granted to date 
for domestic mechanical refrigerator 
production in the quarter provide for 
the manufacture of 255,702 units. A 
balance of materials remains, sufficient 
for the production of 9,298 units in 
the third quarter. 

Manufacturers who wish to make 
domestic mechanical refrigerators in 
excess of the quantities for which they 
are assigned priorities assistance may 
apply for permission to do so under the 
“spot authorization” precedure (Prior- 
ities Regulation 25). However, no 
priorities assistance will be given for 
production under PR 25. 

WPB emphasized that the granting 
of authorizations for production with 
priorities assistance does not mean 
that domestic mechanical refrigerators 
will be available on the open market. 
All of these refrigerators that can be 
made in the third quarter are expected 
to be added to the frozen stockpile, and 
will be released by WPB only to meet 
military, hospital and other highly 
essential requirements. Distribution 
restrictions (Limitation Order L-5-d) 
will not be relaxed until production is 
high enough to insure fulfillment of 
these requirements. 

All of the refrigerator manufac- 
turers receiving third-quarter author- 
izations, to date, were engaged in this 
form of production before the war, 
with the exception of the Admiral 
Corp., which has acquired the patents 
of the Stewart-Warner Corp. 

Following is a complete list of 
domestic mechanical refrigerator 
manufacturers granted priorities assist- 


Total Refrigerator Production For Quarter 
Reaches 255,702 Units 


ance for the production of specified 
quantities of refrigerators in the third 
quarter. 


Manufacturers Quantities 
Announced recently: 
Admiral Corp. 7,952 
Crosley Refrigerator Co. 11,067 
Gibson Refrigerator Co. 8,974 


Previously Announced: 
Frigidaire Division, General Mo- 


tors Corp. 56,445 
General Electric Co. 47,501 
Nash Kelvinator Corp. 27,825 
Seeger-Sunbeam, 25,639 
Servel, Inc. 20,272 
Norge Division, Borg-Warner 

Corp 14,369 
Westinghouse Electric Corp. 21,068 
Philco Corp. 12,090 
Ranney Refrigerator Co. 2,500 





Total 255,702 


The domestic washing machine situ- 
ation is somewhat different from the 
domestic mechanical refrigerator situ- 
ation, WPB said. Makers of washers 
are permitted to manufacture without 
WPB authorization, in excess of the 
number of units for which they receive 
priorities assistance, if they can obtain 
the materials for the excess production 
without preference ratings. 

Moreover, washers not needed to 
fill rated military or other orders may 
be made available to the general public 
through normal channels. But since 
materials, components and _ labor 
needed for production of washers will 
be available in varying quantities and 


.at varying times, some months may 


pass before an appreciable amount is 
produced beyond that for which priori- 


ties assistance is given. 


A complete listing follows of do- 
mestic washing machine manufactur- 
ers who have been given priorities 
assistance and the number of washers 
for which the assistance has been 
given, in the third quarter. 


> 
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Manufacturers Quantities 

Announced Today: 
Apex Eectrical Mfg. Co. 35,585 
Beam Manufacturing Co. 9,079 
Horton Manufacturing Co. 4,800 . 
Vidrio Products Corp. 6,600 
Meadows Division, Electric House- 

hold Utilities Corp. 9,295 


Voss Products Mfg. Company, 3,700 
Easy Washing Machine Corp. 32,182 


Altorfer Brothers Corp. 22,360 
Barlow & Seelig Mfg. Co. 17,992 
Chicago Electric Mfg. Co. 6,500 
Previously Announced: 
Nineteen Hundred Corp. 38,821 
General Electric Co. 18,430 
Bendix Home Appliances, Inc. 18,000 
Automatic Washer Co. 6,700 
Dexter Co. 6,400 
Appliance Mfg. Co. 4,900 
Zenith Machine Co. 4,200 
One Minute Washer Co. 3,200 
Westinghouse Electric Corp. 3,200 
The Maytag Co. 38,504 
Norge Division, Borg-Warner 

Corp. 7,842 
Landers, Frary and Clark. 5,600 





Total 303,890 


Materials sufficient for the produc- 
tion of 46,110 domestic washing 
machines remain to be assigned. 


May Apply for Priorities 


Under L-5-c (domestic mechanical 
refrigerators) and L-6 (domestic 
washing machines), manufacturers 
may apply for permission to produce 
with priorities assistance by filing 
Form WPB-3700 with WPB field 
offices. Manufacturers in Group 1 
and 2 labor classification areas who 
employ more than 100 workers are 
required to obtain approval (on Form 
WPB-3820) for the use of labor. 

In granting priorities assistance, 
WPB makes an equitable allocation of 


the total amount of material set aside 
for the 265,000 refrigerators and 350,- 
000 washers in the third quarter. 
Wherever practicable, each applicant 
will receive a pro rata share of his 
productive capacity, based upon his 
facilities and the availability of man- 
power. 


Revoke WPB Order 
On Iron Production 


Manufacture of electric irons has 
been removed from production control, 
the War Production Board announced 
recently. This action was taken by 
revocation of Limitation Order 
L-65-a. 

However, no immediate increase in 
the production of electric irons is ex- 
pected, WPB said, because of short- 
ages of some essential materials, in- 
cluding nickel, stainless steel, phenolic 
plastics and resistance wire. 


Third Quarter Priorities 


WPB will continue to give priorities 
assistance for production in the third 
quarter on the same level as in the 
first and second quarters; to provide 
for the making of approximately 500,- 
000 irons in the quarter. Production 
above that amount must be achieved 
without priorities assistance. 

Order L-65-a prohibited the produc- 
tion of electric irons except in models 
and quantities specifically authorized 
by WPB. Priorities assistance within 
the total quarterly quota was granted 
under the order to individual produc- 
ers. 

Although WPB allotted material 
for the manufacture of more than 
2,000,000 irons in 1944, only about 
800,000 were made that year because 
of the tightness of labor in areas in 
which many of the principal manufac- 
turers were situated. 

Total production of irons for the 
first and second quarters of 1945 is 
estimated at 1,076,000 units. 
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N. Y. Edison Surveys 
Metropolitan Market 


Consolidated Edison Co. of New 
York, Inc., has released its compre. 
hensive study of the economic life and 
the living and buying habits of New 
Yorkers in the four major boroughs 
of the city—Manhattan, Bronx, Brook- 
lyn and Queens. Entitled “Survey of 
the New York City Market,” the 
book contains 124 pages and has 63 
charts, 83 tables, and 87 maps. 


Market Analysis Data 


Consolidated Edison prepared the 
market survey to help every business 
with a product to sell or a service to 
render in New York City. It is for 
the use of department stores and those 
dealers merchandising electric and gas 





appliances, as well as retail stores, Th 
chain stores, banks, real estate busi- ‘ 
nesses, insurance companies, manu- Mi 
facturers, newspapers, advertising its 
agencies, and utilities. It can be used 
as a foundation for market analysis to T 
determine the location and degree of 2 
buying power, outline sales territories, me 
set sales quotas, check sales efforts . 
allocate advertising expenditures, and qui 
to locate stores or other types of —f 
business. 
The market survey is divided into Po 
five parts, the first of which covers 
New York City as a whole, while the anc 
other four sections deal with the Bor- iL 
oughs of Manhattan, Bronx, Brooklyn om 
and Queens separately. fine 
The survey shows the distribution 
of New York City’s manufacturing by rug 
industries, and indicates that New mo 
York does 7.6 per cent of the Nation’s . 
retail business and 23.4 per cent of the thi 
wholesale business. With 6.7 per cent we 
of the country’s population, New York 
does 15.5 per cent of the service busi- S 
ness, which includes laundries, shoe = 
repair, automotive repair, advertising ly 
agencies, etc. Population is classified 
by race and nativity and by age ap] 
groups, and. under employment, the you 


survey gives a breakdown of the in- 
dustry groups local residents work for 
and the jobs they work at 


Housing Census 


Particular emphasis in the survey 
has been placed on housing because 
the type of dwelling in which a family 
lives determines many of its most im- 
portant expenditures. The dwelling 
not only gives an indication of family 
income, but it also shows what space 
is available for equipment and appli- 
ances. It is pointed out that apart- 
ments are generally not as spacious as 
one and two-family dwellings and 
therefore can accommodate less furni- 
ture, less lighting, and so on. 

For each of the 3.343 census tracts 
in the four boroughs of the city sur- 
veyed, the book gives the number of 
residential structures, the number of 
dwelling units, the number of one and 
since rely, two-family houses, the number of 
yICTOR ELE owner-occupied homes, the number 0! 
dwelling units built before 1900, the 
number needing major repairs, the 
type of heating and the fuel used, and 
the number of mechanical refrigerators. 





oy, 
MANUFACTURERS OF VICTRON DESK AND PEDESTAL FANS—VICTRON AIR CIRCULATORS—VICTRON EXHAUST : Schad Heads 
FANS —VICTRON VENTILATORS — VICTRON PORTABLE IRONERS —VICTRON F.H.P. MOTORS 


Richmond League 
V | T 0 R E L E CT RI C A. B. Scuap has been elected presi- 
PRO 


dent of the Electrical League of Rich- 
DUCTS INCORPORATED mond for the coming year. Other 


officers are: A. T. Hove, vice presi- 


DEPT. EM- 845; 2950 ROBERTSON AVE., CINCINNATI 9, OHIO dent; M. D. Tetterton, treasurer, and 
| Walter C. Cottrell, secretary. 
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@ “Wow! This really is a MIRACLE!” 


That’s what you'll say when you see the new 
Miracle Electric Vacuum Cleaner put through 
its paces. 


Try it on a “horrible example’ dirty rug. Im- 
mediately the Miracle touches it, dirt vanishes— 
quick as the tick of a clock! Super-suction does it 
—plus a remarkably efficient revolving brush. 


Powerful—yet gentle to the most delicate rugs 
and carpets. Loaded with features that sell— 
oilite bearing-equipped A.C.-D.C. motor. ..dirt 
finder light... tip-toe adjustment for various 
rug thicknesses... resilient non-breakable 
molded plastic furniture guard. And best of all, 
this Miracle feels so feather-light—25% less 
weight than any prewar model. 


Smartly designed for high sales-appeal. . .sound- 
ly engineered to stay sold... like all Miracle 
appliances. Get the profit-winning facts from 
your jobber... now! 


Also available in non 
_~ electric types 
» Miracle attachments... 
dusting and cleaning 
tools. 


r a 
~< és 


DELIVERIES TO BE ON ALLOCATION BASIS... 


Several Miracle Appliances are almost ready for 
delivery and others will follow in rapid succession. 


A few MIRACLE FRANCHISES still available. 
Mail this coupon for facts 
Pe SBS SSE STS SSE SESS SF 


Miracle Electric Company 


. , 
@ 36 South State Street ‘ 
; 1 











Chicago 3, Illinois 







Yes—I'd like to know how we can get earliest possible delivery of 





Miracle Appliances. 


Store Name 


Address 


State 













City 





Buyer 


Jobber 
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* Designed by Harvey Knuth, one of America’s 
foremost creators of steel kitchen cabinets, the 
Lyon Line scores tops in buy appeal. 


* A completely packaged line, featuring new 
simplicity in layout and construction that cuts 
selling time and costs . . . makes installation 
quick and easy. 


* Minimum stocks provide everything needed 
to make beautiful layouts for practically any 
size and type of kitchen. 


* Advertising and direct selling help by trained 
factory field men that assure Lyon Dealers a 
generous and profitable share of the enormous 
post-war kitchen cabinet market. 

* Write today for pre-view folder, listing units 
and dimensions. Your name will also be put 
on list of progressive dealers to receive cata- 
log (now in work) describing exclusive Lyon 
design and construction advantages. 


LYON METAL PRODUCTS, INCORPORATED 
Genero! Offices: 821 Monroe Ave., Aurora, Ililinois 
Branches and Dealers in All Principal Cities 


LYOW 


HONOR GOVERNMENT OFFICIALS—The contribution of war agencies to wartime 
problems of the refrigeration repair industry were recognized at a recent Washington 
lunch of the National Refrigeration Service Council. Left to right: Webster Powell, 
former manpower officer of OCR, now with the State Dept.; Ton: P. Walker, president, 
Council of Electric Operating Companies; Paul V. McNutt, chairman of the War 
Manpower Commission; W. R. Kromer, chairman, National Refrigeration Service 
Council, and Dr. W. Y. Elliott, vice chairman for civilian requirements, War Produc- 


tion Board. 


The major contribution made by sev- 
eral war agencies and other national 
organizations to the wartime problems 
of the refrigeration repair industry, 
was recognized at a luncheon of the 
National Refrigeration Service Coun- 
cil, held in Washington recently, 
where special presentations were 
made to Paul V. McNutt, chair- 
man, War Manpower Commission, Dr. 
W. Y. Elliott, vice chairman for 
Civilian Requirements, War Produc- 
tion Board, and T. P. Walker, presi- 
dent, Council of Electric Operating 
Companies. A special tribute was also 
paid to Col. George H. Baker, Chief, 
Manpower Division, National Selec- 
tive Service Headquarters, as well as 
to representatives of the Industrial 
Equipment Branch, WPB, and of the 
U. S. Department of Education. 


Manpower Paramount 


Ray Kromer, chairman of the Na- 
tional Refrigeration Service Council, 
presided at the meeting and in making 
special awards, stated that in common 
with most industries, the problem of 
manpower during the war period was 
of paramount importance to the re- 
frigeration industry. He brought out 
that retention of those _ skilled 
mechanics whose years of training and 
experience were required to analyze 
the needs of equipment requiring re- 
pair, to specify the necessary steps to 
be taken, and to train apprentices who 
would be available to fill the vacancies 
of skilled mechanics entering the armed 
forces, presented a very serious prob- 
lem. He stated that both of these 
phases of the industry’s manpower 
problem had been recognized by the 
war agencies and, with their assist- 
ance, a nation-wide training and re- 
cruiting program was organized 
through which men could be hired and 
given a basic training in refrigera- 
tion. 

“Refrigeration in wartime is of 
major importance,” he said, “not only 
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Honor Contribution of War Agencies 
To Refrigeration Repair Industry 


McNutt of WMC, Elliott of 
OCR and Walker of CEOC 
Receive Tribute of Industry 


directly in the war effort, but in the 
home front economy supporting th 
war effort. Refrigeration equipment 
was among the first items to follow 
the troops as they landed on our in 
vasion fronts: blood plasma, serum and 
similar medical supplies were essen 
tial.” He brought out also that ré 
frigeration for food preservation is es 
sential not only for the safety and 
health of both civilian and fighting 
forces, but for the conservation oi 
limited food supplies. 


Maintaining Home Front 


“Equally as important as production 
of new refrigeration equipment,” Mr 
Kromer said, “was the provision fo 
manpower to repair and maintain this 
equipment in efficient operating condi 
tion, and to keep in operation the mil 
lions of existing refrigeration units in 
storage, warehouses, retail outlets and 
homes throughout the country. 

“Without manpower for mainte 
nance and repair of refrigeration 
equipment,” he said, “the industry could 
not have continued to provide its es 
sential services. Through the coopera 
tion of the several war agencies, that 
minimum of manpower was provided 
for repair and maintenance which, in 
spite of the difficulties resulting from 
limitations on repair parts, demands oi 
the armed forces, and the increased r« 
quirements imposed by the war effort, 
was able to meet the demands of th« 
armed forces, war production and the 
civilian economy.” 


Present at Meeting 


Those others present at the meeting 
were: Webster Powell, International 
Labor, Social & Health Affairs Divi- 





Every Retailer Profits 
Four Ways with 
Tested G-E Displays... 


Store surveys and tests prove that it’s good business to use G-E 
Lamp displays...in the window, on the counter, or elsewhere in 
the store. Everybody needs lamp bulbs. Needs them repeatedly. 
. And General Electric Lamps offer a postwar program of compel- 


ling, hard-selling displays with these big profit-making advantages: 





ont Customers buy quality! And General Elec- Want more turnover? Then do more busi- 
i tric displays stimulate quality buying. ness with attractive, attention-getting G-E 
They identify your store and tie-in with displays as pictured above. They build 
consistent G-E national advertising. traffic for lamps and other merchandise. 
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Pull ‘em in! You can . . . with General Electric 
Lamp displays like this. It's a colorful, pre- 
tested G-E display that fits small space any- 
where in your store. 





Use a complete service! A variety of inter- 
esting display material pays off in better 
business. You'll get it... with a complete 
selection of bigger and better postwar 
G-E displays. 





Hear the G-E radio programs: “The G-E All-Girl Orchestra,” Sunday 10:00 p. m. EWT, NBC; “The World Today” news, 
Monday through Friday 6:45 p. m. EWT, CBS; ‘The G-E Houseparty,” Monday through Friday 4:00 p. m. EWT CBS. 
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Booking Orders NOW 


For the Forerunners of America’s 


No.1 Small Radio 


The drive begins! The first step in a great dealer-consumer 
campaign to reaffirm Emerson's LEADERSHIP in Small 
Radio—to hasten the delivery of goods when the “GO 
signal is given. 

With amazing new designs —new cabinet materials — new 
performance features—models for every purpose and every 
purse—the new Emerson line will be in all ways sensational. 
Price and discount policies will be liberal. National and 
cooperative advertising and sales promotion will focus pub- 


lic interest on Emerson FRANCHISED Dealers and lead 
logically to post-war prosperity. 


Only a Few Franchises Open. 
Call Emerson Distributor Today 


wx Fmerson Radio 


and Television 


EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK II, N.Y. 
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paign in Emerson History 


All of America is awaiting this NEWS—and all 
of America will get it in big doses—continuously 
from now on. In leading magazines, newspapers, 
billboards and other media. Ask for copy of big 
broadside which tells the entire story. 


FEimerson Radio @ 


rs ‘Emerson, 
and Television ni 


EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK lI], N. Y. 
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A. Detrola Radio, the pouring forth of eS. 


dreds of thousands of salable units when the 


starting gun booms will not be enough. The 
radio receivers, automatic record changers and 
other fine-featured products from our plants 
must blend service and beauty . . . express in- 
genuity even in details such as engineered 
packaging for safer transit . .. all to serve 


America’s foremost merchants. 


The distinguished Detrola record changer, bet- 
ter than ever, will be made for selected radio 


manufacturers and jobbers. 


INTERNATIONAL DETROLA CORPORATION 


Detroit 9, Michigan 
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FLUORESCENT FLOOR LAMP—Here's 
how the “circle of fluorescent light" call- 
ed "Circline" looks installed in a floor 
lamp together with a 3-way incandescent 
bulb in a glass reflector. Westinghouse 
Lamp Division expects this 32-watt circu- 
lar tube to be popular for reading, sew- 


‘ing and as an aid to general room 


illumination. Separate switches are pro- 
vided for each type illumination. 











sion, Department of State, formerly 
manpower officer, OCR; Philip S. Van 
Wyck, director, Bureau of Training, 
WMC; John J. Tessari, chief, Techni- 
cal Service Division, Bureau of Train- 
ing, WMC; Robert N. Webb, in- 
formation specialist, WPB; Curtiss E 
Anderson, chief Business & Repair 
Service Branch, Service Trades Divi- 
sion, WPB; Gerald W. Weston, chief, 
Electrical and Mechanical Repair Sec- 
tion, Service Trades Division, OCR; 
F. B. Millham, assistant director, Gen- 
eral Industrial Equipment Division, 
WPB; C. M. Stuart, chief, Special 
Equipment Branch, General Industrial 
Equipment Division, WPB ; Col. Chas. 
M. Piper, vice president, Al Paul Lef- 
ton Advertising Co.; J. G. Bariesas, 
assistant to the president, Council of 
Electric Operating Companies; F. J. 
Kelly, Chief of Division of Higher 
Education, U. S. Department of Edu- 
cation; L. S. Hawkins, Director of 
War Production Training Program, 
U. S. Department of Education; Wm. 
G. Hills, managing director, The Elec- 
tric Institute of Washington; and rep 
resenting the National Refrigeration 
Service Council; Warren Farr, Cleve 
land, Ohio; George Roche, Baltimore 
Maryland; and J. S. Bartlett, Wash 
ington, D. C. 


Radio Broadcasters 
Expect a Boom 


Because broadcasting is linked with 
radio sets through the quality of pro- 
gram produced, news of future pros- 
pects in this field is of interest to re- 
tailers. Advertising Age, which 
follows this business, declares that the 
sale of broadcasting business has come 
from $2 million a year a quarter of a 
century ago to $285,100,000 for last 
year, and the rise is still on. 

This business is done by 928 standard 
stations with 23 under construction 
Allocations pending with the FCC for 
new stations total 180. 

D. B. Halpin of the television receiv- 
er sales division of RCA-Victor, gives 
his opinion that within five years after 
commercialization, television should be 
available to 100 million people in 23,- 
700,000 wired homes, covering 82 per- 
cent of the nation’s buying power. 
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The Ginithing Touch 


for your Range of Tomorrow 


— 








SMARTLY 
STYLED 


e@ An attractive, accurate cook- 
ing-timer and clock mechanism 
that can be readily styled to 
match the trim of any modern 
range. 
e A large dial and well-spaced adjusting knobs make it easy to 
read, to set, and to clean— selling features that count. 
@ It allows a maximum cooking time of 8 hours in a period of 17 
hours—another sales point. 
@ Designed for vertical or horizontal mounting, and utilizing the 
famous Telechron* motor. Made in two sizes: with a 3-inch or a 
24-inch dial. 
@ Produced by the largest manufacturer of timing devices-—mass- 
production economies assure low price. 


@ Simple to install, either built- 
in or aS an accessory. 
@ Simple to understand and operate—pull pins opposite the cook- 
ing period desired are pulled out to operate the range; the pull 
pins indicate when the timer is in operation. As cooking is com- 
pleted, the pull pins return to normal position and automatically 
turn off the range. 

Send for Booklets GEA-4418 and 
GEA-4449. For prompt delivery (fol- 
lowing WPB release), order now from 
our nearest office. Apparatus Dept., 
General Electric Co., Schenectady 
5, N.Y. 


*Trade-mark reg. U.S. Pat. Of 


GENERAL ‘\;) ELECTRIC 








SERVICE BUILDS GOOD-WILL FOR EUREKA—Customer satisfaction during war- 
time is being built by Eureka through 16 strategic factory service branches in leading 
cities throughout the country. Above, repairmen are at work in the Minneapolis 
branch. Most jobs have been completed in 48 hours and no cleaner has been held 
over 10-days for servicing. This wartime service policy has been building customer- 


dealer good will which will help insure greater post-war sales. 








Walter Trittipo set down his beer . 


untouched at the 19th hole of Phila- 
delphia’s expensive Pine Grove Golf 
club recently when a long distance 
telephone call réached him. 

It gave him the news that the Fair 
Department Store in Chicago was ad- 
vertising 696 Proctor irons for sale. 

His long distance caller was Willard 
Swaab of the Hyland Electrical Sup- 
ply Co., Chicago distributors. Walter 
felt weak in the knees because for 
months he had been assuring Chicago 
and Midwest dealers that the first 
Proctor irons that came on the market 
would be apportioned out equitably. 
Already, said Willard Swaab, 150 calls 
had come in from dealers hollering 
“baloney !” 


How It Happened 


It happened this way, Walter Trit- 
tipo, who represents Proctor Electric 
Company in Chicago, found out. When 
production of irons was resumed, 
manufacturing stock was distributed 
on a basis of 1941 sales. 

Big customer in 1941 had been a 
chain grocery which at that time sold 
irons to its trade. It received its 
quota. The various grocery execu- 
tives decided to djspose of the stock 
and alert buyers from the Fair Depart- 
ment Store in Chicago snapped it up, 
and advertised it in The Daily News. 

Interesting note was the fact that 
the entire supply was cleaned out in 
one day’s time, Fair executive said. 

On the other hand, Walter Trittipo 
realized that the incident seriously 
undermined the confidence he has been 
building up in the minds of dealers 
who had believed that irons, when they 
were manufactured, would be passed 
out evenly to all retail outlets. Ac- 
cordingly, he called a meeting of all 
Chicago distributors, laid the cards 
on the table, and asked them to aid 
him in revealing that Proctor or its 
distributors had nothing to do with 
this merchandising coup. 

This incident has been just one of 
numerous occasions in which highly 
prized merchandise has been used by 
large stores as prestige builders. In 
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Retailing Enterprise Kicks Over 


Manufacturers’ Apple Cart 


Fair Store Advertises 
696 Proctor Irons 


Toledo, in Detroit, and several other 
cities progressive buyers have picked 
up far greater quantities of irons than 
their normal quotas, much to the an- 
noyance of manufacturers, who of 
course cannot control the channels of 
distribution once the merchandise is 
off their. premises. 


Catalog Selling 


Said Willard Swaab, of Hyland 
Electrical Supply Co., Chicago, “It is 
going to take careful handling on the 
part of manufacturers to avoid a re- 
currence of the situation that prevailed 
in Chicago and other large centers in 
1940 and 1941. Then catalog, whol 
sale selling and many other devices 
made it difficult for a legitimate dealer 
to get his legitimate mark-up. We 
were in an orgy of price cutting that 
made the most highly demanded mer- 
chandise profitless to the retailer 
During the war this situation has been 
cleaned up, and it must not be per- 
mitted to spring up again.” 

Distributors pointed out that while 
catalog and wholesale selling might 
give quick volume to a manufacturer, 
in the long run it would cause the 
retailer to lose interest and turn to 
more profitable merchandise for him- 
self. Taking on a home equipment 
line of a non-electrical nature is giv- 
ing dealers a leverage on which they 
can concentrate when lines are not 
profitable. The quick action by 
Walter Trittipo of the Proctor Elec- 
tric Company indicates that manufac- 
turers are fully aware of the changed 
situation. 


Milwaukee Service Men Elect 


Officers of the new Electrical Ap- 
liance Service Mens Association of 
Milwaukee are: V. J. Cage, presi- 
dent; J. P. Jonas, vice president; 
H. A. Forrestal, secretary-treasurer. 





~~ 


Selling your 
top customers . . 


Because Newsweek reaches the top of the market, the 








most prosperous customers in your community, these and 

leading manufacturers are using its pages to lay important groun THE MAGAPINE OF NEWS SIGNIFICANCE 
work for your selling. Advertisements such as these are steadily 

building acceptance for merchandise you carry among a selected 

group of high-income home owners. Take advantage of this job 


being done in your behalf. Feature products advertised in Newsweek. 
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CHROMALOX Range Units with Snap-on 
Adaptor Rings FIT ALL RANGES. No 


adjustments are necessary. 











Minimum of 
time and tools needed for 











manpower, 








servicing. 




















Insure your customers perfect fit in any 
range opening. Give them CHROMALOX 
and win their lasting goodwill. 


























Famous CHROMALOX Tubulars will be avail- 
able as soon as their vital materials are 
released from war-work. Meanwhile— 
CHROMALOX Superspeed and Heatflo units 
for all ranges are available now. 


















































on new ranges and for replacement 
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CHROMALOX 


Tubulars 





EASY TO INSTALL ON ANY MAKE 
AND SIZE ELECTRIC RANGE 





CHROMALOX 
designed for 
FASTER, BETTER Cooking 
Cutaway of Inconel sheathed 
tube shows the exclusive 

CHROMALOX design 
gives maximum contact cook- 
ing surface. 
7525 Thomas Bivd. 
PITTSBURGH 8, PENNA. 


CHROMALOX 





means CCAVAC Cocki2eg a dé beer” 
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UNIVERSAL INTRODUCES 


“SYSTEMEERING” .. . 


Plan board for Universal's 


new “Systemeering” program meets with W. J. Cashman, director of promotion and 
publicity of Landers, Frary & Clark to discuss the company’s latest dealer program. 
Left to right: Gilbert Goold, Wortman, Barton & Goold, Wm. Allan, Moore Business 
Forms, Inc., R. A. Buchoz, Burroughs Adding Machine Co.; Evans A. McKay, Moore 
Business Forms Inc., F. J. Sparks, Shaw-Walker, F. P. Townsend, Shaw-Walker Co., 
R. D. Hopkin, Moore Business Forms, Dr. O. P. Robinson, N. Y. U.; Rowland Baird, 
Landers, Frary & Clark, A. L. Papworth, Moore Business Forms Inc., W. J. Cashman 
and W. H. Hansen, Landers, Frary & Clark; H. F. Pursell and G. E. Bower, Moore 
Business Forms; W. C. Sproull, Burroughs Adding Machine Co. and William Hines, 


Wortman, Barton & Goold. 


Universal Presents 
Profit Control System 


Landers, Frary & Clark, New 
Britain, Conn., will shortly present to 
dealers, “Systemeering,” a scientific 
approach to the control of retail opera- 
tion designed to help dealers, evaluate, 
modernize and control every day func- 
tions of their selling operations to con- 
serve profits, according to a recent 
announcement by W. J. Cashman, 
director of promotion. 

Dr. O. P. Robinson of New York 
University, School of Retailing, au- 
thority on the subject of retail manage- 
ment and operation has been retained 
by Universal to coordinate the material 
and present it in an interesting, under- 
standable manner in a 40-page port- 
folio available to dealers. 


Cc ai ies C rating 





Cooperating with Universal and Dr. 
Robinson are the Burroughs Adding 
Machine Co., Moore Business Forms, 
Inc., and Shaw-Walker Co., who will 
supply information and cooperative 
counsel related to their products. 

“Systemeering,” like Universal’s 
“Moderneering,” is another that start- 
ed with Universal’s “U” Plan. “Sys- 
temeering” will deal with the funda- 





Radio Quizzes Give Out 
Million Annually 


That radio quiz shows are giv- 
ing the public more than $20,000 a 
week in cash, around $1 million a 
year, was revealed recently by 
James McGuinn, writing in Adver- 
tising Age. 

The big network show is Dr. I.Q. 
which averages $850 in giveaways 
every time it is on the air. Some 
15 of the country’s big stations 
have quiz shows and in all there 
are 270 sponsored programs. Suc- 
cess of these shows is due to the 
impulse to show off one’s knowl- 
edge plus the human instinct to take 
a chance, Mr. McGuinn says. 
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mentals of retail operation, such as 
purchasing, selling, operational and 
administrative functions thru the 
most efficient use of modern methods 
The result will be a picture story of 
retail business broken into separate 
operational brackets (1) the smal! 
business operation requiring a mini 
mum of control (2) medium sized 
business and (3) the large business. 

“Universal’s ‘Systemeering’,” Mr: 
Cashman said, “is designed to handle 
the vitally important subject of retail 
operation and do it in a way that 
should lay low for all time the bug-a- 
boo of business detail and control, 
lack of which causes many retailers 
to trickle away the dollars that spell 
the difference between surplus and 
deficit. ‘Systemeering’ will be a 
graphic simplification of retail opera 
tion and control.” 


L. A. Bureau Retains Range, 
Water Heater Specifications 


In a recent letter addressed to re 
tail appliance dealers and merchant 
plumbers in the Los Angeles area, the 
Los Angeles Bureau of Power and 
Light reaffirmed its belief in the value 
of its electric range and water heater 
specifications which it has maintained 
for many years and compliance wit! 
which is required as a prerequisite to 
wiring allowances, major applianc« 
servicing and rate applications. 

These have been re-adopted, with 
only such modifications as may b 
necessary to permit improvements in 
the design and manufacture of this 
equipment. In the case of the few 
ranges and water heaters now appear- 
ing on the market, the Bureau is re- 
quiring re-inspection and tests of one 
model to assure its conformity with 
specifications. This is to make sure 
that wartime substitutions and re 
strictions shall not have lowered 
standards below those set by the 
Bureau as minimum. 

Warning is being given manufactur- 
ers, and those who may in the future 
may manufacture such equipment that 
these requirements must be met if the 
appliances are to be installed in the 
Los Angeles area. 
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- held in the Speed Queen plant on aircraft 
ae eme precision is already asserting itself as washer 
ini < reconversion gets under way. Speed Queen workers them- 
’ selves are discrediting the “precision” standards of pre-war 
“4 washer production. What was considered a good fit in '41 is 
tail now “‘sloppy.”’ Machine operators and inspectors from one end 
_ of the factory to the other are precision minded. It has become 


a part of their everyday thinking, their normal skill, their 
occupational pride. 

Result: The mechanical perfection of the post-war Speed Queen 
will definitely reflect the close-tolerance standards of precision 
war production. 
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SPEEDO 





QUEEN 


BUILT BY HOME LAUNDRY SPECIALISTS 





BARLOW & SEELIG MFG. CO. ¢ RIPON, WIS. 
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POWER! 


Wir stoker sales past the million 
mark, your opportunity for profits in the stoker 


business is here now and will continue. 


Stokers have been tested, accepted. The demand 
for this coal-saving, labor-saving, time-saving 


convenience is soaring. 


Profits in refrigerators, washing mac 
skyward when a general public acceptance was 


won. Stoker sales are now at that stage. 


It’s your opportunity to cash in on this big mar- 
ket with the complete line of Whiting Stokers— 
the Stoker built from the consumer view- point — 
greater Fire Power at less cost. Only Whiting 
has the exclusive Dual Draft Burner, Smoke and 
Gas Eliminator and 16 other features that mean 
consumer satisfaction—steadily increasing sales 


for you. 


Write today for full details on the profitable 


dealer franchise Whiting offers. 


WHITING STOKER SALES CO. 


Affiliate of Lidgerwood Mfg. Co. (Est. 1873) 
11 So. La Salle Street, Chicago 3, Illinois 


ANNOUNCEMENT 


PAGE 


| 


16 


The Heatrex Division of Whiting 
Stoker Sales Company announces 
the availability of Heatrex Boiler 
Cleaner for national distribution. 
This time-tested product is a 
purgative—a complete physic for 
boilers. Used successfully for 
over 20 years in New Jersey 
homes, schools, churches. 


Domestic and 
Industrial Stokers 


HITING 


(FOR FIRE POWER) STOKERS 


Heatrex is easy to use; cleans 
without draining boiler, shutting 
off heat; corrects foaming, prim- 
ing; dissolves oil, grease, rust, 
heat-resisting substances; pre- 
vents scale formation, pitting, 
corrosion. Sold in 4-lb. contain- 
ers on money back guarantee, 





GIBSON RANGE PRODUCTION LINE—Gibson lost no time in reconverting a por- 
tion of one of its factories when WPB authorized the manufacture of a limited 
quantity of electric ranges. Above, new full width standard size ranges coming off 
production lines of Gibson's Belding, Mich., factory. 





hines, shot 





Trial Installations 
For Room Coolers 


Merchandising of semi-portable 
room air conditioners, on the familiar 
“try before you buy” plan utilized by 
dealers in many smaller appliances, 
will be tried in the postwar period, 
H. F. Hildreth, manager of the Re- 
frigeration Specialties Department, 
Electric Appliance Division of the 
Westinghouse Electric Corp. an- 
nounced recently. 

“The moment wartime restrictions 
relax to the point of permitting us to 
start manufacture of “Mobilaire” room 
air conditioners, our dealers expect to 
start putting them into commercial 
establishments and homes for a small 
installation fee,” Mr. Hildreth con- 
tinued. “If the prospect decides to buy 
the unit, the installation fee is applied 
to the cost. If he should decide that 
he doesn’t want the unit after all, the 
installation fee will help defray the 
cost of the trial installation.” 

The “Mobilaire” is a room air con- 
ditioning unit, which not only reduces 
room temptrature, but also circulates 
air, brings fresh air from outdoors, 
exhausts stale air from rooms, removes 
dust and dirt from the air, reduces 
humidity and shuts out street noise and 
dirt. 


100,000 Needed 


“It has been estimated that the de- 
mand for room air conditioners will be 
at least 100,000 units during the first 
year that unrestricted manufacture is 
permitted,” Mr. Hildreth said, adding, 
“this figure takes in both new installa- 
tions and the replacement of worn out 
or obsolete equipment.” 

A survey conducted by Westing- 
house has shown that, of the 1941 
“Mobilaires” sold by the company, 
45 per cent went into private homes 
and apartment houses, indicating that 
the residential market offers the great- 
est single sale for room air condition- 
ers. Twenty per cent were purchased 
by the commercial market: small shops, 
private offices, banks, schools and hos- 
pitals, while another 15 per cent went 
into professional offices. The remain- 
ing 20 per cent were sold to the in- 
dustrial market for use in private 
offices and small laboratories. 

“In checking these markets we find 
that, all are within easy reach of the 
appliance dealer’s place of business,” 
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Mr. Hildreth continued, “and so the 
“Mobilaire” will be sold through our 
normal distributor-dealer channels in 
the postwar era. These are the same 
outlets that sell the company’s full 
line of appliances. The unit will also 
be sold through department stores and 
specialty dealers.” 


Maguire Industries 
Acquires Meissner 


Purchase for cash of all stock of the 
Meissner Mfg. Co., Mt. Carmel, IIL, 
by Maguire Industries, Inc., and its 
merger into the latter were announced 
recently by Russell Maguire, president 
of Maguire Industries, Inc. 

Meissner, which is well known in the 
radio and communications fields, will 
continue its operations as an independ- 
ent division of Maguire’s Industries. 
Mr, Maguire announced that there will 
be no changes in any of the: policies or 
operations of Meissner except that 
there will be some expansion of volume 
of sales due to the greatly increased 
capital available for this program. 

James T. Watson and George V. 
Rockey, formerly principal stockhold- 
ers, will continue to head the manage- 
ment of Meissner and all other key 
personnel will remain the same. Oden 
F. Jester continues as sales manager 
of the Radio-Phonograph Division of 
Meissner. Ray Hutmaker continues 
as Mr. Jester’s assistant and Godfrey 
Wetterlow as eastern sales manager 
of the Radio-Phonograph Division. 


Thordarson Merged 


Merger of the Thordarson Electric 
Mig. Co. of Chicago into Maguire 
Industries, Inc., as a new transformer 
manufacturing division of the latter 
was also announced by Mr. Maguire. 

L. G. Winney, formerly first vice- 
president and treasurer of Thordar- 
son, has been elected a vice-president 
of Maguire Industries, Inc., and will 
be general manager of what will be 
known as the Thordarson Electric 
Mfg. Division of the company. 

The 50-year-old Thordarson com- 
pany* was acquired last March by 
Maguire Industries, Inc., but until 
now has been operated as a separate 
entity. 
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PLAN TO HANDLE THE QUALITY LINE 


Grand cas RANGES 


Albany, New York, Henzel-Powers Company 

Altoona, Pennsylvania, Electric Appliance Distributors 
Amarillo, Texas, Dulaney Distributing Co. 

Atlanta, Georgia, The Yancey Company, Inc. 
Baltimore, Maryland, Jos. M. Zamoiski Company 
Bangor, Maine, Maine Industries Company 

Billings, Montana, Billings Hardware Company 
Binghamton, New York, Morris Distributing Co., Inc. 
Birmingham, Alabama, Alabama-Florida Distributing Company 
Boston, Massachusetts, Northeastern Distributors, Inc. 
Buffalo, New York, Joseph Strauss Company, Inc. 
Charleston, West Virginia, Eskew, Smith & Cannon 
Charlotte, North Carolina, McClain Distributing Company 
Chicago, Illinois, Wakem & Whipple, Inc. 

Cincinnati, Obio, Griffith Distributing Corporation 
Cleveland, Obio, Cleveland Distributing Company 
Columbus, Obio, American Sales & Distributors, Inc. 
Dallas, Texas, Radio City Distributing Company 
Dayton, Obio, American Sales & Distributors, Inc. 
Denver, Colorado, Radio & Appliance Distributing Co. 
Des Moines, Iowa, A. A. Schneiderhahn Company 
Detroit, Michigan, Buhl Sons Company 

Dodge City, Kansas, Mullin Furniture & Appliance 

El Paso, Texas, W.G. Walz Company 

Erie, Pennsylvania, Young Brothers 

Evansville, Indiana, Kentworth Corporation 

Everett, —— Washington Stove Works 

Fort Wayne, Indiana, The Wayne Hardware Company 
Grand Rapids, Michigan, J. A. White Distributing Company 
Harrisburg, Pennsylvania, Jules Alexandre, Inc. 
Hartford, Connecticut, Roskin Distributors, Inc. 
Indianapolis, Indiana, Griffith Distributing Corporation 
Kansas City, Missouri, Federal Distributing Company 
Knoxville, Tennessee, C. M. McClung & Company, Inc. 
Little Rock, Arkansas, Gunn Distributing Company 
Los Angeles, California, Gough Industries, Inc. 
Louisville, Kentucky, Kentworth Corporation 

Memphis, Tennessee, McDonald Brothers 

Middletown, New York, Roskin Brothers, Inc. 
Milwaukee, Wisconsin, Radio Specialty Company 
Newark, New Jersey, Apollo Distributing Company 
New Orleans, Louisiana, Radio Specialty Corporation 
New York, N. Y., Times Appliance Company, Inc. 
Norfolk, Virginia, Bowers Wholesale Corporation 
Oklahoma City, Oklaboma, Dulaney Distributing Company 
Omaha, Nebraska, Major Appliance Company 
Philadelphia, Pennsylvania, Judson C. Burns 

Phoenix, Arizona, W.G. Walz Company 

Pittsburgh, Pennsylvania, J. A. Williams Company 
Portland, Oregon, Washington Stove Works 
Providence, R. 1., 1. Feldman Company 

Rochester, New York, Beaucaire, Inc. 

Sacramento, California, Dalco Appliance 

Salt Lake City, Utah, Flint Distributing Company 

San Antonio, Texas, Southern Equipment Company 
San Francisco, Cal., Dallman Supply Company 
Shreveport, Louisiana, Interstate Electric Company 
Sioux Falls, S. D., Rudning-Robertson Company 
Spokane, Washington, Washington Stove Works 

St. Louis, Missouri, The Artophone Corporation 

St. Paul, Minnesota, Motor Power Equipment Company 
Syracuse, New York, Morris Distributing Co., Inc. 
Toledo, Obio, Gerlinger Equipment Company 
Washington, D. C., Columbia Wholesalers, Inc. 
Wichita, Kansas, Federal Distributing Company 
Wilkes-Barre, Pennsylvania, R. B. Wall Company 
Williamson, West Virginia, Persinger Supply Company 
Williamsport, Pa., Electric Appliance Distributors 


WHEN PEACE comes, mt wit st Caan 


Caand 


GAS RANGES - ""200..7 








NOW FOR A COLD BOTTLE OF BEER—Thirty-six 9-cu. ft. Westinghouse refriger- 
ators are installed in the post exchange of a bombardment group of the Army Air 
Forces on Saipan. Several insure cold beer for flyers and ground crew, according 
to a letter received by Westinghouse Electric Supply Co., Los Angeles, from a cap- 
tain in the outfit. Each refrigerator accommodates about 250 bottles or cans of 
beer, “so the men are kept pretty well supplied", the captain wrote. 














R.E.A. Advises Its Co-ops 
Not to Sell Appliances 


Cooperatives operating rural electric 
systems financed by REA loans have 
been advised by the Rural Electrifica- 
tion Administration that they should 
not undertake merchandising of electric 
equipment unless necessary. REA has 
released a policy statement which 
recommends that the REA coopera- 
tives collaborate with commercial 
dealers on an impartial basis. 


Co-ops Can Help Declers 


Ways in which the REA coopera- 
tives can help dealers to serve better 
the rural market are listed in the REA 
report, “Helping Farmers to Get 
Equipment.” 

Some of the suggestions are: 

“Collaboration by a distributing co- 
operative should be impartial; with 
all dependable dealers and not with a 
selected few. It can be expressed in 
many ways: by conferences at which 
is fully explained the potential market 
represented by members, how wide a 
range of equipment will be in demand, 
the varying degrees of saturation of 
the various items—even the names of 
members for circularizing purposes if 
given to all dealers alike. Space in the 
Cooperatives’ offices can be offered 
for display of dealers’ samples. It is 
especially necessary that dealers be 
stimulated to make adequate provision 
for servicing, and the dependability of 
each in this respect should be a matter 
of observation and stimulation. The 
attention of dealers should be called 
to the possibility of financing members’ 
purchases on an installment sales basis 
through Section 5 loans of REA by 
special arrangements through the 
electric distribution cooperative.” 


R.E.A. Policy Outlined 


REA policy on merchandising is set 
forth in the following excerpts from 
the REA report: 

“When independent dealers in the 
areas of a system are sufficient in num- 


Urges Instead Cooperation 
With Local Dealers 


ber, carry needed lines at reasonable 
prices, and service effectively the elec- 
tric equipment they sell, reliance on 
such dealers is unquestionably the best 
as well as the safest policy for a co- 
operative. The cooperative can bring 
its influence to bear by stimulation of 
dealers to carry sufficient lines, sell 
at reasonable prices, and provide for 
proper servicing. The cooperative 
can operate in various ways that will 
be suggested in another section. 

“In some areas distribution coopera- 
tives feel compelled by circumstances 
to assume the risks of merchandising 
electric equipment. There may not be 
a sufficient number of private dealers ; 
those that exist may not carry an ade- 
quate number of items and may fail to 
respond to the suggestion of the co- 
operative that they enlarge their lines ; 
prices may not be favorable; servicing 
may be neglected. Servicing of equip- 
ment purchased by members from com- 
mercial dealers may be forced on the 
distribution cooperative by insistence 
of the members, in which circumstance 
the cooperative feels that it is com- 
pelled to compensate itself for such 
costs by taking on the selling phase of 
merchandising. 


Co-op Should Weigh Risks 


“Before making a decision to engage 
in merchandising of electrical equip- 
ment, the distribution cooperative 
should weigh all the risks and provide 
for avoidance of mistakes. The risks 
are numerous: merchandising calls for 
special aptitudes and skilis (a large 
proportion of retail enterprises fail) ; 
it may lead to violation of state laws 
or of the cooperative’s charter; the 
non-profit status of the cooperative 
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Travel with Trav-Ler 


Wren you hear “Rhapsody in Blue”, you think of 

Paul Whiteman. Likewise, Trav-Ler radios will be 
associated with reception that’s a rhapsody of sound... 

so natural and full-ranged, that listening is like traveling 
from home to studio. Designed for looking, too, will be 
Trav-Ler’s postwar models in AM and FM radios... 

all priced with an eye to volume business. Future - 

minded dealers are invited to write. 


TRAV-LER KARENOLA RADIO & 


TELEVISION CORPORATION 
General Offices: 571 W. Jackson Bivd., Chicago 6, Ilinois 
Factories in Orleans and Bedford, Indiana 
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RADIOS 


KARENOLA 


RECORD PLAYERS 


Paul Wh : 
“Radio Hall of Fame’, 
Blue Network 
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_— a General Electric Alarm Clock. It wakes 
people up! And it’s waiting to see if you're awake! 











Not just up and moving around, but wide awake to 








your opportunities ... aware that the greatest expan- 





sion in the entire clock field should be in electric alarm 


clocks! 




















@ Only 21% of the women questioned in a recent sur- 








vey owned electric alarm clocks. 








@ But 69% said they would buy an electric alarm if they 











were buying a new alarm clock! 








Think of that in terms of your customers! Where only 








2 out of every 10 people owned an electric alarm clock 











before the war, today 7 out of 10 prefer them! 

















They want General Electric! 











In a survey to determine brand preference, G-E was 





first choice for electric clocks by more than 2 to I! 























General Electric Clocks 


The clock most women want most 





























0. P. A. Ceiling Price $4.95, plus tax 


THE CLOCK THAT WAKES UP DEALERS, T00 


We're working to build that preference still higher. 
Regular advertisements are running in Collier's, Liberty, 
Look and Cosmopolitan. And your customers hear 
about G-E Clocks on Two National radio programs every 
day from Monday through Friday: 


e “The G-E House Party,” one of the biggest day- 
time radio programs on the air, a laugh-filled audi- 
ence-participation show. 

e “The World Today,” popular news broadcast at 
6:45 p.m., E.W.T., “G-E clock time.” 


That growing preference for G.E. is one reason you'll 
want to plan your clock department around a full line 
of G-E Clocks. General Electric Co., Bridgeport, Conn. 
FOR GOOD LISTENING: Don’t miss Art Linkletter, in “The 
G-E House Party,” every afternoon, Monday through Friday, 
tp. m., E.W.T., CBS. “The G-E All-Girl Orchestra,” Sunday, 
10 p. m., E.W.T., NBC. “The World Today,” News, Monday 
through Friday, 6:45 p. m., E.W.T., CBS. 


FOR FINAL VICTORY—BUY AND HOLD MORE WAR BONDS 


GENERAL ¢3 ELECTRIC 
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and its freedom from certain taxes may 
be adversely affected; ability to licyj- 
date the government loan may be 
jeopardized; the good will of estab- 
lished commercial dealers may be lost 
and public relations impaired ; the good 
will of members may deteriorate jf 
they are restricted in freedom of choice 
of items; even the control of the co- 
operative by its own members may be 
weakened by unwise arrangements with 
suppliers or financing agencies. 

“Before deciding to engage in mer- 
chandising of electric equipment, the 
distribution cooperative should con- 
sider every aspect of the problem and 
all alternatives under each aspect. The 
principal aspects of the problem are: 
(1) The best manner of making equip- 
ment available to members, in adequate 
range, at reasonable prices, and with 
dependable servicing ; (2) Provision of 
capital for setting up the merchandis- 
ing undertaking: (3) Provision of 
capital for financing consumers’ pur- 
chases on a partial payment basis; and 
(4) How adequate servicing is to be 
provided. That combination of alter- 
natives should be adopted that involves 
the least risk in status, good will and 
finance to the cooperative 


Should Survey Area 


“Before considering any other man- 
ner of helping members to obtain equip- 


‘ ment, the directors of a distribution 


cooperative should survey the system 
area to discover whether local dealers 
are sufficient in number and carry 
lines to meet the needs of members, or 
by collaboration can be stimulated to 
meet these needs. It should be borne 
in mind that leading manufacturers 
have come to recognize the opportuni- 
ties in rural markets, are designing 
items of electric equipment to fit the 
requirements of rural users, and are 
carrying out plans to increase the 
number and improve the quality of 
their retail outlets as soon as peacetime 
conditions are restored.” 


N. Y. Radio Dealers 
Association Formed 


Certificate of incorporation was 
granted recently to the Radio & 
Electronic Dealers & Servicemen’s 
Association, Inc., in the State of New 
York. 

Purposes of the association are to 
promote and place radio, television 
and television dealers and servicemen’s 
industry in Metropolitan New York 
on a more substantial basis; to im- 
prove techniques by interchange of 
information between members; to 
carry on a public relations program 
designed to acquaint the public with 
the aims and objectives of the asso- 
ciation; tg increase cooperation among 
dealers and servicemen in the indus 
try; to foster and improve sales of 
radio, television and other electrical 
supplies, equipment and services; to 
settle equitably and justly differences 
between members of the organization 
and the public; to unite radio dealers 
and servicemen for the purpose of 
maintaining a compact, centralized 
agency to act in unison and agree 
upon all matters affecting the good 
and welfare of the industry. 

Directors until the first annual meet- 
ing are: Ben Soskel, 512 Bradford St., 
Brooklyn, N. Y.; Irving P. Horo- 
witz, 1044 Rutland Rd. Brooklyn; 
Percy Dolson, 453 Macon St., Broo! 
lyn, N. Y.; Zackary Krates, 12! 
Newkirk Ave., Brooklyn; Bernard 
Fried, 1520 E. 24th St., Brooklyn. 


to 
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So are the Wilcolator Thermostats operating in 


THE WORLD’S TOUGHEST TEST KITCHEN 


N THE VAST WAR ARENA—the 
| world’s toughest test kitchen—W ilco- 

lator instruments have made an 
impressive record. They have main- 
tained precision performance under 
the most gruelling conditions—have 
shown adaptability to a wide range of 
applications. 


AIRCRAFT? Wilcolator has provided 
thousands of war planes with depend- 
able inverter controls, fire detectors and 
thermostats for heaters and duct sys- 
tems. COMBAT TANKS AND AR- 
MORED CARS? Wilcolator’s unfailing 
performance materially lessens the like- 
lihood of failure in their fire detection 
equipment. GUNS? Wilcolator’s heater 
thermostats are important factors in 
firing effectiveness. ORDNANCE? The 
value of highly specialized knowledge 
is well demonstrated by the part Wilco- 
lator has played in the production of 


intricate and accurate mechanisms for 
ordnance use. 


POST WAR? Wilcolator’s first concern 
is to keep its products on the firing line 
until all firing ceases. Meanwhile, 
Wilcolator’s research engineers are 
making definite progress in postwar 
planning. The studies they have con- 
ducted, the tests they have made, the 
designs they have prepared . . . they 
presage for postwar appliances a stan- 
dard of temperature control measurably 









beyond the highest standards of the 
past. Even now—as the result of the 
valuable lessons learned in the war— 
Wilcolator is ready to put into produc- 
tion the types of temperature controls 
that peacetime ranges and other prod- 
ucts must have. 


At the coming of peace, you will find it 
to your advantage to use Wilcolator 
Products on the appliances you sell. 
The Wilcolator Company, Elizabeth, 
New Jersey. 


WILCOLATOR 
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AUTOMATIC WASHER GETS “E" AWARD—At the Army-Navy “E" Award cere- 
mony Automatic Washer Co., Newton lowa, recently gave special recognition to 
several employees—a fighter seriously wounded at Eniwetok, a mother who lost her 
son on D-Day, a mother of four sons, and a long-time company representative with 
three sons overseas. Left to right: Maj. A. B. Fowler, Wallace Compton, who accepted 
for the employees; W. N. Gallagher, president and general manager; D. M. Burn- 
field, veteran employee, and T. F. Robinson, service manager. 





G. E. Honors Gerard Swope 
with Scholarship Fund 


Final Exam 


at RHEEM 


T THE RHEEM LABORATORY in Pasadena, Califor- 
A’ nia, a staff of experts keeps one eye on today, 
the other eye on the future. 

Here the Rheem Laboratory Group spot-tests 
every part of every appliance in the line. Pictured 
above is a step in this “final exam” of Rheem products. 
From this Gas Control Panel, the operator can direct 
any type of gas—natural, manufactured, or liquefied 
petroleum — to any station on the testing line. 

Accelerated tests are made to determine how heat- 
ers and other equipment will perform after several 
years of normal service. Other tests with the finest 
most sensitive instruments show the way to greater 
safety and efficiency. Count on it, any appliance that 
gets by these skeptics has to be good! 








That’s the eye on today — keeping a rigid control 
on Rheem quality. 

The eye on the future is Rheem research. Even 
now with our manufacturing facilities devoted almost 
wholly to war materials, this search continues for 
greater safety, increased economy and higher quality. 


In your plans for the future . . . include Rheem 


RHEEM 


MANUFACTURING 
COMPANY 


ry Malet wwarkot 


Executive and General Sales Offices 
New York-+ San Francisco+ Los Angeles 
Chicago « Washington, D.C. 
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To assist in higher education and 
fundamental research work in scien- 
tific and industrial fields, a fund of 
$400,000 has been set aside by the 
directors of the General Electric Co. 
to be known as the Gerard Swope 
Foundation. Mr. Swope served as 
president of General Electric for more 
than 19 years, from May, 1922 until 
the close of 1939, and for an addi- 
tional two years in 1942-44 he re- 
turned to head the company when C. E. 
Wilson, now president, was acting as 
executive vice-chairman of the War 
Production Board. When he resigned 
at the close of 1944, Mr. Swope had 
also served as a director of the com- 
pany for more than 22 years. 

The directors announced that the 
new foundation was created “as an 
expression of appreciation of Mr. 
Swope’s great contribution as _ the 
leader and inspiration of the General 
Electric Co. for so many years, and 
as a means of making this appreciation 
of enduring and constructive benefit 
to the company and to the electrical 
industry.” 


How Income Will Be Spent 


It is proposed to utilize the income 
of the foundation in the following 
ways: 


In granting loans or scholarships to em- 
ployees and to the children of present or 
former employees of the company and 
its affiliated companies, to help them 
pursue their work in any field of study 
and in any approved university, college, 
or technical school in the United States 
that they may select; 

In granting graduate fellowships to the 
same classifications of individuals to be 
used by the recipient for graduate work 
in industrial management, engineering, 
the physical sciences, and in any other 
scientific or industrial field; 

In granting loans, scholarships, or fel- 
lowships in any of the above fields to 
any other person that may be deemed 
worthy of assistance; 

And finally, in granting graduate fel- 
lowships, to make contributions to the 
university, college, or technical school to 
help in defraying the cost of equipment 
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$400,000 Set Aside 
In New Foundation 


and material, especially needed in con- 
nection with a research project. 


Applicants for loans, scholarships, 
and fellowships will be considered not 
only from the standpoint of academic 
attainment and financial needs, but also 
as to character and personal qualifica 
tions for deriving the greatest good 
from the continuation of their studies 
The grants will be made without re 
gard to sex, color, creed, or national 
origin. 


Webster-Chicago Appoints 
Neuert and Associates 


Appointment of H. Neuert & Asso- 
ciates as their export representatives 
has been announced by Webster-Chi- 
cago Corp. of Chicago. The Neuert 
organization, 32 West Randolph, Chi- 
cago 1, is well-experienced in radio 
and electrical fields. 





Shox The Fox 


An electric fence will keep foxes 
out of your poultry yard, if you 
rig it the way farmers in Massa- 
chusetts do. 

They string a single wire on in- 
sulators mounted on short posts 
about 20 feet apart. The wire is 
tight, and about eight inches off 
the ground, and 12 inches in front 
of the regular poultry netting fence 
around the chicken yard. 

Foxes, reports G. T. Klein, of 
Massachusetts State College, will 
not dig under the regular fence 
when the electric fence is working 
properly. To make sure it is work- 
ing, the grass under the electric 
wire should either be kept cut, or 
killed by use of a weed killer (half- 
and half creosote and kerosene is a 
good mixture). 
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Automatic is now ready to sign distributors to an exclusive franchise. If 
you qualify, we will give you exclusive territory in which to handle both 
the Automatic and Tom Thumb lines. 


With twenty-five years of successful manufacturing experience on which to 
draw—plus enlarged research and experimental laboratories—with new 
skills and manufacturing methods developed by the urgency of war— 
Automatic Radio will deliver to you better-than-ever Automatic and Tom 
Thumb Radios soon! 


Write or wire for details today. Act now!!! 


Automati 


RADIO MANUFACTURING CO., Inc 
122 Brookline Avenue, Boston, Mass. 
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Self-Starting Eleetries with motors | 222% 


Philip L. DuBoff, past president 
of the National Housewares Buyers 


completely sealed in oil—reliable, accurate, quiet, | <=, ¢s"= ts 


tional Retail Dry Goods Associatio 
and member of long-standing of th 


low priced, dependable, beautiful. ——e 
These and many other’ 
fast sellers will he 
available again when 
we finish our war jobs. 


THE E. INGRAHAM COMPANY PHILIP C. DUBOFF 
BRISTOL, CONN. 





of the Associated Merchandising 
<SD-179—a self-starting electric desk clock, walnut | Corp., has announced his resignation 
or maple finish, Roman numeral dial with floral dec- after 15 years as manager for the 
orated corners and gold colored lacquered sash. A most major appliance, vacuum cleaner and 
graceful Early American design. bulk housewares department at Bloom- 
ingdale Brothers, New York City 
effective August Ist. 

Mr. DuBoff now intends to put a 
plan he has evolved over a period of 
many yeafs into operation. This is 
aimed at reducing distribution costs of 
major appliances, enabling both re- 
tailers and manufacturers to meet in- 
tensive competition with utmost pro 
tection for themselves, the consumer, 
and the future of their business. 


Heads Carson Pirie Scott 
Appliance Division 





Lawrence M. Brock has been named 
as manager of the new home appliance 
division of Carson Pirie Scott & Co., 
Chicago department store. 

The store has announced that its 
new home appliance department will 
occupy about 12,000 sq. ft. of floor 
space. It recently devoted al of its 
windows on State St. and Wabash 
» SST-6—a streamlined self-starting electric yp Avenue to elaborate displays of home 

Tambour in very fine figured walnut case. " appliances 


, borrowed of course. 
Silver plated dial and gold plated sash 


Before joining Carson Pirie Scott 
Mr. Brock spent ten years with the 
John Schillito Co. of Cincinnati, and 

— > SK-19—self-starting electric kitchen clock, 


64%" wide and 7” high. Tilted dial to improve was once in the hardware business at 
visibility a P : - Loveland, Ohio 


y SA-13—a smart miniature self-starting alarm 


with case of grained plastic. Silvered metal 4 iY ‘ B. B. Bishop peaorwer 
dial and gold colored bezel, 3%" high, anneal 





Burl B. Bishop has been appointed 

manager of the major appliance divi- 

sion of Interstate’s 40 department 

stores, it has been announced by N. O 

Wasson, vice president. He will live 

in Chicago. For ten years Mr. Bishop 

trmy-Havy Over 90% was with the St. Paul House Furnish- 
“EB” renewed Buying ings Co., and previously with Sears 


twi: wi War Bonds . 
Mipdiiees on Payroll Plan —-. pl. ny A. Pick has been 
m s “ 


Stoker Men to Meet 
In Chicago August 22 


The Stevens Hotel, Chicago, will be 
the site of the annual meeting of the 
Stoker Manufacturers Association on 
August 22. Attendance will be re- 
stricted to members and associate 
members of. the association. 
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_ = met Mrs. Garrett. 
She suffers from the “‘maybes.” 


Maybe she'll take this. Maybe that would be 
better. 


You stand on one foot. You stand on the other. 
But Mrs. Garrett doesn’t stand. She flits—from 
one thing to the other. 


Then—aha! Her wandering eye lights on the 
Good Housekeeping Guaranty Seal—and she’s 
headed toward a decision. 


For the Good Housekeeping Seal gives Mrs. G. 


the “come-on.” 


She feels a greater confidence in merchandise 
that carries this little seal. 
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Mrs. Garrett gets the come-on" 


To her—and to millions like her—this seal isa 
“go-ahead-and-buy” signal. 


Such faith is no accident. 
It is the result of painstaking effort on our part. 


Women have faith in the Good Housekeeping 
Seal because they know we give this seal to no one 
—the product that has it, earns it. 


This seal acts as your customers’ 


Good Housekeeping 


The Homemakers’ Bureau of Standards 


“‘green light’’ to go ahead and buy. 











\ 
















mt 
<< “a 
Guaranteed by ” 
Good Housekeeping 
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WV BENDIX RADIO ADDS NATIONWIDE POSTER 
SHOWINGS TO ONE OF THE BIGGEST NATIONAL 
ADVERTISING CAMPAIGNS IN THE INDUSTRY 
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Because Bendix Radio believes that actions speak louder than 
words, it is forging ahead on all fronts with one of the biggest 
advertising and merchandising programs in the history of 
radio. As an added feature of the Bendix million and quarter 
dollar program, the Bendix message will appear on the streets, 
highways and byways of America in a nationwide poster 


campaign. This is the kind of backing you want in the months 


ANOTHER REASON WHY 
QUALITY DEALERS ACCLAIM BENDIX RADIO 


vito 








and years ahead. This is the kind of backing you must have 
when competition gets keen. And Bendix Radio dealers will 
have it today and tomorrow because Bendix sights are fixed on 
the years ahead. Get the whole Bendix Radio story. Like every- 
thing else about this world-famous organization it’s big, sound, 
exciting. Write direct to Bendix Radio Division, Bendix Avia- 


tion Corporation, Baltimore 4, Maryland. 


Listen to “MEN OF VISION” Sundays 7 P.M. E.W.T. CBS. 





—$— > — 
(BENDIX RADIO} 


. SS-—-. 





Banaiv 


zHE REAL VOICE OF 


k2aQ/0 








AVIATION CORPORATION 











PRESTIGE... PROFITS . . . PERMANENCE! 
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Dealers 304" 
SELL VOSS - 


eliminate service worries 


f| 


PAGE 
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HERE'S JUST ONE OF THE REASONS 


~N 


FOR VOSS LONG LIFE 











Se7 


Availabie in Electric . 
and Gas Engine Models £ 


vb ha 
a 
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‘ SS § 


Unmatched in 14 years 
of actual bome use. 


The VOSS Auto Type TRANSMISSION 
needs less servicing 


Post-war times will be busy selling times. With VOSS you 
will be free from service worries. Investigate, for instance, 
the VOSS Auto-Type Transmission. Tests prove it 25% 
more efficient. Spiral cut gear drive provides the best in 
engineering . . . same efficient type used in automobiles. 
Rolling action, virtually no friction. No dragging action. 
Less power used, lower operating costs. Fewer moving 
parts mean less servicing; longer, trouble-free operation. 


The VOSS Floating AGITATOR. 
Exclusive VOSS feature. Suds float. 
Clothes float. VOSS Agitator floats. 
Dirt goes down, out of clothes. 


The VOSS Electro-Safe WRINGER 
—World’s Safest. The only wringer 
that provides instant contact release and 
stops everything on machine. 


Excerpts from letters 
now in our files: 


‘after fifteen years 
no repair on VOSS” 


“based on service records 
the VOSS Washing 
Machine ranks bighest’’ 


first replacement on 
our VOSS after 22 years 


service’ 


FRANCHISES Voss Distributors will, of course, 
protect all present authorized dealers. However, 
there may be a Franchise available in your locality. 


+s SAFE 


ry OSS 


Time TESTED 


Ask us for name of your distributor. Act now! 
i, Get ready for post-war profits! 
Na 


voss BROS. 


DAVENPORT, 
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DESIGNED FOR POST-WAR HOME—The new G. E. large-screen television receiver 


is ready for manufacture as soon as war conditions permit. 


Picture above shows 


dancer Beatrice Kraft as she appeared in a special television program to demonstrate 


operation of set. 


G. E. Previews Television Receiver 
and Electronic Reproducer 


Two new General Electric electronic 
developments for the post-war home 
—a large screen television receiver 
and a radio-phonograph incorporat- 
ing the new G. E. electronic repro- 
ducer—were demonstrated recently at 
a meeting for the press and artists of 
stage, screen and radio. 


Television Receiver 


Radar engineering by G. E. for the 
armed forces aided in the development 
of a large-screen television receiver. 
It produces a picture on a screen 
16x22 inches, and has several ex- 
clusively G. E. features which give the 
picture a brilliance and contrast not 
obtained by prewar models. The re- 
ceiver was demonstrated by picking up 
a special program from the New York 
television station WNBT. 

Designed specifically for home use, 
the television receiver uses a 5-inch 
cathode ray tube, a parabolic mirror 
and a correcting lens to project the 
picture to a flat mirror and then to a 
16x 22 inch screen from which it is 
viewed. 

Commenting on the television re- 
ceiver, A. A. Brandt, general sales 
manager of the electronic department, 
said: “Since before Pearl Harbor our 
manufacturing efforts have been de- 





"Moose" Call To Lure 
Mosquitoes To Doom 


The 
which 


idea of electrified screens 
knock the tar out of flies 
and insects is not new. An elec- 
trified screen plus a radio record 
player that broadcasts the mating 
call of the female mosquito can 
very well depopulate an area, three 
researchers at the Cornell Uni- 
versity Medical College declare. 
Experiments have been made re- 
cording these noises by Dr. Morton 
C. Kahn, Wm. Celesein and Wm. 
Offenhauser. 











Many Exclusive Features 
Claimed for New Models 


voted exclusively to war productior 
Our vast experience in engineering an 
manufacturing for the armed 
added to our long record of pioneer 
ing in peacetime television, has aide 
us in the development in this moder: 
post-war home television receiver 
The model we have developed and a 

showing indicates that if total peace 
were to come at once we would be 

a position to offer the public an out 
standing receiver, by all present-day 
comparisons. The audience, howeve 
was cautioned not to interpret the r 
ceiver as the final post-war product 
because, it was explained, additiona 
improvements may be developed by the 
time peacetime manufacture can | 
resumed. 


torces 


Electronic Reproducer 


The second development demon- 
strated—a new electronic phonograph 
reproducing system—was said by Gen- 
eral Electric to be one of the most 
important developments in the repro- 
duction of recorded music since applica- 
tion of electronics to the phonograph 
Clarity and absence of extraneous 
noise, wide frequency range, and re- 
markable fidelity of sound character- 
ised the performance of the new 
tem. In the presentation of this new 
system, Paul L. Chamberlain, man- 
ager of sales or G. E.’s receiver di- 
vision, traced the evolution of tone 
from the days of the first talking ma- 
chine which actually was driven by 4 
hand crank. He was assisted by five 
beautiful models dressed in costumes 
appropriate to the various 
who operated the “talking machines d 
veloped from the earliest model to t! 
beginning of World War II. This 
“evolution of tone” presentation was 
climaxed by the playing of a radio- 
phonograph with the new G. E. elec 
tronic reproducing system 


periods 
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DISINGMELECTRICAL 





Think what this means! Only 4 models to stock for 
serving the 1122 auto-radio models which comprise 95% 
of the market. It means lower stock investment, faster 
turnover, no more dead wood in your inventory! It 
guarantees greater profits for distributors and dealers. 
E-L streamlined standardization is the result of an exten- 
sive, careful analysis of auto-radio vibrator requirements. 


Superior Quality... 33°, Longer Life 
The design and every exclusive feature. of these out- 
standing vibrators has been thoroughly proven in the 
most rugged wartime service. E-L has developed and per- 
fected a vibrator of the balanced resonance type with 8 
contacts instead of 4—twice as many as other vibrators 


Complete Auto-Radio Vibrator Replacement 
Guide Is Ready for Service Men 


This E-L Guide is a handy, hang-up wall card. You can tell at a 
glance which E-L Vibrater to use for most makes and models of 
auto-radios as far back as 1936. Available from your E-L distributor 
when you order your supply of E-L Vibrators. ees sew 
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AT LAST 


a Keal 


STANDARDIZATION 
PLAN! 





MEET 95% OF ALL 
AUTO-RADIO 


of this type. This means 33% longer vibrator life, with 
output voltage and starting voltage requirements main- 
tained virtually constant at all times. Thus, E-L Vibra- 
tors not only assure longer life, but maintain the charac- 
teristics necessary for satisfactory auto-radio operation. 


Available Now 

Order your E-L Vibrators from your nearest E-[ dis- 
tributor. He will fill all orders as soon as possible, and 
in the order of their receipt. Naturally, the supply of 
vibrators available for civilian needs will depend upon 
military demands. See your E-L distributor today—order 
your E-L Vibrators and get your copy of the new E-L 
Auto-Radio Vibrator Replacement Guide! 







E-L VIBRATORS 


REPLACEMENT NEEDS 
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OF 6000 

GL ecteca 
apPuamcts 


@ “The heating element is made of Nichrome.” 
Heres a 

betfer appian 

sistance alloys that spell 
Successful dealers 

of long Aaeltlelic: 

satisfaction. tha 

appliance lines 

Nichrome. 
For, although 

there is only one 

put this extro 

post-war Tes elite! 


elements in the 


niy by 


Driver-Harris *« 
COM PAN Y 


HARRISON, NEW JERSEY 


Branches: Chicago 


INSPECT “LAUNDERETTE" — Inspecting 
one of twenty Bendix automatic home 
laundry's used in the “Launderette”. 
Left to right, Miss Martha Hocker, home 
service director, Northern Indiana Public 
Service Co; Miss na Nolan, director 
of Bendix Home Laundry Institute and 
Miss Alice Noon, home service director, 
Indiana and Michigan Electric Co., all 
of South Bend, Indiana. 


Have You Heard... 


Automatic WasHER Co., Newton, 
Iowa recently announced a suit filed 
by certain holders of its old con- 
vertible preference stock in which 
the plaintiffs sought to recover divi- 
dends accrued on their stock to January 
1939, the effective date of recapitaliza- 
tion. W. Neal Gallagher, president 
and general manager, said the settle- 
ment was made for “a relatively small 
cash payment.” 


F. L. Jacoss Co., Detroit, have ap- 
pointed the Julius G. Berens organiza- 
tion, 101 Park Ave., New York, Pub- 


lic Relations as their Publicity Coun- 
sel. 


Howarp Rapio Co., Chicago, has an- 
nounced that they have entered into a 
long-term contract with the Cabinet 
Craft Corp., Attica, Ind. to supply 
their radio cabinet requirements. 


A TOTAL of 3,317,972 products for the 
army, navy and air forces, not one of 
which was a commercially manufac- 
tured product before the war, were 
produced by the Minneapolis-Honey- 
well Regulator Co. in the 1249 days 
between Pearl Harbor and V-E day 
it was disclosed recently. Minneapolis- 
Honeywell were also awarded their 
fifth Army-Navy “E”. 


ForTY MILLIMETER GUNS equipped with 
the Mark 14 anti-aircraft gunsight 
manufactured by Crosley helped two 
U. S. destroyers to set mew records 
for enemy planes shot down by 
ships’ anti-aircraft fire, accord- 
ing to a recent telegram from Rear 
Admiral G. F. Hussey Jr., chief of the 
U. S. Navy Bureau of Ordnance, com 
mending Crosley employees. 


G.-E.’s sTOCKHOLDERS as of June 22 
numbered 238,494, an all-time high, ac- 
cording to W. W. Trench, secretary 0! 
of the company. This is an increase ‘ 

6,162 over the similar period of !as 
year. 
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AN AUTOMATIC OF DISTINCTION 


Somson 


FACTS ABOUT SAMSON UNITED 


Right now limited numbers of Samson Auto- 
matic Flatirons are on their way to Samson 
dealers. In the near future more of our war- 
expanded facilities will be used to provide 
larger and larger quantities of these Samson 
Automatic Irons. 

Other quality-built Samson appliances, in- 


TODAY AND FOR THE FUTURE 


cluding the Samson Heating Pad with 3 Fixed 
Heats and Safe-T Selective Heat Circuit, the 
Samson Variable Control Table Range and the 
Samson Safe-flex Rubber Bladed Fan wil! 
follow as soon as conditions permit. Watch for 
further announcements concerning these and 
other Samson United items. 


se sins 5's 


SAMSON UNITED CORPORATION, ROCHESTER IO, N. Y. 


Samson United of Canada, Limited, Toronto 
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HAVE YOU HEARD.. 





saad oe 9g CHartes E. Terre, president of the 


Terrell Electric Co., Chattanooga, 
und a Hb Monat! 


Tenn., died recently. 


Eureka Vacuum CLEANER Co. has 
begun production of electric control 
motors for the Army’s new P-80 jet- 
propelled fighter plane, H. W. Burritt, 
president announced recently. This new 
propellerless airplane is expected to 
play an important part in the war 
against Japan. 


Firty post-WAR BENDIX radio-phono- 
graph combinations are being awarded 
as prizes in a novel war bond letter 
writing contest for GI’s in Europe, 
Leonard C. Truesdell, general sale: 
manager of the radio and television, 
Bendix Radio Div. announced recently 
The subject of the letter is “My sav- 
ings and Post-war Plans.” Thousands 
of letters already received by the com- 
mittee indicate that GI Joe not only 
has thought about his post-war future, 
but also has carefully made his own 
plans. . 


ELectroMAstTer, Inc., Detroit, Mich. 
recently received its fifth Army-Navy 
award. The award was formally ac- 
cepted by R. B. Marshall, president; 
Gerald Hulett, vice-president, was 
chairman of the presentation ceremony 


Detroca Rapio Drv. International 
Detrola Corp. has been appoltnted to 
build 40,000 small radio receivers 
within the next few months for recrea- 
tional use by U. S. Navy men in the 
Pacific, according to F. W. Johnson 
vice-president in charge of manufac 


e° > turing. 
TE YOU a é Z Conn R. Baker Younc has joined the staff 


of the Rural Electric Information Ex- 
change, N. Y., it is announced by 
4 Frank Watts, director of the Ex 
4 “pIaKeT 2 change, which was established by Farm 
SLEEP LUUTFY a Journal last year as a central clearing 
house for the receipt and dissemina- 
tion of information relating to rural 
electrification and its marketing as- 
pects. 
> : ’ . ; . ‘ aia E. A. Serpert, director of service of 
Postwar—we predict—there'll be some amazing Life, Good Housekeeping, This Week, House Kelvinator Div., Nash-Kelvinator 
changes in American sleep. Beautiful, Harper’s, and The Atlantic Monthly. Corp., has completed two decades on 
’ the same job. His twentieth anniver- 
Your customers will soon be asking you about sary was observed by officials at a 
G-E Blankets. . . luncheon. 
, ‘ Sunuite Merc. Co., Milwaukee, Wis 
Make sure you're ready with all the answers. has been awarded the Army-Navy “E” 
Pioneered before the war (55,000 blankets sold), Write us today for further information: General award. 
and further developed during the war (G-E Electric Co., Appliance and Merchandise De- 
Army Air Force “electrically-warm” flying partment, Bridgeport, Connecticut. 


Millions— we predict — will snooze happily in light- 
weight comfort under new “electrically-warm” 
Automatic Blankets made by the General 
Electric Company. 


Sanrtow & Seeric. Mrc. Co. Ripon 
Wis., manufacturers of Speed Queen 


suits are cousins of the G-E Blanket and made FOR GOOD USTENING: Don’t drt Linklener, in “The washers and ironers, has won its fourth 
, ‘ion miss ri JNK. er, im 


in the same factory), G-E Blankets represent G-E House Party,” every afternoon, Monday through Army-Navy “E” award. 
an almost unlimited opportunity to alert deal- Friday, 4 p. m., E.W.T., CBS. “The G-E All-Girl 
: Orchestra,” Sunday, 10 p.m., E.W.T., NBC. “The World 
Today,” News, Monday through Friday, 6:45 p. m., 
Your customers are already reading about G-E E.W.T., CBS. Galvin Appoints 


ers, postw ar. 


Blankets in a broad-market ad campaign in FOR FINAL VICTORY—BUY AND HOLD MORE WAR BONDS Overseas Industries Inc. 


Overseas Industries Inc. has been 
appointed by the Galvin Manufactur- 
ing Corporation to act as Export Sales 
Department for the Motorola radio 
Overseas Industries will handle Motor- 


q Leg LL Liekele ola sales in all parts of the world out- 
a © = side the United States and will coop- 
ering America Tomorro erate with Galvin in taking their ex- 
Cov SLEEP-HAPPY a Ti wl ce Sn Soe eae “e 


foreign countries. Overseas Industries 
is headed by Mr. C. M. Wynne, who 1s 


GENERAL @ ELECTRIC ected at 4 § Dearborn St, Chic 


5, Illinois. 
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nutac ° ° ~ - 
[he wide floppy straw hat is found on the farmer 
taff in fiction and vaudeville . . . but hardly ever on a 
» Stall 23 
n Ex- modern farmer on a farm! The straw hat is a phony, non-functional. 
ed by . - . , cous 
Fx For driving a truck or tractor, working close to machinery, milking a cow, 
Form bending down, reaching up, any all-year outdoor active work, the working 
earing = F 
emina farmer wears a felt hat or close-fitting peaked cap. . . like any other 
7 § : 
|. rura . . 
a mechanic, machine operator, trucker, carpenter, stock - 
keeper, mason, chemist, contractor, maintenance man, * 
vice food handler, industrialist . . . all of which he is. - 
vinator 
des ot Few straw hat farmers, farming or thinking exist in the Heart states, 
nniver- 7 . , - cated 
—pyy plus New York and Pennsylvania . . . where SF’s more than a million 
family subscribers have a larger investment in land, equipment, machinery, 
», Wis wider crop diversification, higher yield and cash incomes than the 
vy “FE ; : 
rest of the country’s farmers... and a margin over expense that makes 
Ripo them the world’s best “‘class’’ market . . . There is no straw hat in the 
oe content or editing of the magazine that serves this top farm group, 
and has for more than forty years . . . And it’s high time the straws, 
hat concept of the farm market was scrapped . . . Any SF office has 
new facts and figures you can try on for size . . . SuccessruL FARMING, 
Des Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles... 
as b en 
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Now that appliance parts are being made 


Cost of Special Bearings 
was dobbers Nightmare 
( »D 


in sufficient volume, it may no longer be 
necessary to improvise to keep a refrig- 
erator or washer running—you can get 
the proper part. You can get it faster and 
make your customers happier if you order 
it sent by Air Express. The slight addi- 
tional cost of Air Express over slower 
delivery service is more than offset by 
the increased good-will you earn. 


Air Express solves his problem — for 5% of selling price! 


Maybe your business isn’t like 
Maybe it is. A lot of them are. 
here’s this jobber’s story: 


He stocks a standard line of prec 
sion bearings—a big investment. If he 
had to carry all special types and sizes, 
his investment would run into a night- 


mare of high-cost slow-turn “ 
So in order to give 100°; 


this. 
Anyway, 


specials.” 
serv ice, 


what does he do? Simply this. When a 
customer wants a “special”, the jobber 
wires the manufacturer and has the 
i- order shipped Air Express. Same-day 
delivery is often made on orders placed 
early in day. 

Cost of Air Express? Only 5% of 
his selling price — and on goods he 
doesn’t have to carry! 


pec Air Express-a Good Business Buy 


The inventory of any supplier in the 
matter of he murs of ye 
fastest delivery service. 

Shipmer avel at a 
between ] pal | 
special pick-up and delivery. 
iirport towns and citie 
3 OOO off-airline points in the 
to scor 


. 5. towns and citie 

Same-day 
> 

s. Rapid 


many 


i foreign countries, 


nation is within a AIR 
ur business when you specify this 


spec d of three 


s, with cx 


air-rail service to 
United States. Direct service 


SONORA DEALERS MEET—Over 500 Sonora radio and record dealers of the 
Greater St. Louis area met at dinner and a merchandising conference recently, 
Edwin Pallo and Charles Gaffney of Appliance Distributor Co. were hosts, and 


Joseph Gerl, president of Sonora was the main speaker. 
ers’ table are: Bob Middleton, sales promotion manager; 


Left to right at the speak. 
Irv. Auspitz of Sonora's 


ad agency; Ed Harris, sales manager; Joseph Gerl, president; Monte Randall, chair. 
man; Charles Gaffney, general sales manager, Appliance Distributor Co., Ed Pallo, 
president, Appliance Distributor Co.; Pat Cusick, Al Pankers, and Sarah Mills, all of 


Appliance Distributor Co. 
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miles a minute 
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delivery between 








1000 
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$168 |s4. 20) Ise 40 aye 


$2.19 | $3 far on 75 





GETS THERE FIRST 


Write Today for interesting “Map of Post- 
war Town” picturing advantages of Air 
Express to community, business and in- 
dustry. Air Express Division, Railway 
Express Agency, 230 Park Avenue, New 
York 17. Or ask for it at any Airline or 
Express office. 
Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 

Representing the AIRLINES of the United States 








Oakland, Calif—Broadway Vac- 
uum Cleaner Store, 2329 Broadway, 
has been opened recently under the 
management of Gustav W. Peters, 
formerly of Sun Vacuum Stores, 
Oakland, and Walter Zeisl, for- 
merly of Hub Vacuum Stores, Inc., 
Milwaukee, Wisc. 


Fairfield, Conn.—F. W. Carroll, 
1981 Post Road, has established 
showrooms and has taken on a line 
of home freezers and Seeger ice 
makers for household and family 


use. 


Miami, Fla.—Pat’s Radio Hospital, 
Inc., general radio shop, 50 shares, 
$100 par value; B. A. Patterson, 
G. M. Costello. 


Zephyrhills, Fila.—City Electrical 
Appliances has as its principals 
William D. Skinner, Mildred Skin- 
ner, Reva Daniels Metzinger, Jul- 
ian Metzinger, and Orvil L. Day- 
ton, Jr. 100 shares, $50 par value. 


a Ga.— Maynard Brothers, 

Inc., 110 North Bradford St., have 
opened a new electrical appliance 
firm. 


Moultrie, Ga.—Gross Electric Co., 
dealers in all kinds of electrical ap- 
pliance, fixtures, etc., is this city’s 
newest business enterprise. 


Ind.—Block’s Foun- 
tain Square Store, 1107 Shelby 
Street, recently opened, is a branch 
store of the William H. Block Co. 
In addition to gas and electric 
ranges and coal heating stoves, the 
new store will carry an extensive 
stock of furniture. Ira Williams has 
been chosen manager. 


La Porte, Ind.—G. E. Gotschall has 
opened a downtown place of busi- 
ness at 715 Michigan Ave. Appli- 
ance equipment items will be of- 
fered for sale as they are available. 
He will also do wiring and main- 
tenance work and will carry a line 
of lighting fixtures. 


Indianapolis, 


Springfield, Il.--Howard Refrig- 
eration Corp., 4817 Irving Park 
Road, will operate and conduct a 
business to sell, service, repair and 
maintain all types of mechanical re- 
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frigeration and air conditioning 
equipment. 100 shares common 
stock, par value $10. The concern’s 
principals are James H. Olker 
Robert E. McLean, and H. L 
Wyand. 


Louisville, Ky.—Maurice Bornstein 
and Aaron Karl have opened the 
3ornstein Electric Co., on the cor- 
ner of Shelby and Broadway. Their 
specialty is service and they will 
handle all appliances. 


Shreveport, La.—Shreveport Re- 
frigeration and Appliance Co. is a 
new agency for distribution of 
Frigidaire products, temporarily 
located at 320 Market Street. It 
will also distribute commercial and 
air-conditioning equipment and will 
have a parts and service dept. to 
repair all types of Frigidaire equip- 
ment. Owners are: Allen D. Mor- 
ris, Carl L. Stewart, H. L. Me- 
Cutcheon and Robin M. Hood. 


Harbor Springs, Mich.—Harbor 
Electric Shop, recently opened, 
deals in electrical contracting and 
services all electrical household 
appliances and _ radios. Owner, 
Thomas Boagey. 


St. Louis, Mo.—Watkins Appli- 
ance Co., 7213 S. Broadway, is con- 
ducting a general sales and mant- 
facturing business dealing in electri 
cal appliances. 150 shares par valu 
$100 each authorized. Principals ar 
Edward Burkard, Boaz Watkins, 
and Edward Hohenstein. 
Glendive, Mont.—The Farm 
Home Appliance Co. has opened | 
the Jordan Building. It handles 4 
wide line of electrical and 

hold appliances. The _ principa 
stockholder is L. B. Foster of Miles 
City. 

Brooklyn, N. Y.—Royal Radio Ap- 
pliances, Inc., has as its principals 
Harry K. Chapman, Solomon Heit 
ner, and Allan Kritz. $20,000 ™ 
$100 shares, three shares subscribed 
Bronx, N. Y.—Circle Ele« trical 
Corp. will deal in electrical ap- 
pliances. $10,000 in $100 shares, - 
shares subscribed. Its principals 
consist of Malcolm B. Hendelmat, 
Hugo Nocito, and Carl Rosoff. 
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ge Today the woods are full of them — radio brands, not tigers. 


sti But choose the wrong one and you’ve got a tiger by the tail— 
ont- 

Fda = a brand you won’t want to hang onto and yet won’t dare to 
d manw- let go of once postwar selling gets down to bare-knuckle com- 
n electri +4 

ae seal petition. 
a athies Best way to avoid that is by making the right choice now—and 
the only thing you can be sure of from past history is this: 
iri 

| el 

andles 4 

d house- 

principal 

of Mil > 


adio Ap- 
yrincipals 


Electrical 
rical ap 


shares, ° 
ee The only Radio | 
soft. 


IDISINGH ELECTRICAL MERCHANDISING—AUGUST, 1945 








on Heit 
20,000 
ibscribed 


with Tru-Base 








In postwar years a lot of new brands go up to the top, old- 
timers often have trouble holding their own. 


Get the facts... all the facts . . . then your decision is on safe 
ground. And for some of the most thought-provoking facts 
about the future of radio selling, get the just-published Olympic 
Radio brochure, “‘A Man Has To Think Twice.”” Backed by 
more than 10 years’ leadership in the export radio field, Olympic 
now makes an announcement of unusual significance for you. 


Just mail the coupon below. You'll receive the brochure pronto. 
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LOOKS LIKE QUR DARLING WILL 
SOME DAY BECOME A HOUSEHOLD 


APPLIANCE 


DEALER! 


Made in Newton, 


AUTOMATIC 
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ESTATE BUILDS POST-WAR SALES FORCE—A 3 day refresher sales course was 
held recently by Estate Stove Co, for district sales managers who have returned after 
a several years leave of absence. Pictured above are left to right: Frederic A. 
Deininger; Walter S. Rowe merchandising manager; Cecil M. Dunn, assistant sales 
manager; J. Noble Edmondson; S. C. Bernhardt, vice-president in charge of sales; 
John W. Holzman; D. P. Eggenberger; L. W. Brates; R. C. Thomas. 

















Buffalo, N. Y.—Strauss-Dilcher, 
Inc., will specialize in electrical 
equipment; 200 shares no par 
value stock, 3 shares subscribed. 
Principals are Jas. R. Barnett, Rob- 
ert J. Barnett, Grant A. Barnett. 


New York City, N. Y.—Lou Res- 
nick & Klepper, Inc., deals in radios, 
refrigerators, stoves, and other elec- 
trical appliances. 200 shares com- 
mon stock no par value, 800 shares, 
$50 par value, 3 shares common 
stock subscribed. Principals are 
Nathan Kestnbaum, Geraldine Low, 
and Beatrice Bell. 


New York City, N. Y.—Aetna 
Electric Distributing Corp. will 
distribute electrical appliances, 100 
shares, no par value stock, three 
shares subscribed. Principals are: 
Paul Arno, 720 West End Ave.; 
Jacob J. Klansky, 1616 Beverly 
Road, and Henrietta Pearlman, 114 
E. 53rd St., Brooklyn. 


New York City, N. Y.—Elire Ap- 
pliances, 11 West 42nd St., deals in 
electrical appliances, 100 shares no 
par value stock, 3 shares subscribed. 
Benjamin Schaffer, Marcus Miller, 
and Florence Zeichner are the prin- 
cipals. 


Kinston, N. C.—Boney Distributing 
Co. will deal in sound systems, 
inter-communication systems, and 
all kinds of electrical appliances 
Capital stock, $60,000, subscribed 
stock $4,500 by Ozma Boney, Jr., 
George G. Boney, F. E. Wallace 
and I. M. Geddie. 


Raeford, N. C.—Baucom Appliance 
Co., once known as Baucom’s Cash 
Store, now handles all types of elec 
trical appliances. Owner, J. A. 
Baucom. 


High Point, N. C.—Electric Supply, 
Inc., will deal in electrical appli- 
ances; authorized capital stock, 
$100,000; subscribed stock, $150. 
Principals are Earl N. Phillips, Gor- 
don Hunt, and Margaret Hunt. 


Bend, Oregon—-The Bend Electric 
Co. has opened at 644 Franklin 
Street. Its specialty is home light- 
ing systems. 
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Portland, Oregon—The  Dimit 
Electric Co. has opened at 143 5 
W. Morrison Street with a full | 

of modern electrical fixtures and a 
pliances 


Toledo, Ohio—World Radio 
Appliance Co. has been inc 
porated with 250 shares of no | 
value common stock, with t 
porary location in the offices of t 
World Tire Corp., 1020 Madis 
Ave. President, Jay Isaacson: vi 
president, Maurice N. Isaacson: se: 


i 
retary and treasurer, Harry Ros 
zweig. The company will handk 
Arvin radios and electrical pr 
ucts. re 


Toledo, Ohio—Town and Count 

Appliance Shop will open for bus 
ness here in the near future. It w 

carry a complete line of Frigidai 

products, washing machines, ek 

tric irons, vacuum cleaners. Rad 

makes will include Philco, Motorola 
Emerson, Zenith, and  Bendi» 
Owner, Carl F. Weissenberger: 
general manager, Ray Keogh. 


Cleveland, Ohio—Electro Servants 
Co. has been incorporated with an 
authorized capital of 20 shares, no 
par value common stock. Its prin- 
cipals are Elizabeth H. Manwell, 
Mabel Hillburg, G. H. Conway and 
E. A. Plazer 


Cleveland, Ohio—Kamm’'s  Furni 
ture and Appliance Co. An author- 
ized capital of $50,000, 250 shares of 
no par value common stock. Its 
principals are Philmore H. Haber, 
M. Mergner, and N. Weyrick. 


Cleveland, Ohio — Refrigeration 
Sales Corp., recently chartered, has 
an authorized capital of 250 shares 
of no par value common. stock 
Principals are Warren W. Farr, 
Genevieve R. Demoko, and Jos: 
M. Poe. 





Charleston, S. C.—Home Ap; 
ances Corp., with a $50,000 capital 
stock, operates with E. G. Hastin; 
president; R. M. McGillvrey, vi 
president; and James F. Flynn, s: 
retary. 
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With STROMBERG-CARLSON 
the Main Radio in your 
customer's min 
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TROMBERG-CARLSON 
n your showroom! 


Therese pas pent-up demand for Stromberg-Carlson radios — fine musical 
instrumelts for the main radio in any home. This is currently being stimulated even farther 
by vigorouQ national advertising which carries this main radio message to your customers 
through sore 475,000,000 impressions in thirteen leading magazines. 








Make this pr@fitable market your own, by becoming an authorized Stromberg-Carlson 
dealer under t¥ very favorable Franchise Agreement now being offered. Get in touch with 
your local dist tor for details, or write us at once. For Stromberg-Carlson is: 
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Become an Authoridgd Dealer now, and organize your postwar business around the 
Stromberg-Carlson rMgin radio — a consistent profit maker whether in an outstanding table 
model, console, or rgdiip-pRonograph combination. 


tant radio unit — the radio unit carrying real profit opportunity 
yinit with easy-selling public acceptance. 
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. STROMBERG-CARLSON » ROCHESTER 3, N.Y. 


RADIOS, TELEVISION, TELEPHONES, AND SOUND EQUIPMENT 
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[NUMBER TWO OF A SERIES] 


Standards of Design 


HE IMPORTANCE of combining extreme utility and 
"Tani treatment in the electric chime has been 
recognized by the Rittenhouse organization since the 
inception of the first models. 


> In the design of Rittenhouse Chimes there has always been evident 
the influence of the professional stylist, to a degree fully comparable 
with that of the finer products in the home furnishing group. Now, as 
an added acknowledgement to the good taste of the American public, 
the new Rittenhouse models have been enhanced in beauty and char- 
acter by the artistry of a nationally accepted styling authority. 


> In the mechanical design of the product, every part of a Rittenhouse 
Chime is carefully engineered in smallest detail. This not only assures 
synchrony in operation, and the smoothest possible performance . . . it 
has been a positive factor in creating that confidence in Rittenhouse 
quality, which, for years, has revealed itself in the sales response of 
Rittenhouse distributors and dealers. 


> These, too, are vital elements among those “standards of leadership” 
which dictate the making of a fine product. To which standards Ritten- 
house will continue to subscribe as it makes ready for production of 
the finer and better chimes to come, in the months just ahead. 


Rittenhouse 


oo, ae CO (7/. 
C Somerrois OM? Doel, hiimed 


THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, N. Y. 





Canadian Homes 
Surveyed By Lever 


All summer long 86% of farm house- 
wives stand over coal or wood ranges 
to do the cooking for their big farm 
households. Three out of four (Ca- 
nadian farmhouses have no bathtubs. 
Artificial light is required in daytime 
in some room of 27% of Canadian city 
homes. The kitchen, most-used room 
by every family, is so dark that arti- 
ficial light is always needed in 140, 
of city dwellings. 


3-Month Survey 


These and other findings were made 
public recently by Lever Brothers 
Limited, announcing preliminary re- 
sults of a three-month, Canada-wide 
survey of medium- and low-cost homes. 
The survey analyses housing-as-it-is, 
as a guide to meeting housing prob- 
lems. 

Over 135 investigators in a three- 
month survey have interviewed many 
hundreds of housewives in all parts of 
Canada. Over 100 questions were put 
to each woman. When all the answers 
are added up and compared, they will 
give a new picture of how Canada 
lives. They will also provide a sign- 
post to postwar housing construction 
and jobs, not in terms of mere quantity 
but of the conditions for healthy, com- 
fortable living. People interviewed 
live in houses valued at $4,000 or less 
on a normal, pre-war valuation or pay 
no more than $40 a month rent, or 
farm 200 acres or less. They are a 
scientifically selected cross-section of 
82% of the households of Canada. 


Lighting and Heating 


The survey revealed numerous con- 
struction faults. Of homes needing 
lights on in the daytime, Quebec leads 
with four in ten houses having dark 
rooms. Ontario with 27% follows. The 
Maritimes are hest off for natural 
lighting. Forty-five percent of farm 
homes use coal-oil lamps and many 
others are lit by gas or gasoline. Seven 
percent of farm homes have rooms 
unusable in daytime without lamps 

Only seven in ten urban homes 
have furnaces. In rural and farm areas 
only two-fifths of the homes have fur- 
naces or improvised central heating 
plants. Some houses have several 
types of heating and nearly half the 
urbanites also reported wood or coal 
stoves, which are found in 69% of 
rural and four-fifths of farm houses. 
Nine in every hundred housewives 
listed new or improved heating sys- 
tems as their number one “must”. 


Concord Radio Moves 
To Downtown Chicago 


Immediate steps are being taken by 
the Concord Radio Corp. (formerly 
Lafayette Radio Corp.) to modernize 
two large buildings in Chicago's 
downtown area, which more than 
doubles the square-footage of present 
quarters at 901 W. Jackson Boule- 
vard. The buildings are located at 
227 to 233 W. Madison Street, 
in the heart of the shopping district, 
providing an ideal location for the 
new, larger store the company will 
operate on the street level floors. This 
store is being constructed to provide 
added facilities for the greatly in- 
creased volume and also to offer the 
latest facilities for the display, dem- 
onstration, and sale of radio sets, am- 
plifiers, and other post-war equipment 


' 
e | as soon as these are available. 
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SIMPLEX 
DEALER 


14 Simplex dealer has the MOST 
COMPLETE LINE of ironers in the 
field. He has models to appeal to all 
income groups. 


2| A Simplex dealer has the prestige 

backing of the OLDEST NAME 
in the ironer industry. One out of four 
ironers in service today is a Simplex. 


3) In the Simplex “SPACE SAVER” 
the Simplex dealer has an ex- 
clusive model which will definitely 
hold the upper hand, competitively, in 
the 22” roll ironette classification. 


The Simplex dealer gets a plus 

profit producer in the SIMPLEX 
INSTITUTIONAL LAUNDRY EQUIP- 
MENT LINE. 


5| The Simplex dealer has the pro- 

duction backing of the WORLD’S 
LARGEST IRONER MANUFACTUR- 
ING PLANT. 


There are other advantages. Write 
and get full franchise particulars. 


AMERICAN IRONING MACHINE CO. 
Algonquin, Illinois 


ELECTR 


APPLIANCE 


NEW PRODUCTS 


PREMIER Cleaner 


Premier Div., Electric Vacuum Cleaner 
Co., Inc., 1734 Ivanhoe Rd., Cleveland, O. 


Model: PR -21, the first vacuum 
cleaner Premier plans to produce. 
Selling Features: Equipped with 2- 
speed, ball-bearing motor; spiral 
tufted, double-action, ball-bearing 
motor-driven brush; accordion de- 
sign dust bag opens to widest pro- 
portions; searchlight for dark corn- 
ers; Duo Matic nozzle requires no 
adjustment—adapts to any cleaning 
surface except extra thick rugs, 
where slight twist of wrist is needed; 
black crinkle finish with polished 
aluminum. 
Electrical 

1945 


Merchandising, August, 
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PREMIER Cleaner 


Premier Div., Electric Vacuum Cleaner 
Co., Inc., 1734 Ivanhoe Rd., Cleveland, O. 


Vodel: PR -12,—scheduled for early 
manufacture. 

Selling Features: Matho-Matic nozzle 
automatically adjusts with mathe- 
matical precision to any floor cover- 
ing thickness, the manufacturers 
laim; equipped with 2-speed ball 
bearing motor; accordion type dust 
bag; spiral tufted, double-action, 
ball bearing motor-driven brush; 
searchlight; modernistic design; 
garnet bag and polished aluminum. 

‘lectrical Merchandising, August, 
1945 


SYLVANIA Fluorescent Lamps 


Sylvania Electric Products, Inc., 
Salem, Mass. 


Device: T-5 miniature fluorescent 
lamps designed for instrument light- 


AUGUST, 


ing, displays, small portable | nps 
domestic night lights and other | tilt. 
in localized applications. 

Selling Features: Supplied in 6, ' and 
12 in. lengths; rated at 4, 6, and 8 
watts respectively, 110-125 volts 
a.c.; equipped with standard minia- 
ture lamp holders; rated average lif 
based on specific 3-hr. cycle 
conditions is 1500-hrs. for all except 
4-watt lamp which has 500-hr. rat. 
ing. 

Electrical 
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1945 


APEX Washer 


The Apex Electrical Mtg. Co., 
1070 E. 152nd St., Cleveland, O. 


Model: No, 390 wringer-type washer. 
Selling Features: Large 20-gal. tub; 
with “washboard” sides, quick-drain 
bottom and raised cone center; 9 
lbs. capacity ; dome-shape cover with 
rubber-covered hook; 3-vane alumi- 
num spiral dasher; new-design 
Apex-Lovell wringer with extended 
top, making rolls easily accessible; 
redesigned pressure selector, auto- 
matic “safety clutch” roll stop, 2-in 
rolls ; + h.p. heavy duty motor ; “free- 
running-mechanism sealed in oil; 
white tub and wringer and chassis. 
Model 390-P has intermittent self- 
emptying motor-driven pump. 
Electrical Merchandising, August 
1945 


APEX Ironer 


The Apex Electrical Mtg. Co., 1070 €. 
152nd St., Cleveland, 10, O. 


Vodel: No. 541 

Special Features: Dual thermostats 
for heat control—high, medium 
low; all-garment shoe, chrom 
plated, 26 in. long; 1300 watt elk 
ment; 2-speed floating roll heav!!) 
padded, both ends open; folding 
shelf at either end of ironer; sat 
finger guide; dual switches for s! 
heat and motor; heat indicator glows 
red when heat is on; drop-back 
white vitreous porcelain table top 

Electrical Merchandising, August 
1945 
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AT MYSTIC, CONN. 
Where Temple cabinets will be made. 





CE THE HUGE CABINET PLANT 





NO wast - ad 


BOTH 

















" Never in all radio history has a manufacturer been 
,o. . . 
; so completely equipped to both make and deliver . ° ° 

washes ager em ne Chassis and Cabinets 

k-drain quality radios as is Temple today. With its two great a 

iter ; 

ome plants—one to be devoted exclusively to producing \ 

y-design 

xtended the fine Temple chassis, the other concentrating en- 

> 2 tirely on the cabinets that will house them—there 

in ol will be no waste motion in making and delivering 

4 _ Temple Radios. Which means there should be no 
waste motion among Temple Dealers to cash in on 
the Temple line. THE VAST RADIO PLANT 

AT NEW LONDON, CONN. 
“Where FM will also mean Finest Made” igi a, 
FM ... TELEVISION ...RADIO-PHONO’ COMBINATIONS 
1070 E. 

O. 

fiam an 

watt le 

| heavil} 

iding ; uae 

"for shot Bis 

oo TTEMPLETONE RADIO MFG. CORP. 

ble ti 

—- NEW LONDON, CONN. 
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G-E WashetQne-Control Wringer! Maximum safety and convenience. 
Even pressure—can be “set” for any fabric 
“Permadrive Mechanism.” Only 4 moving parts. Little to wear. 
Needs no oiling. 
Gentle “Activator Action.” Thorough, but easy on clothes! 
Streamlined styling. White baked enamel finish, rust-resistant. 
Welded legs. Fast drain. 


G-E lronery},¢ “sit-down-and-iron” Automatic Flatplate Ironer! So 


simple to operate. Automatically controlled heat. Turns out big 
ironings quickly, beautifully. 300-square-inch ironing board permits 


ironin r two flat pieces at once’ 
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i Get in 
with 





Here’s the news you've been waiting for! General Electric is back in F 
home laundry production again! gran 
. QP futu 
For three years the G-E Home Laundry factory has been turning 
. > . . : r "Ws mer 
out vital war weapons. We’re still turning them out. But Uncle Sam ; 
. we Vv 
has told us we can make washers, ironers, and dryers for the home ‘ 
r, wer 
front. 
can 
The sales-sensational G-E One-Control Wringer Washer is begin- A 
ning to roll out of the factory now. You'll get yours SOON. The penc 
complete line will be in your store at the earliest possible date. We 
busi 
Greatest Market in History 
Waiting for these products is the biggest buying market in appliance 
history ! 
WPB says 4,621,000 people want washers. Surveys show that 33 
out of 100 women believe General Electric makes the best electrical < 
appliances for the home. 
Feature the Complete Line 
Get set now to cash in on this tremendous market by featuring an 
ensemble laundry sale—G-E Washer, Ironer, and Dryer. The G-E ; 
line and promotion is planned to help you do this. th 
B 
Self 
Elec 
FOR 





G-E Dryern....1 Dries clothes indoors, rain or shine, and does it in 4 
jiffy. Gentle “tumbler” action, thermostatically controlled. Stops 
automatically. A marvelous new G-E convenience, with a big market 
waiting to buy! 
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n| the Home Laundry Business 
h| the Complete G-E Line! 

















ack in For months, we’ve been running a tremendous advertising pro- 
gram pointing up the complete G-E All-Electric Laundry. For the 
future, we’re planning even bigger promotion, plus constant improve- 
— ments in design. (Thanks to exclusive G-E wartime Service Centers, 
ane we've learned a lot about all kinds of laundry appliances . . . and G-E All-Electric Laundry bri 
home : l ki be " anny =p yew 
we're constantly making ours better and better . . . the finest money v_ . “Wh a | 
can buy!) Quicker -Claamer ashing , 
begin- And—yes—there’s a new G-E Automatic Washer coming! As de- ' 
i. The pendable as General Electric precision and expertness can make it. 
We honestly believe it will revolutionize the automatic washer 
business! 
Sone Send for the Self-Starter Package 
All the sales promotion material you 
hat 33 need is ready to go! 
trical Tell your distributor today you want 
the General Electric Home Laundry 
Equipment Self-Starter Package. In 
it are striking folders, displays, sales 
- « e ¥ wowne the family laundry hes always been « weehly | + Ob Actomanic Fatptate woner saves 
;, training helps,—every one with secnimare tov. ppars br enue decom! = mime! Wich oc SIT 
mg an = 1 | E Loeed Venetnbore cacy Cnc nats AB emtelenniay 
2 CE proved sales value. I.very one p pe ry weet pa 





to help you get back in the home laundry business with a bang! 


Be ready the minute you get your first G-E Washer. Order your 
Self-Starter Package from your G-E distributor now! General 
Electric Co., Appliance and Merchandise Dept., Bridgeport, Conn, 

Tell your customers to listen to Art Linkletter, in “The G-E House Party,” 


every afternoon, Monday through Friday, 4 p. m., E. W. T., CBS. Telling 
millions of women about G-E Home Laundry Equipment. 


FOR FINAL VICTORY —BUY AND HOLD MORE WAR BONDS 


Read all about the marvelous leaturce the aew C-F 
Washer offers — aed remember, oaly General Elecurc has 
thew all © 


© “Actionter Action!” Gentle as 2 lamb, but mighty, 





© *Permadrive Mechanism!” Ouly 4 moving parts. Notb- 
ing to be continually “getting out of fix.” Needs so 
who 

And look ot there other C-E beautics you can beve io 

your all-dectr. lewodry uf tomorrow 


Don't mise Art Linkletter in “The G-£ Hause Perty,” every 
afternoon Monday through Fridey, 4p m.. BE. W.T. CBS. 


POR FINAL VICTORY BUT AND WOLD MORE WAR BONDS 


Be Al-Ehetiis Laundry 


GENERAL @ ELECTRIC 


WE'RE TELLING WOMEN THE G-E HOME LAUNDRY STORY! 


With hard-selling advertisements like this, that reach city women and farm 
women all over America. Every month, color advertisements appear as follows: 

Collier’s— Mar. 17, May 12, June 30, Aug. 4, Sept. 1, Nov. 24, Dec. 15; 
Woman’s Home Companion—Feb., April, June, Aug., Oct., Dec.; Parents’ - 
Jan., Feb., May, July, Sept., Nov.; Farm Journal — March, June, August, 
September, December. 


“‘The Appliances Most Wanted 
by Most Women” 








GENERAL @ ELECTRIC 


















it in 4 
. Stops 


New! G-E Automatic Portable Rota-y Ironer Brand-new addition to the 
G-E Home Laundry line! Light and easy to carry. Completely auto- 


G-E Portable Rotary lroner at a low price! Weighs only 33 pounds, but 
mnasket does a full-size job. Women love it! A price leader! 


matic. T» sell at a bargain list! 4 
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Smile, if you will, 
but, in 1917, this was it! 


This venerable cake-mixing machine isn’t exactly photogenic 
by today’s standards, we'll admit, but back in 1917 it was really 
something! And thumbing through the family album (we only 
do that on birthdays, this being our 35th) we remember what 
the old-timers will never forget—the sales-splash made by this 
grandsire of today’s sleek Hamilton Beach Food Mixer. 


The cake-mixing machine or early model food mixer was a 
Hamilton Beach “first.” So were these other highlights in 
home-appliance history: 


First practical use of the universal motor. 


First self-contained portable vacuum cleaner. 


First improved portable cleaner combining 
wheels and a floor brush. 


First modern type electric drink mixer. 


First portable sewing-machine motor. 


Be first and you make friends. Be best and you keep them. 
Hamilton Beach dealers today, as in the past, know that we'll 
continually strive to meet both ends of that proposition. They 
know, too, that the three-and-a-half decades of manufacturing 
know-how behind Hamilton Beach will make it easier 


to win that kind of development “double-header.” . 4 
Hamilton Beach Company, Division of Scovill Manufac- I 


turing Co., Racine, Wis. 
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APPLIANCE 


NEW PRODUCTS 


” 


APEX Cleaners 


The Apex Electrical Mfg. Co., 
1070 E. 152nd St., Cleveland, 10, O. 


Vodels: No. 600 floor; and 124 
cylinder. 


Selling Features: Floor model 600 


has adjustable brush mounted on 
curve; high, medium and low nozzle 
adjustment; a.c.-d.c. motor; mole- 
skin dust bag; Shaddo-Lite for dark 
corners; rubber bumper; cocoa 
brown crackle enamel finish, brown 
dust bag with white stripe. Standard 
attachment set or DeLuxe attach- 
ment set available with this model. 


Cylinder model 124 has replaceable 
wool batt filter, 54 in. diam.; high- 
speed, 4 hp. oilless ball bearing 
motor, a.c. or d.c.; “Toe-tap” foot 
switch; flexible, reinforced rubber 
hose covered with braided fabric; 
weight without hose, 154 Ibs; 2-tone 
finish—blue and white Webite baked 
enamel, chrome trim with blue rub- 
ber bumpers. 

Cleaning tools include 2-piece 
metal extension wand, super-speed 
swiveled rug nozzle, crevice nozzle, 
rubber-covered swiveled suction 
floor brush, long bristle round dust 
brush, Hi-Vac upholstery nozzle, 
Apex gas generator, and Hi-Pres- 
sure spray gun. 


Electrical Merchandising, August, 
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LUMINITE Wall Pilate 


pilot, or nite-light, encased in a 
ivory plastic housing that plugs 
into any. outlet. Tiny bulb insic 
housing of plug provides pilot light 
Provides 2 outlets for plugging in 
other fixtures. 
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66 in. Cabinet Sink 


CROSLEY Kitchen Units 
The Crosley Corp., Cincinnati, O. 


Device: 12-unit prefabricated pack 


aged kitchen sink and cabinet line 


Selling Features: Separate units may 


be grouped in any arrangement to 
fit size and shape of kitchen; line 
includes 5 types of sinks and sink 
cabinets varying in width from 42 in. 
to 66 in.; 6 types of wall cabinets 
ranging in width from 24 in. to 66 
in.; and 1 type base cabinet, 24 in 
wide; all sinks are 232 in. deep, 36 
in. high with 4 in. back splasher. 
Cabinet sinks feature recessed 
knee-hole permitting working while 
seated; rubber foot rest and toe 
space; cutlery drawer section with 
linoleum lined bottom; metal cake 
and bread drawer with ventilated 
cover; smooth drain surface; 24 in 


Wall Cabinet Over Sink 


breadboard on extra-heavy slide; 
acid and heat resisting porcelain top; 
rinse spray on faucet; 1-piece sink 


top. 

Wall cabinets have rounded cor- 
ners and edges, sanitary surfaces 
finished to clean like china; easy- 
sliding glass doors; concealed fluor- 
escent light in wall cabinets illumi- 
nates interior of cabinet as well as 
surface below; cup rack can be at- 
tached beneath lower shelf of wal! 


cabinet; holds 7 standard coffee 
cups; step-up shelves. 


Base cabinets have 8 features— 
black linoleum top; 4-in. linoleum 
hack splasher—l-piece with top: 
rust-proof metal strip; recessed toc 


Associated Projects Co., 80 E. Long S+., . 

Columbus, 15, O. space ; double-side doors; rust-proot! 

sliding shelf; 4-in. safety guard at 

back of shelf; streamlined drawer 
no sharp corners. 

Electrica’ Merchandising, August. 1945 


Device: LumiNite safety pilot plug. 
Selling Features: A combination cord 
cap, convenience outlet and safety 
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ANOTHER BIG 


Motorola 


COLOR AD 

Ly , 
ADDRESSED TO 
40 MILLION 
AMERICANS 


There'll be none 
Finer than..- 


—— 


ick 
ne 
nay 


















line 
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hile 
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with 
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ated 
4 in 
OVER HALF AN HOUR OF MUSIC 
235 WITHOUT INTERRUPTION 
ae taney he F Music at its beautiful best! That’s what’s in store for you soon 
re after Victory. The broadcast programs you love to listen to will 
= uli % come in richly ... with every subtle tone and overtone! And when 
STACK "EM 10 HIGH , (IT) OATING ACTION . . ° 9 . 
) Play and enjoy ||| 7AM motorola chang. YOu're hungty for your favorite recorded music, you'll discover 
twelve Inch r handles pre- how scientifically perfect a Motorola record changer can be. 
oy ha Motorola is still devoted to the making of famous “Handie 
Talkies,” originated and developed exclusively by Motorola Radio 
Engineers. But make a note ...to remember! Soon after the war 
. see and hear a Motorola Phonograph-Radio. 
a GALVIN Mfg. Corporation « Chicago 51, Illinois 
511de ; 
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BLECTLY. APPLIANCE 


NEW PRODUCTS 
this Washer and Ironer 


boost dealer profits 


REGINA Electrikbroom 


The Regine Corp., Rahway, N. J. 


; . Device: Electrikbroom light-weight 
= J. . i i cleaner. 
pa) ot Bs an : Selling Features: Weighs 63 Ibs.: 
: concentrated suction power; Black 
é . ' & es motor; seamless drawn 
- it se steel, chrome plated handle with 
HORTON quick cord release; velour filter 
IRONER pent — = cup empties like 
an ash tray; flexible, rubber-covered, 
FEATURES: self-adjusting nozzle permits firm 
floor grip; Staticomb combination of 
electrostatic attraction and agitation, 
snaps into nozzle for thorough rug 
cleaning, including threads, ravel- 





Horton’s new Home Laundry Combination 


Single central control lever 


for all operations... 
starting, stopping, pressing. 


Accurate thermostatic heat 
control regulates tempera- 
ture to suit any fabric. 


HORTON WASHER FEATURES: 


Interior of Horton ready for 
full-sized family washing . . . 
showing agitator designed for 
extra long sweeping action. 


is on the production lines now! 
A recent national survey among homemakers shows that 
washing and ironing are the tasks women dread most. 
Now Horton offers a complete home laundry combination 
that makes both tasks easier! ... Adding up to a big 
new opportunity for Horton dealers... to sell washers 
and ironers together as single laundry units. 


HERE THEY ARE! . . . The Horton Washer—the only washer 
with the sensational Kleenette .. . and the sturdy port- 
able Horton Ironer with Finger Tip Control. Both are 
on their way to you as fast as they come from Horton 
production lines. 


There'll be other NEW Horton 
Washers and lroners, of course. 


~~ 


Kleenette replaces agitator, ready 
for any small-sized wash’. 


ings, etc.; dry mop for polished 
floors, linoleums, etc., snaps into noz- 
zle opening. 

Electrical Merchandising, August, 
1945 


FEDCO Germicidal Lamp 


Federal Engineering Co., 37 Murray St., 
New York, N. Y. 


Device: Germicidal lamp floods room 


area above the 7 ft. level with germ- 
killing ultraviolet rays, reducing the 
possibility of spreading infection 
among occupants; available in 15 and 
3 watt sizes; 110 volts, a.c. only; 
easy to install; 2 types of fixtures— 


especially fine for baby clothes, 


one for portable use and one for 


lingerie and other delicate fabrics. permanent mounting in any color. 

Electrical Merchandising, August, 
1945. 

WE HAVEN’T FORGOTTEN -—and we hope you haven’t—that we’ve 

only reached the halfway mark in our war job. We're still facing an enemy 
6,000 miles away—who has 5 million trained troops, controls 90 per v 

cent of the world’s rubber supply, and has an industrial capacity almost 

equal to our own. Don’t forget these facts if your supply of Horton ORT WAYNE, INDIANA 

Washers and Ironers is slow in reaching you, or if the quantity is smaller , 

than you would like. Always remember--WE’VE STILL GOT A WAR MAKERS OF AMERICA’S FIRST 


TO WIN! AND FINEST WASHERS FOR 74 YEARS 
HORTON DISTRIBUTORS 


Albany Hardware & Iron Co, Albert Mathias & Company 
Albany, New York El Paso, Texas 
Charlies 5. Martin Dist. Co. Phoenix, Arizona 
Atlanta, Georgia Fargo Motor Supply, Inc 
Baltimore Gas Light Co Fargo, North Dakota 
Baltimore, Maryland Devlin-Drew Company 
Hamilton-Bacon-Hamilton Fresno, California 


A-P Magic Pilot 


Automatic Products Co., 2450 No. 32nd 
St., Milwaukee, 10, Wis. 


se eco Device: “Magic Pilot” constant | vel 
Pittsburgh, Pennsylvania oil control for vaporizing oil burn- 
Nelson & Small, Inc. ing appliances. 
> i . b 
a. ..* . Selling Features: Makes it possible to 
maintain a constant pilot feed 1- 


House-Hasson Hardware Co. 
Lincoln, Nebraska 

Steinman Hardware Co. 
Lancaster, Pennsylvania 

Henkle & Joyce Hardware Co. 
Lincoln, Nebraska 


Portland, Oregon 
Orgill Brothers Co. 


Bristol, Virginia-Tennessee 
J. 8S. George Supply Co 

Burlington, Vermont 
Allison-Erwin Company 

Charlotte, North Carolina 

High Point, Asheville, Goldsboro, 

N | Carolina; Greenville, 8S. Carolina 
Butler Brothers Company 

Dallas, Texas 


Hendrie & Bolthoff Mfg. & Supp. Co. 


Denver, Colorado 
H. E. Sorenson Co. 
Des Moines, lowa 


Excelsior Radio Company 
Harrisburg, Pennsylvania 

C. H. Miller Hardware 
Huntington, Pennsylvania 

Van Zandt Supply Company 
Huntington, West Virginia 

Orgill Brothers Company 
ackson, Tennessee 

Swank Hardware Co. 
Johnstown, Pa. 


Stowe Hardware & Supply Co. 


Kansas City, Missouri 


emphis, Tennessee 

Butler Brothers Company 
Minneapolis, Minnesota 

Gambill Distributing Company 
Nashville, Tennessee 

Eastern Electrical Supply Co. 
Newark, New Jersey 

Monroe Hardware Company 
New Orleans, Louisiana 
Monroe 

Philadelphia 
Phi ohin a 


Providence Electric Co. 
Providence, Rhode falamd 

Richmond Hardware Co. 
Richmond, 19, Virginia 

Edward F. Hale y= A 
San Francisco, Cali 

Witte Hardware Company 
St. Louis, Missouri 

Seattle Radio Supply, Inc. 
Seattle, Washington 

Standard Sales Co. 
Spokane, Washington 


definitely by an entirely new met! 
that automatically controls the 0! 
flow required. Oil flow orifice 15 
60 times larger than in previ 
controls, preventing clogging and 
oil waxing. 
Photo shows AP Thermostatic 
— heater control using “Mag's 
il 


Electrical Merchandising, August 
1945 








PAGE 146 AUGUST, 1945—ELECTRICAL MERCHANDISING BLECT 





Ce 








S an advertiser in POULTRY TRIBUNE 


Because water is more important to poultry 


than to any other livestock—per unit of body 


You can't afford to leave a “Two Billion Dol- weight, hens require twice as much water as 
lar Hole” in your Farm Magazine Schedule. = F 
1944 gross farm income from Poultry and cattle, sheep, or swine—it naturally follows that 


Eggs was $2,661,250,000. (Source U.S.D.A.) 





poultry farms are the A-1 market for water 


systems . . . Poultry Tribune offers you coverage 














imp 
ray St. of this highly specialized and prosperous section 
_— of the Farm Market. If you have a product that 
h germ- . 
ie the Poultrymen need, tell them about it through the 
nfection 
pe friendly pages of America’s Leading Poultry 
—" Farm Magazine. You'll see why so many no- 
colo 
August tional Advertisers include Poultry Tribune on 
their basic Farm Magazine Lists. 
Vo. 32nd 
ant lev ite f Mee 2.\ \vOPl.. 
oil burn- : ‘ 
yssible t \\ +> 
feed Ras \ : 5 fost 4 \ L ; 
orifice 15 . , . 
previous Your FARM Magazine List is Not Complete Without q R RB Ny F 
fing and 
rmostatic Member: AGRICULTURAL PUBLISHERS’ ASSOCIATION LU 
y “Magis AUDIT BUREAU OF CIRCULATIONS. 
—" HOME OFFICE: Mount Morris, Il. ting Poulen Baral ties 
Representatives — New York: Billingslea and Ficke —Chicage: Peck and Billingsiea . 
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Get set 
or Telechron sales 


As soon as vital war production schedules are eased, 
many more Telechron electric clocks in a variety of 
models will start moving off the production lines— 
and across your counters. Plan now to profit by the 
demand for Telechron clocks that is being built up 
today by advertising which reaches a circulation of 
21,067,930 through the country’s leading magazines: 


THE SATURDAY EVENING POST COLLIER’S 
AMERICAN WEEKLY 
LIFE 


LADIES’ HOME JOURNAL 


Telechron 


S66. U.S. PAT. OFF. 


ELECTRIC CLOCKS 


WARREN TELECHRON COMPANY, 
ASHLAND, MASSACHUSETTS 
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Oakes & Co. 


L. L. Oakes of Oakes & Co., mar- 
keting and merchandising organiza- 
tion, 650 South Clark St., Chicago, an- 
nounces the appointment of Boyd W. 
Bullock as general sales manager. 

Mr. Bullock, formerly advertising 
and sales promotion ,manager of the 
Appliance and Merchandise Depart- 
ment of the General Electric Co. re- 
turned to this position from active 
Army service. 


BOYD W. BULLOCK 


During his more than twenty years 
with G.E. Mr. Bullock successively 
engaged in market research, direct 
mail promotion, industrial advertis- 
ing and promotion, and directed the 
company’s institutional advertising 
and broadcasting. 

In his new position with Oakes & 
Co., Mr. Bullock foresees an enor- 
mous expansion of low-cost distribu- 
tion of a wide line of products, as 
exemplified by the Tru-Test system, 
as one of the most important answers 
to postwar employment and the in- 
crease in real income necessary to in- 
sure a high standard of living for the 
American people. 


Magnavox Co. 


The appointment of Del Wakeman 
as advertising manager of The Mag- 
navox Co., Fort Wayne, Ind. has 
been announced by Frank Freimann, 
executive vice-president. 


DEL WAKEMAN 


Mr. Wakeman comes to Magnavox 
with a background of fifteen years’ 
experience and achievement in adver- 
tising agency and newspaper syndi- 
cate work. His most recent position 
was that of vice-president and man- 
ager of Keeling & Co., Indianapolis, 
Ind., advertising agency. 

In his new position, Mr. Wakeman 
will direct the current Magnavox ad- 
vertising theme, adopted when the 
civilian production was curtailed. 
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General Electric Supply Corp. 


Appointment of Bert W. Reynolds 
as appliance sales manager, San 
Francisco District for the General 
Electric Supply Corp., has just been 
announced by -C. W. Goodwin Jr, 
district manager. 

In his new position, Mr. Reynolds 
will direct all appliance sales in the 
San Francisco District which embraces 
northern California and a portion of 
Nevada. 


BERT W. REYNOLDS 


Mr. Reynolds has long been asso- 
ciated with the Pacific Gas & Elec- 
tric Co., where for the past several 
years, he has been manager of domes- 
tic sales. He is widely known in the 
electrical appliance field, having been 
identified with many association ac- 
tivities in this area. 


General Mills, Inc. 


The appointment of William A 
MacDonough as sales promotion man- 
ager for General Mills’ home appliance 
was announced today by Harry A 
Bullis, company president. Mr. Mac- 
Donough will be responsible for the 
coordinating of merchandising and 
promotional activities for the home 
appliances which General Mills plans 
to manufacture in its Mechanical Divi- 
sion plant upon completion of govern- 
ment war contracts. 

Mr. MacDonough comes to General 
Mills from the Jam Handy Organiza- 


W. A. MACDONOUGH 


tion of Detroit, where he held the posi- 
tion of account executive since 1942. 
Previous to that he was a member 0! 
the merchandise sales organization ° 
the Graybar Electric Co. of Detrott 
for two years. 

From 1929 to 1940 Mr. MasDon- 
ough was associated with Burr, Patter- 
son & Auld Company, Detroit, pro 
gressing over the course of 11 years 
from salesman to vice-president ™ 
charge of sales and advertising. 
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There are no road signs on clouds, yet Allied fliers, aided by electronic impulses, are daily arriving over the 
target after long flights over endless water. On accuracy ‘in serial navigation depends the success of a bombing 
run on Tokyo—-and a safe return home. High-frequency ssur steady communication, aid in locating 
planes and ships, and coordinate overnenrt of oircraft, rm s an sl ips. Delco Sanrand Division is proud of 
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Thousands of Cordley Electric Water 
Coolers are seeing worldwide action 
on ships of the U. S. Navy (Contracts 
NXs 9982 and NXsx 57045) and the 
Maritime Commission. 


Cordley battle-proven water coolers 
will be available for use in hospitals, 
factories, offices, restaurants, stores 
and other commercial requirements. 


The data on Cordley Electric Water 
Coolers is worth writing for. 


CORDLEY & HAYES 
422 Fourth Ave., New York 16 


ee i 
Libs 


Manufacturer 
Water Cooler 


for +s Year 


4 
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Bendix Home Appliances, Inc. 


W. F. Linville has been named sales 
manager for Bendix Home Appliances, 
Inc., South Bend, Indiana, according to 
an announcement by J. S. Sayre, pres- 
ident. Mr. Linville, veteran of the 
Bendix Home Appliance Sales De- 
partment, was elevated from the posi- 
tion of director of districts in which 
capacity he has served for the past 
year. 


W. F. LINVILLE 


Mr. Linville joined Bendix at its 
inception in 1937. He served a sales 
personnel manager, district sales 
manager and from 1940 to September, 
1944 was southwestern sales manager, 
directing activities in 16 distributor 
territories. 

As sales manager, Mr. Linville 
will be in complete charge of all sales 
activities relating to the Bendix home 
Appliances, Inc. products, the Bendix 
automatic home laundry and the re- 
cently announced post-war appliances, 
the automatic home ironer and auto- 
matic home dryer. 

Before joining Bendix Mr. Linville 
was associated with the Henry L. Do- 
herty Co., Utilities Division, and also 
served in key executive positions for 
fourteen years in the export and do- 
mestic sales departments of one of the 
leading washing machine manufac- 
turers. 


The Crosley Corp. 


Frank A. Schotters, of Alton, III. 
has been named as vice-president in 
charge of production of The Crosley 
Corp., it was announced recently by 
R. C. Cosgrove, vice-president and 
general manager. 


FRANK A. SCHOTTERS 


Previous to joining Crosley Mr. 
Schotters was works manager of the 
Western Cartridge Co. plants in East 
Alton, Ill. Prior to his connection 


—, 


with Western Cartridge, Mr. Scho 
ers had been president and gene: 
manager of the Luce Mfg. Co, o 
Lansing, Mich., manufacture 
automotive parts. 


Richmond Plant Manager 


Appointment of John W. Craig 4 
general works manager of the Ric| 
mond, Ind., plant of The Crosk 
Corp. was also announced recently }y 


JOHN W. CRAIG 


j 


R. C. Cosgrove, manufacturing di 
vision. 

Craig is well-equipped by training 
and experience to take over the activ: 
supervision of the plant in which Cros 
ley will concentrate all of its electri 
refrigerator and home freezer produ 
tion, as rapidly as such productio 
becomes possible. He joined the 
Crosley organization in 1937 as assist 
ant chief refrigeration engineer, later 
being promoted to chief refrigeratio 
engineer. Previous to joining Crosley 
he had served over eight years in t 
engineering department of th Frigi- 
daire division of General Motors 


Johnson Appointed 


Appointment of Sidney E. Johnson 
of Atlanta, Ga., as southern regioual 
manager in the sales department 0 
the manufacturing division of Tlx 
Crosley Corp., was made recently by 
James H. Rasmussen, Crosley get 
eral sales manager. 

Mr. Johnson succeeds Syd D. Can 
per, who has resigned to become dis 
tributor for The Crosley Corp 
Jackson, Miss. 

For the past 18 months, Mr. John 
son has been southern district manage! 
for the Faraday Electric Cory 


SIDNEY E. JOHNSON 


Adrian, Mich., previous to whic 
had been associated with the Ov 
Corning Fiberglas Corp., in thei 
marine equipment and battery division 


AUGUST, 1945—ELECTRICAL MERCHANDISING 





It |] 


t Frigi 
brand - 
int th 
Na8$ pr 


tLEC 


Joh 1st 
regioua 
tment 0 
of 1 
rently b 
sley gi 


D. Lan 
come di 


Cort 


fr. Joh 
manas' 
Cor 


whi 
e Or 
in theif 


y division 


DISING 


How he turned horse-radish into gold... 


HAT’S in those green bottles?’”’ the 
young man wanted to know. “‘Horse- 
dish,” the Pittsburgh storekeeper an- 
vered. ““‘Why the green bottles?” the young 
1an went on. ‘‘Horse-radish is always adul- 
terated,” the storekeeper said, “the green 
vlass hides the adulterants.”’ 

Young Henry J. Heinz started thinking. 
[f horse-radish was pure, it wouldn’t have to 
hide. Why not make pure horse-radish? Why 
not sell it in clear glass bottles? The idea 
looked good to him. 

In a little vacated brick house near his 
home, Henry Heinz and three helpers started 
grating and bottling pure horse-radish, the 
best they could make. Henry sold it from 
door to door, back there in 1869. People 
liked it because it was better. Sales grew and 
kept on growing. 

That’s how a great business was born. The 
idea that turned into ‘57 Varieties’’ had its 
beginnings right there. 

Before long, Heinz was “‘putting up” many 
more quality food products. And he was 
advertising them widely by name. Heinz 
brand advertising appeared everywhere. 
You saw it on New York elevated trains, 
where dried beans rattled on Heinz car cards. 
It blinked from a huge sign on ““The Great 
White Way,” where the Heinz sign in 1899 
was “the latest wonder of electricity.” 


tie 
~_— 


 e - 


eae eae 


YY 
———— 


Thousands, of people wore Heinz “pickle 
pins.” Magazines — newspapers — all the 
Heinz advertising emphasized quality and 
built up trust in the name, H. J. Heinz. 

Heinz products performed as they prom- 
ised. Today the 57 varieties are known 
throughout the world. Brand advertising 
has made Heinz quality a buying guide 
everywhere. Brand advertising—with the 
guarantee it always gives—has compelled 
Heinz to keep up that quality, because 
people expect it and demand it. Brand ad- 
vertising has brought about mass produc- 
tion which has helped cut costs. You could 
buy a can of soup for 25 cents in 1900; you 
can get a better can of the same nationally 
advertised soup for 10 cents now. 

Everybody benefits from brand advertis- 
ing. The average price of brand-advertised 
electric irons dropped from $6.00 to $2.95 
in the 15 years before this war. Toilet soap 
prices dived 60%. Facial tissues dropped 
from 65 cents to 12% cents. The cost of 
vacuum cleaners decreased 19%, while 
brand advertising was increasing their sales 
44%, 

Without brand advertising, we wouldn’t 
need mass production. Without mass pro- 
duction we couldn’t get a great many of the 
good, dependable, familiar things— because 
we just couldn’t afford them. 
































lt happened to FRIGIDAIRE 


$750 in 1921 but $155 in 1941 


Frigidaire and the other electric refrigerators hadn't 
wand-advertised their products, making thousands 
amt them, and bringing about the huge economies of 


“8 production, do you thin!: the average price of all 


Mectric refrigerators could have dropped, by 1941, to 
Proximately 1/5 of their cost in 1921? 











FREE REPRINTS OF THESE STORIES OF “WHY AMERICA’S GREAT“ 


This series of newspaper and magazine advertisements is of- 
fered as a public service by Fawcett Publications, Inc., 295 
Madison Avenue, New York 17, N.Y. Write for free proofs. 


FAWCETT PUBLICATIONS, INC. 


WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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“STILL, I'D BREATHE EASIER IF 
[T WOULD FIT IN OUR SAFE.” 


Count on Graybar to guard your interests 
in getting appliances through 








DISTRIBUTION IS MERCHANDISE 


This is H. E. (Harry) Giles, Graybar's District 
Merchandising Manager at Atlanta, Georgia, in 
charge of distribution and sales of electric appli- 
ances, radios, and hearing aids in Graybor’s 
Southern District. 

Harry's three-way experience embraces 
eighteen years of selling radios and major and 
small appliances—(1) to the home; (2) factory 
to distributor; (3) distributor to dealer. Under 
his direction, the southern Graybar merchan- 
dising organization is doing an outstanding job 
of guiding dealers, training sales personnel, and 
helping with display and promotion. 

Harry typifies Graybar’s Merchandising Spe- 
cialists — men who know how to make merchan 
dise move, 
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As production of new appliances and radios is resumed, 
Graybar is well prepared to facilitate their delivery to you 
on a fair basis, with the least delay. As a result of our many 
years’ service as national distributor, we have established firm 
relations with top-rank manufacturers. Our strategically located 
branch offices are intimately aware of the problems and needs 
of individual dealers. Local warehouses simplify stocking 
and delivery. 

After the initial rush-to-buy is over, the “via Graybar” lines 


will still be easy to sell. We select for distribution only those | 


lines which (1) are dependable products of responsible manu- 
facturers; (2) have readily saleable features; (3) are effec- 
tively advertised to the public by their makers. 

The men of Graybar’s Merchandising Department are ready 
to help show your personnel how to turn these features into 


new sales records. Graybar Electric Company—in over 80 | 
principal cities. Executive offices: Graybar Building, New | 


York 17, N. Y. 


Merchandising Department 


AUGUST, 1945—ELECTRICAL MERCHANDISING 





NEW POSITIONS 
OF THE MONTH 

















=, 


Gibson Refrigerator Co. 


F. E. Basler, vice-president jp 
charge of sales of Gibson Refrigerator 
Co., announces the appointment of 
Earl S. Nobles as divisional sales 
manager of Gibson district No, § 
which consists of Kansas, Missouri, 
southern Illinois, eastern Tennessee 
and Kentucky, and northern Missjs. 
sippi. 


EARL S. NOBLES 


Mr. Nobles entered the appliance in- 
dustry 23 years ago as utility sales 
manager for Landers, Frary and 
Clark. He was in charge of electric 
range sales for A-B Stoves, Inc., for 
nine years, and joined the Gibson or- 
ganization as a range sales specialist 
in 1940. During the war he has been 
assistant service manager in the Beld- 
ing, Mich., office. 


Krauter Returns 


Walter D. Krauter, national service 
manager of Gibson has returned to his 
prewar position. In 1942 he was tramns- 
ferred to the post of war production 
coordinator for Gibson. He worked 


WALTER D. KRAUTER 


out production details for the manu- 
facture of inboard flaps for B-24 
bombers being manufactured at Wil- 
low Run. With the recent completion 
of the flap contract, Krauter returns 
to his prewar position of national serv- 
ice manager. 


Sylvania Electric Co. 


James M. LaVier, Jr., has joined 
the staff of Sylvania as sales repre- 
sentative serving the Virginia terti- 
tory with headquarters at Richmond. 
Between 1933 and the time he joined 
the armed forces he was with the 
Virginia Electric and Power Co. 
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W aire offers you fif- 
teen years experience 
in the building of high 


quality electric water 


heaters. . 


MIDDLEVILLE, MICHIGAN 
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Horace»: » 


, \. . ‘ | 
Horrible “Hallucinations! 





When his helpmate served cake, sometimes he thought he saw this! | 
(SHE MADE "EM BY HAND AND SHE WORKED LIKE THE DICKENS) 






tL 
=——- 


| 
Then for awhile, he saw something like this. 





(BY THEN SHE'D GOTTEN AROUND TO MAKING THEM WITH ONE OF THOSE 
ORDINARY MIXERS WITH A MERRY-GO-ROUND BOWL) 








And even ofter they gof a KitchenAid, Horace’s hallucinations kept 
right on, but now they're nice ones like this and he’s nuts about them! 





Experience has proved that no mixer compares with 
Every Home is a 


Prospect for a 
Postwar 
K'TCHENAID! 


KitchenAid. The postwar line will include mixers de- 
signed for every use and every purse . . . a complete 
set of attachments . . . coffee mills for fresh home- 


ground coffee. Now is the time to plan on handling it. 








See your distributor, or write the factory. 








The Hobart Manufacturing Company 
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KitchenAid Division « Troy, Ohio 


PAGE 154 


Three Recent Proctor Appointees 


W. R. EDMONDSON 


Proctor Electric Co. 


R. M. Oliver, vice-president of the 
Proctor Electric Co., Philadelphia, Pa., 
announces the appointment of the fol- 
lowing district managers: 

Wesley R. Edmondson to be Dallas 
District manager; William L. Howell 
Kansas City district manager, and 
George E. Newlin to be Los Angeles 
district manager. 

Mr. Edmondson and Mr. Howell 
have been with Proctor since 1939 and 
1938 respectively, except for short 
wartime leaves. 

George Newlin will cover Los Ange- 
les territory, including Southern Cali- 
fornia and a large part of Arizona. 
He will report directly to Lieut. Col. 
Charles P. Culbert, Western regional 
sales manager. 

Another announcement recently 
made by T. W. Allen, chairman of the 
board, is that of F. M. Cardeza, Jr., 
as purchasing agent for the company, 
to succeed Dan Thompson, recently 
made New York district manager. 


Toastmaster 


William E. O’Brien, general sales 
manager, Toastmaster Products Di- 
vision, McGraw Electric Co., has an- 
nounced the appointment of Harry B. 
Davis, Jr. as New York district man- 
ager. 

Mr. Davis joined the sales depart- 
ment of Toastmaster in 1939 as sales 
correspondent, later covering a terri- 
tory, and in 1941 was appointed assist- 





HARRY 8. DAVIS, JR. 


ant to the sales manager. From the 
spring of 1944 until his recent appoint- 
ment, Mr. Davis acted as traffic man- 
ager for Toastmaster. 


AUGUST, 





GEORGE 


NEWLIN 


W. L. HOWELL 


RCA Renewal Tube & Parts Sales 


David J. Finn, widely known 
throughout the radio trade for his 
activities in sales and advertising, has 
been named manager of the Renewal 
Sales Department of the Tube Divi- 
sion, it was announced by L. W. Tee- 
garden, general manager of the RCA 
Tube Division. 

Mr. Finn will be incharge of the 
sale of tubes, component and replace- 
ment parts sold through distributors 
and retailers, according to Mr. Tee- 
garden. 

Prior to his appointment, Mr. Finn 
was Chicago regional sales manager 
for RCA Victor. He joined RCA in 
1930 as sales promotion manager for 
radio tubes in the Lake Erie district. 
In 1934 he transferred to the Camden 
headquarters of RCA Victor as mana- 
ger of tube advertising, and later be- 
came manager of photophone adver- 
tising, instrument advertising and 
then assistant manager of all adver- 
tising and sales promotion activities. 
In 1941 he was appointed manager of 
that department. Two years later he 
transferred to the RCA Industrial and 
Sound Department as Sales Manager. 


Galvin Mfg. Corp. 


Motorola Radio announces the pro- 
motion of Daniel E. Noble to the po- 
sition of general manager of the com- 
munications and Electronics Division. 
In his new position Mr. Noble will 
have direct authority over the engin- 





DANIEL E. NOBLE 


eering, sales and engineering produ: 
tion departments of the Division. He 
will retain his present responsibilitics 
as director of research. 
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A NEW NAME IN STEEL KITCHENS... 
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amden K pase casimers *** built by Midwest, long known as manufac- 
er be- ‘ — mY turers of fine electric refrigerator cabinets. 
adver- , y 


| i, 6=- drawers or doors are Kitchen-Kraft “Packaged” Steel Kitchens 
r and available. Sizes to fit per- 
adver- 


adve : fectly into any kitchen are outstanding in design and finish—loaded 
ye 4 with features—built for long life and reason- 
ger of g 

- ~ es é t ably priced. They are sold direct from factory 
al anc cy 


nager. to appliance, furniture and department stores. 








Send for complete information concerning 
MITCHEN-KRAFT 2 th Ee } : Kitchen - Kraft easy - to - sell, easy - to -install 
UTILITY CABINETS —_ Steel Kitchens. Do it NOW! 


Available as broom closets or as storage 
cabinets with adjustable shelves. Fits per- 


e pro- 
the po- 
e com- ; 
fe will fectly with other Kitchen-Kraft units. MIDWEST MF G. COMPAN Y 


engin- i GALESBURG, ILLINOIS 
Sales Offices 


Chicago—911 Furniture Mart 
MITCHEN-KRAFT . New York—206 Lexington Ave. 
SINK UNITS 





KITCHEN-KRAFT 
WALL CABINETS 


For use over.Base Cab- 
inets or above stoves 
and refrigerators. All 
Kitchen-Kraft units are 
welded steel construc- 
tion, rust-proofed and 
finished in high-baked, 

Smart in appearance. Designed for greatest : long-life enamel. 
convenience. A complete unit, ready to 
install. 
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Because to the 2,350,000 families 
in the American ttrome 
homemaking 1s 2 joy. not a chore. 


thats why they read the Amevican ttome Magazine 
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House Beautiful Magazine 


R. A. Hoefer, publisher House 
Beautiful Magazine, has announced an 
expansion of the home office staff 
with the addition of Richard G. War- 
ner as sales promotion director. 


RICHARD G. WARNER 


Mr. Warner, a Major in the Army, 
was recently released by the Air Corps. 
He was formerly associated with 
Louis E. Wade, Inc., Fort Wayne, Ind. 


Free Sewing Machine Co. 


Continuing its plan of post-war ex- 
pansion, Free Sewing Machine Co., 
Rockford, Ill., has appointed R. W. 
Dickson district sales manager for 
the Eastern Division, it was an- 
nounced by L. E. LeVee, vice-presi- 
dent in charge of sales. In his new 
duties, Mr. Dickson will direct that 
company’s sales activities in Eastern 
Pennsylvania, New Jersey, Delaware, 
and Maryland. He will maintain head- 
quarters in Philadelphia. 


R. W. DICKSON 


Mr. Dickson has spent his entire 
career in the sewing machine business. 
He joined the Free Sewing Machine 
Co. in 1927 as a sales representative 
in the Philadelphia area. In 1937 he 
was appointed department store super- 
visor for the Eastern Division and 
served in that capacity until his recent 
promotion. 


“—~"""Satre Appointed 


M. S. Satre has been appointed 
district sales manager, it was an- 
nounced by L. E. LeVee. He will 
supervise Free’s sales program in 
Western Pennsylvania, Ohio, West 
Virginia, and the Detroit area in 
Michigan. He has been in the sew- 
ing machine business since 1923 and 


is thoroughly familiar with both ti¢ 


production and sales promotion ©! 


sewing machines. He will maintain 


headquarters in Pittsburgh. 
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IN YOUR POSTWAR LAUNDRY 



















































































Laundry days will be leisure days in the 





home laundry of tomorrow. Modern equip- 


ment will do your work for you and in far 


less time. New designs will give you attrac: 


le inum 
tive, light weight, easy-to-« lean alumi 


in much of this laundry room equipment. 


Meee Ae 
Clothes chutes, washers, ironers, loning 









i >< all racks... 
boards, irons, chairs, tables, wall 


even the windows and’ venetian blinds .. . 
























Women know a lot about 
aluminum these days. They 
know it is lightweight, easy- 
to-clean, attractive and dur- 
able. They'll be asking you 
about it in some of the new, 
post-war laundry equipment 
you are planning to sell them. 

They will be asking you 
about it because they'll be 
expecting equipment that is 
lighter to handle, easier to 
clean and more attractive. 
They'll be expecting new- 
magic that will give them new 
leisure in their post-war laun- 
dry rooms. 

Many manufacturers of 
laundry equipment and home 
appliances already are plan- 
ning to feature Aleoa Alumi- 
num to give you those added 
selling features women will 
expect. This Alcoa advertise- 
ment reaching millions of your 


best of a 


prospects is one 
series to help you sell to- 
morrow’s market. 

ALUMINUM COMPANY OF 
\merica, 1860 Gulf Bldg., 


Pittsburgh 19, Pennsylvania. 


cS 
Noe - Wenn ty i: 
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Graybar Electric Co., Inc. 


J. F. Lee took over the duties of 
Graybar merchandising manager ir 
Metropolitan New York and Norther: 
New Jersey recently. 





J. F. LEE 


Mr. Lee will be responsible tor 
the distribution and sale of major and 
small appliances as well as hearing 
aids in the above territory. Prior to 
joining Graybar, he worked for the 
Wholesale Radio Equipment Co. New 
York City 


Norman A. Hayes is taking over the 
duties of merchandising manager for 
the Graybar Electric Co. in Portland, 
Oregon. During the past twelve years 





NORMAN A. HAYES 


he has been merchandising manager o 
the Stubbs Electric Co. in Portland, 
and before that he was sales manage 
for the Northwest Radio Supply C 

also of Portland. 


L. V. Schroder has taken over thi 
duties of merchandising manager for 
the Graybar Electric Co, in Spokane 





L. V. SCHRODER 


Mr. Schroder originally  joit 
Graybar in 1939 and worked in the 
Spokane territory as an appliance 
salesman until 1942 when he to 
leave to work with the OPA. 


{ 
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p get plenty of power out of your advertising 


drives in The American Magazine . . . the purchasing 
power of both men and women, husbands and wives, 
fathers and daughters, mothers and sons. That’s be- 
cause The American Magazine is edited with dual sex 
appeal . . . edited to double-expose your advertising to 
millions of women and millions of men . . . multimil- 
lions of aspirational Americans who buy The Ameri- 
can Magazine on the newsstands, who subscribe, or In the Service 
who beg, borrow, or steal somebody else’s copy. of the Nation 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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“(. What appliances will open brand new markets ? 
A. Those providing comfort all year ‘round. 





n the postwar building program 
there will be a tremendous new demand 
and a steadily growing market for evapo- 
rative air coolers, forced air heating and 
ventilating appliances that will provide 
comfort all year ’round — at home and 
work. 

Distributors and dealers who handle 
the UTILITY line will have a complete 
range of proven appliances, for profitable 
sales all through the year. Now is a good 
time to investigate the market possibilities 
of UTILITY equipment, when it again be- 
comes available for civilian distribution. 


(fi liawee L 


Formerly utility Fe 


4851 S. Alameda St, Los A 
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Air Conditioners Sales Corp. 


Henri Sadacca, president of the 
Noma Electric Corp., announces the 
appointment of Albert C. Muller, Jr., 
as president of the Air Conditioners 
Sales Corp., a wholly-owned sub- 
sidiary of the Noma Electric Corp. 





A. C. MULLER, JR. 


Mr. Muller was formerly connected 
with the Lamp Division of the Gen 
eral Electric Co. and has been actively 
associated in the electrical business 
for 25 years. He joined Noma in 


1940. 


General Electric Co. 


Announcement has been made by 
4. L. Scaife, Advertising and Sales 
Promotion Division manager of the 
General Electric Co.’s Appliance and 
Merchandise Department, that J. W. 
Dunbar, former head of product serv- 
ice and sales promotion advertising, i 
now in charge of advertising and sales 
promotion of all major appliances. 





J. W. DUNBAR 


Responsible for all Appliance and 
Merchandise Department publicity is 
Stanley C. Schuler, who has moved 
up to Bridgeport from the New 
York office, where he was editor of 
the G-E Monogram and assistant spe- 
cial publicity representative. 


Great Lakes Manager 


R. A. Buescher has been appointed 
manager of the Great Lakes district 
of General Electric’s appliance and 
merchandise department, according to 
an announcement by C. R. Pritchard, 
general sales manager. 

In 1943 and up to the present time 
he worked for the A. & M. department 
as an expediter on war materials. 
Suescher joined G.E. in 1935 as a 
representative of the radio department. 





AUGUST, 





Westinghouse Electric Corp. 
Home Radio Division 


Appointment of L. E. Septer as 
manager of replacement tube sales 
for the Home Radio Division, was 
announced recently by Harold B. Don 





L. E. SEPTER 


ley, manager of the Division. M1: 
Septer will maintain headquarters in 
Sunbury, Pa. Mr. Septer comes to 
his new post after five years as assis 
tant sales manager in charge of the 
Replacement Tube Division of the 
Ken-Rad Tube and Lamp Corp. 
Owensboro, Ky. He will have 
charge of nationwide distribution of 
all Westinghouse radio receiver tubes 
sold other than in complete receiver 
units. 


Westinghouse Electric Supply Co. 

Appointment of John A. Vassar as 
general service manager of the West 
inghouse Electric Supply Co. is an 





J. A. VASSAR 


nounced by David M. Salsbury, vice- 
president and general manager. In his 
new position, he will be responsible for 
nation-wide service department opera 
tions, including home appliances and 
radios 


Worked for G. M. 


Mr. Vassar worked for three yea! 
for the General Motors Corp. in thei 


refrigeration division at Dayton, Ohio, 


in charge of export service. Coming 


to Westinghouse Electric Corp., parent 


concern of the Supply Company, 1 
1929, Mr. Vassar was appointed as 
sistant service manager of the Appli 
ance Division with headquarters at 
Mansfield, Ohio. He joined the Sup 


ply Company May 1 of this year in his 


new post. 


1945—ELECTRICAL MERCHANDISING 


Ammen gman ner A 











venga 





| 
4 





Cal 


hei 


hio, 


ning 


rent 


.- 

as 
ypli 
5 al 
Sup 


1 his 


SING 


SSS SR oe I ORE TORE es on 





ELECTRICAL MERCHANDISING—AUGUST, 








@ Your Arvin distributor is now prepared to give you a 
complete explanation of the many new and advanced sales 
features built into this Arvin Automatic Iron. These features 
are the result of the experience and “know-how” of men 
who have pioneered in the development of electrical appli- 
ances for 25 years. 

Fast sales and big volume are ahead for the dealers who 
have Arvin Automatic Irons. Arvin distributors are taking 
dealer orders now for delivery as soon as possible. 


Peet ae 





~ ARVIN is he name on prelude. of experience coming from 


NOBLITT- SPARKS INDUSTRIES, INC. © COLUMBUS, 
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Hiilationary, New 
Four-In-One 
Appliance! 


Born of the skills developed in war production, the McAllister 
Bagless Vacuum Cleaner is an amazing new advance in ‘cleaners. 
It is a Four-In-One appliance—a vacuum cleaner with superlative 
performance that eliminates the dirty, dusty bag—PLUS these 


extra features that make it one of the most efficient, versatile | 


appliances of modern times. 








HANDLES SUDS AND WATER. Think of this for a sales 
feature! Now your customers can wash and rinse rugs, 
upholstery and other heavy pieces right in their own homes. 
The McAllister will pick up suds and water so thoroughly 
that the article will be completely dry within an hour. 


rat PLUS FEATURE NO. 2) 


MOTH PROOFS, TOO. You can spray rugs, clothing and upholstery with the 
McAllister Moth Proofing Compound that penetrates the fabric and completely 
eliminates the danger of moth damage. With millions of dollars of moth dam- 


age every year, this is a powerful sales feature. 








LUS FEATURE NO. 


AERATES CLOTHING, BEDDING, UPHOLSTERY. No need to drag bedding 
or clothing outdoors to air.With the McAllister, clean fresh air can be forced 
through them right in the bedroom or clothes closet. A time saving, work 
saving feature every housewife wil! want. 


Add these PLUS features to the unsurpassed cleaning efficiency 
of the McAllister Bagless Vacuum Cleaner and you have a con- 
vincing sales story that will produce volume business. 

Write today for complete details of the McAllister Profit-Building 
Sales Plan. 











HeALLISTER CORPOR 


La Salle Street Chicago 3, Illinois 
Factory—Joliet, Illinois 





OBSERVERS AT BENDIX CONFERENCE—Judson S. Sayre, left, President of Bendix 
Home Appliances, Inc., welcomes observers at recent distributor round-table meet- 
ings held at the South Bend, Indiana factory. Others, left to right, Frank Dunn, 


London, England, manufacturer; Malcolm Niven, M 


City, M and Bernard 





E. (Ben) Smith of New York City, N. Y., largest individual Bendix stockholder. 


Bendix Announces Entry Into 
Home lIroner And Dryer Fields 


Bendix Home Appliances, Inc., 
manufacturers of the Bendix auto- 
matic home laundry, has announced its 
entrance into the home ironer and 
home dryer fields. The new products 
were previewed at a series of dis- 
tributor round-table conferences held 
at the factory during June. 

The new Bendix automatic ironer, 
according to company officials, ac- 
complishes the results of the best fea- 
tures of the rotary and flat plate 
ironers which were on the market 
before the war. 

The Bendix distributors were also 
shown a model of the postwar Bendix 
automatic home laundry, which in- 
corporates 14 improvements over the 
last machine made in 1942. 


Four Years Research 


The new automatic ironer and dryer 
as well as the improved Bendix auto- 
matic home laundry are the result of 
four years of spare time research by 
the Bendix engineering and design 
staffs. Dozens of the models of the 
appliances have been on laboratory 
tests and tested in homes, and today’s 
products will be the result of untold 
research. 

Production on the Bendix auto- 
matic home laundries started July 1, 
and it is expected that each of the 
8,000 dealers will be supplied with 
floor demonstration units by early fall, 
according to H. K. Lyons, director of 
distribution. Production on the new 
ironer and dryer will follow at a 
later date. 

W. F. Linville, newly-appointed 
sales manager, conducted the meetings 
and presented the Bendix line to the 
distributors. In his talks at the meet- 
ings, Mr. Linville outlined the entire 
sales program to the organization and 
explained in detail the mechancial fea- 
tures which make each product the 
outstanding one in its field. 

One of the most complete advertis- 
ing programs ever presented in the 
appliance industry was outlined to the 
Bendix distributors by W. J. Daily, 
advertising director. The program en- 
compassing all phases of advertising 
includes newspaper advertising, na- 


AUGUST, 


Products Previewed At 
Distributor Conferences 


tional publications, radio, motion pic- 
tures, trade papers, business publica- 
tions, electric signs, dealer window dis- 
plays and department store displays. 


Home Laundry Institute 


Miss Edwina Nolan, director of the 
Bendix Home Laundry Institute pre- 
sented to the distributors the program 
of the Institute assisted by Miss Grace 

. Pennock, director of practical re- 
search. Through a series of schools, 
conducted in South Bend, home service 
directors will be trained for each dis- 
tributuor who will in turn conduct 
home service courses for Bendix 
dealer laundry specialists. 

Norwood D. Craighead, retail mer- 
chandising manager, for Bendix, in- 
troduced the new sales training pro- 
gram and announced that sales 
training schools for distributor Bendix 
specialists will be held in South Bend 
during August and September. The 
new sales training program will be 
extended to thousands of men through- 
out the country including Bendix dis- 
tributor sales managers, wholesale 
men, dealers, dealers’ salesmen, utility 
sales people and department store sales 
people. 

The Bendix sales program provides 
every proved selling device: visual 
training, charts, slide films, training 
booklets, demonstration charts, pres- 
entation books, a regular bulletin serv- 
ice and live talent sales skits. 


Service Program 


Alvin P. Smith, Bendix service 
manager, announced that all service 
managers of Bendix retail outlets will 
be schooled in Bendix service through 
visual training service schools. 

Judson S. Sayre, president of Bendix 
Home Appliances, Inc., addressed each 
of the eight groups. Mr. Sayre out- 
lined the policies of his company and 
stressed the importance of the loyal 
Bendix distributors and consequently 
their responsibilities. 
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A complete line . . . paced by Kalama- Greater values through greater volume 
zoo Gas and Electric Range models that --- gives you a head start your competition 
are genuinely new... offers franchise cannot meet. Kalamazoo has poured two- 
dealers, for the first time, a share in and-a-half million dollars into re-tooling 
Kalamazoo Prosperity. For 45 years, and streamlining its production line ...so that you can 
Kalamazoo has sold only by mail and through factory- sell products that are new—not made-over 1942 models. 
owned stores. Now, through mass production and mass 
distribution, Kalamazoo gives you a quality line with great ee Sales promotion support . . . will include 
profit and volume possibilities. ~ national and local advertising ...a com- 
a plete, hard-hitting sales promotion program 
§ Business counsel... that is unique in - +. expert engineering, sales assistance. 
the history of appliance selling is at For complete information, write today to Sales Manager, 
your disposal. Kalamazoo—with 45 Kalamazoo Stove and Furnace Company, 455 Rochester 
Lp). years of experience in retail appliance Avenue, Kalamazoo 6, Michigan. 
\ sales—knows how to stop ‘“‘loss leaks’’ 
and keep you on the “‘profit side.”” Our 


tremendous reservoir of compiled consumer sales informa- 4 A L A M A y A '@) @) 


tion is yours. The comprehensive sales training program 
puts you ’way out ahead of your competition. z STOVES AND FURNACES 
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’ ie took A. O. SMITH 
“ii 


=> ~ water-wise engineers 23,- 

al 000 test-years to make 

’ Permagilas invulnerable to 

the many weapons water uses in attack- 

ing storage water heaters. Day and night 

since 1929 these tests have gone on 
ceaselessly. . 

Tannic acid, for instance, is one of the 
worst troublemakers in water. It attacks 
ferrous metal and forms a bluish-black 
ferrous salt that acts like ink or dye... 
but not in Permaglas! A.O. SMITH engi- 
neers have fortified Permaglas to resist 
tannic acid and all the other trouble- 
makers in water,to assure hot water as 
untainted and untinted as the original 
water supply itself. 

There is no way of by-passing or short- 
cutting the long years of time, patience 
and thousands of tests required to per- 
fect Permaglas, the sparkling blue, mirror- 
smooth, glass-fused-to-steel of SMITH- 
way Permaglas Electric Automatic Stor- 
age Water Heaters. 

Write for ‘“The Inside Story of Perma- 
gias” —a great aid to sales. 


Buy an Extra War 
Bond This Month 


ELECTRIC 
WATER HEATERS 


A. O. Smith Corporation, Dept. E445H, Milwaukee 1, Wis. 
Please send me a copy of “The Inside Story of Permaglas.” 


Name 
Company Name 
Address 

City & State 


‘Some of the Key Personalities 
‘At the Bendix Distributor Conference 


LEFT TO RIGHT—REAR Philmore Doyle, division manager, Bendix Home Appliances 
Inc.; R. C. Christiansen, Bendix sales manager, Leo J. Meyberg Co., San Francisco, 
and P. R. Buehler, Bendix sales manager, Leo J. Meyberg Co., Los Angeles. Left to 
Right—Front: W. J. Lancaster, vice-president, Leo J. Meyberg Co., San Francisco; 
W. F. Linville, director of districts, Bendix Home Appliances, Inc.; and L. E. Stark- 
weather, vice-president, Leo J. Meyberg Co., Los Angeles. 


LEFT TO RIGHT—SEATED—Rowland Meggee, president, Harper-Meggee, Inc., 
Seattle, Wash.; A. P. Smith, Bendix service manager; R. L. Calkins, vice-president, 
Harper-Meggee, Inc., Portland, Oregon; L. G. Albert, Harper-Meggee, Inc., Spo- 
kane, Wash. Seated—Neal Schuman, division manager, Bendix. 


LEFT TO RIGHT—Ira Schwartz, Bendix sales manager, Bruno- New York, Inc., New 
York City, N. Y.; Irving Sarnoff, vice-president, Bruno- New York; N. D. Craighead, 
retail merchandising manager, Bendix Home Appliances, Inc., and G. O. Kaye, sales 
promotion manager, Bruno- New York. 


LEFT TO RIGHT—H. K. Lyons, director of distribution, Bendix Home Appliances, Inc., 
and H. E. Thornburg, sales manager, Van Zandt Supply Co., Huntington, West Vir- 
ginia. First franchise signed at Bendix Home Appliances, Inc. distributor meeting. 
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In the house designed for modern living, has 
the laundry moved “upstairs” ? . 
LIFE editors seem to think so. 
Above is a bird’s-eye view of 2 Living- 
Kitchen, shown in LIFE’s “Portfolio of Ideas 
for Home Planning,” May 28 issue. 


- Oe w 


le 


The Living-Kitchen combines four rooms 
usually kept separate—the laundry, kitchen, 
dining room, and living room. ; 

The Living-Kitchen is only one of a number 
of new, workable ideas for better family living 
in the portfolio. All are adaptable to use in 
remodeling or new construction. 

If vou are looking for new ideas to suggest to 
prospects for arrangement of postwar electrical 
kitchen and laundry equipment, look up the 
May 28 issue of LIFE. Or write LIFE Mer- 
chandising, 9 Rockefeller Plaza, New York 20, 
N. Y., for a free reprint of the portfolio. 


eer . . . 
it, 
o- Electrical dealers are conscious of the impor- 
tance of selling both the husband and wife. 
Although they haven’t sold new appliances 
since 1942, a recent LIFE survey indicates 
that dealers haven’t forgotten that the pur- : 
chase of a major seailiaae is a family affair, The two girls in this recent LIFE picture have transformer. Developed prewar and withdrawn 
with 51% to 83% of the dealers agreeing that been taking a sun bath. Their artificial sun is a when war came, the bulb is now being made again. 
the husband and wife are both important to the 7 x 5-in. light-bulb sun lamp, containing all the This article on the bulb-sized sun is a good ex- 
sale of radios, refrigerators, and washers. 

















ultraviolet-producing apparatus which used to ample of how LIFE brings news of noteworthy 
LIFE is a family affair, too, every week . 

in homes in vour neighborhood, and all across 

the land. 


require a big reflector, special stand, anda heavy new products to its 22,000,000 weekly readers. 


For LIFE has the biggest whole-family audi- 
ence of any weekly magazine. 





LIFE has more readers every week 
than any other magazine... 


ew 
ad, 


les 






A ae tf , \ 
ail" \. : 

Among the internees shown in this Carl Mydans se S your Cus omers iano 
picture of the liberation of Santo Tomas prison 
in Manila, are Mr. and Mrs. Arnold Karrer. 5 

During their imprisonment by the Japs, the 
Karrers managed to send a message home, ask- 
ing to have back copies of LIFE saved for them. 

And they received them, thanks to the 


. 
‘Back Copies for Prisoners of War Service,”’ Th | h t’ 
provided by LIFE’s warm-hearted readers. ey earn W a S new in 
The Karrers were the first of a happily in- 


creasing stream of the liberated who want to 
catch up with LIFE. 








nc., 
Vir- 
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UNDREDS of housewives 
on the Consumer Panel of Good Housekeeping 
recently suggested more than»20 improvements 
in post-war ranges. An important percentage of 


these housewives said, “Give us reminder clocks.” 


This promises a strong de- 
mand for ranges equipped with Telechron’s com- 


bination 12-hour clock and cooking timer. A low- 


cost C-44 Minitmaster installed in your ranges 


offers your customers these important sales advan- 
tages. First, it’s an accurate, dependable 12-hour 
Telechron electric clock with a strong buzzer 
signal audible throughout the house. It never 
needs winding, never runs down. Available to 
range manufacturers in two timing periods. Model 
C-48 with 0-60 minutes for every-day cooking and 
baking. Also model C-44 with 0-314 hour timing 


for all top burner and general oven work. 


You can build these triple- 
purpose timers into your post-war range line — 
with dials designed to your own special require- 


ments — for little more than spring-wound timers. 


For complete details, write 


or wire Industrial Sales Division, Dept. G. 


Telechron 


BEG. U. S&S. PAT. OFF 


WARREN TELECHRON COMPANY + ASHLAND, MASSACHUSETTS 


166 





Based on a well selected cross-sec- 
tion of American homes, Good House- 
keeping magazine’s fifth Consumer 
Panel presents a picture of the floor 
cleaning habits of American house- 
keepers. A total of 1822 question- 
naires, or 72.9 percent of the entire 
Panel of 7500 consultants, responded. 

As with former reports, this sur- 
vey, “The Care of Floors and Floor 
Coverings,” was made in all sizes 
of cities from under 1,000 to 500,000 
and over; by income groups from 
under $1,000 to $10,000 and over; by 
age groups from under 20 to 50 and 
over; and by all types of occupations 
for men and women. Eighty-nine 
percent of the respondents were mar- 
ried, 2.6 percent widowed, and 78 
percent single. Sixty-two percent 
own their own home; 17.6 percent 
live in rented houses, and 19.1 per- 
cent live in a rented apartment. 


73%, Do Own Cleaning 


Nearly 73 percent of those respond- 
ing said they do all of their own house 
cleaning. A little more than 15 per- 
cent do most of it; 9:8 percent do 
some; and only 0.7 percent do none. 

Approximately 26 percent had some 
help with their house cleaning, of 
whom only about 12 percent had a full- 
time maid or housekeeper; about 65 
percent had a parttime maid, and of 
those who had parttime help about 58 
percent had this help once a week. 


Use of Vacuum Cleaner 


It was found that 83.5 percent use 
an electric vacuum cleaner. Of these, 
55.8 percent use the motor-driven 
brush type; 15:5 percent use the suc- 
tion type floor cleaner with no brush 
in nozzle; and 28.1 use tank type clean- 
ers. 
Practically all the cleaners were re- 
ported to be in working condition. Over 
40 percent of the floor type suction 
cleaners ran from 10 to 15 years old, 
while 25 percent of the brush type 
models averaged from 10 to 15 years. 
The average age of the tank type 
cleaners was 4.1 years. 

Need for replacing and adjusting 
brushes in the floor type brush models 
ran as follows: Every 6 months, 6.1 
percent; every year, 15 percent; every 
2 years, 22.4 percent; less often than 
every two years, 35.3 percent. 

The majority reported using their 
cleaners once or twice a week; 19.3 
percent use it daily in the living room; 
14.6 percent use it daily in the dining 
room. 

Of the 293 respondents who reported 
having stair carpeting, 33.8 percent 
said they clean the stairs with a hand 
vacuum; 49.2 percent with an attach- 
ment; 32.4 percent use a broom or 
brush. 

Less than 25 percent use the at- 
tachments for dusting wood floors, 
although 85 percent use a dust mop. 
The tank type cleaner leads in the 
frequency with which attachments are 
used. 58.9 percent reported using them 
once a week; only 20.7 percent of the 
brush-type floor owners use attach- 
ments once a week; and 18.2 percent 
of the suction type. “Once-a-month” 
use was indicated by 22 percent of 
the tank type owners; 27.9 percent 
brush type; and 37 percent suction. 


Emptying Bag 
There is a difference in the fre- 
quency of emptying the cleaner bag de- 
pending on the type of cleaner. For 


Floor Cleaning Habits Surveyed 
By Good Housekeeping Magazine 


83.5°%, Use Vacuum Cleaner 
Study Reveals; Most Ar: 
Working 


the tank type 54.7 percent said the 
empty the bag after every cleanin; 
For the brush type floor models th: 
figure is 20.4 percent; for the suctio: 
type floor machine 13.2 percent. Th: 
most frequent period of emptying th: 
bag for the brush cleaner is once ; 
week (26.9 percent). 


Surface Litter, Thread, Etc. 


The tank and brush type cleane: 
score equally well—about 85 percent 
report that these types take up surfac« 
litter threads etc., satisfactorily. Only 
about 65 percent said they got satis 
factory results from the suction typ< 
floor cleaners with no brush. 

Those who believed that thei: 
cleaner takes out deeply embedded dirt 
satisfactorily ran as follows: 


Tank type 82 percent 
Motor driven brush type 82.1 " 
Suction type 58.7 


In answer to the question “What 
is your ‘pet peeve’ about your present 
cleaner?” the highest percentage re- 
ported for the tank cleaner was “‘does 
not clean thoroughly,” 8.2 percent 
This is also the highest peeve in the 
suction models, 15.3 percent, whereas 
only 4.7 percent of the owners of brush 
type floor models listed this as their 
pet peeve. The peeve mentioned most 
often for brush cleaners was “too 
heavy to handle, 11.3 percent. “At- 
tachments not satisfactory” was 
another frequently mentioned peeve on 
all models. 

About 27 percent of those answering 
definitely plan to buy a new cleane: 
when they are again available, whereas 
25 percent said “perhaps.” 





FRESH'ND AIRE OPENS NEW OFFICES 
—J. D. Allen, general sales manager loots 
over section of display room at recert 
formal opening of new offices at 22! N. 
La Salle St., Chicago, Ill. Among the out- 
standing features in the display room i: 
the glass brick walls providing a hand- 
some setting for Fresh'nd Aire air circu- 
lators. 
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LATOR and the new DUTCH clothless Filter—and listen to 
the cash register sing. FAIR-TRADED to protect your profits; 
NATIONALLY ADVERTISED to millions of homemakers; BEAU- 
TIFULLY DESIGNED for eye appeal; and made with PYREX 
brand glass. For easier selling, bigger profits, feature VACU- 
LATOR, Coffee Maker specialists exclusively, 


FREE! 
DISPLAY DISPENSER 


@ STOPS the prospect! 
@ TELLS the story! 
@ CREATES the desire! 
@ MAKES the sale! 


VACULATOR CHICAGO 
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4-MILLIONTH WASHER—V. R. Martin, 
newly appointed general sales manager 
of Maytag Co., is shown above with Fred 
Maytag I! president, and Roy A. Bradt, 
vice-president in charge of sales and 
advertising, and the 4,000,000th washer 
turned out by the company and now on 
display at the home office. 

















HIT THE HIGH NOTES! Play up this popular duet—VACU.- | 
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Westinghouse Acquires 
Ken-Rad Lamp Assets 


The Westinghouse Electric Corp 
has purchased the lamp business of 
the Ken-Rad Tube and Lamp Corp., 
Owensboro, Ky., George H. Bucher, 
president of Westinghouse, announced 
recently. 










Increase Lamp Output 









. 
purchased all 






Westinghouse has 
assets relating to Ken-Rad’s lamp 
business, except cash, accounts re 






ceivable and securities. The purchase 
of Ken-Rad’s facilities, Mr. Bucher 
said, “is part of the Westinghouse 
program to increase its lamp output 
to meet existing wartime demands and 





















to provide increased capacity for post 
war production.” 
It is Westinghouse’s intention t 


continue the Ken-Rad brand and oper 
ate the business substantially the same 
as it has been in the past, serving 
Ken-Rad’s customers and others 
The new unit will be known as th 
Ken-Rad Lamp Division of the West 
Electric 


a en ee | 


inghouse Corp. 


a. 


Tucker Named Manager of 
Ken-Rad Lamp Division 


Robert F. Tucker, staff assistant t 
Ralph C. Stuart, Westinghouse vic 
president, has been appointed manage 
of the recently acquired Ken-Rad 
Lamp Division of the Westinghous: 
Electric Corp. 

Westinghouse took over the Ken- 
Rad lamp plant at Owensboro, Ky., 
and its business on June 9. Mr. Tucker 
who reported in Owensboro 
thereafter, “will be responsible for the 
Division’s .entire operation, including 
manufacturing, engineering and sales 
said Mr. Stuart, who is in charge 0 
the. Westinghouse Lamp and Lighting 
Divisions. 

Mr. Tucker was appointed assistant 
to Mr. Stuart in September, 1943 
Since that time, he has been responsible 
for coordinating the manufacturing, 1 


SS 


soon 


engineering and sales activities of the 
four Westinghouse Lamp Division 
plants in Bloomfield, Belleville and 
Trenton, N. J., and Fairmont, W. Va 
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artia, MINNESOTA POLL* reports that 1 in every 5 of Gopher State’s 735,000 families 
anager is in the market for a new postwar washer. 
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ing machine. : buy About 30% of these alyeady own a washing machine. 


The average age of washing machines owned by Minnesotans 
is almost 81 years. 
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HERE are over 19,000,000 homes 
TT: the United States today without 
central heating! That’s a lot of homes— 
many of them right in your territory. And 
they’re prospects for Perfection made 
Oil-Burning Space and Portable Heaters 
—because the people in them want better 
living through better, simpler, more 
convenient heating. Fast, clean, odor- 
less, smokeless Perfection Oil heat 


—without work. 


All through the war years Perfection’s 
continuous national advertising has been 


pre-selling this market! Increased demand 


PERFECTION STOVE COMPANY 


Are YOU set to 
cash in on the Big 
Postwar Market for 


Oil-Burning 
Space Heaters 
made by 


PERFECTION? 


for better living through the use of 
Perfection Oil Heaters now exists... 


and it’s growing every day! 


By word of mouth, users have spread the 
fame of Perfection QUALITY, depend- 
ability, economy and the special satis- 
factions Perfection ownership always 
gives. Today the PERFECTION trade 
mark stands as a symbol of the better 
living thousands of Americans plan to 
have as soon as they can get it. When 
this time comes the smart dealer will 
be sure that he has PERFECTION made 


Oil Heaters to sell. 


The Mark of Quality 


7795-A Platt Avenue - Cleveland 4, Ohio 
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Morton Features 
"Unit Sale" Plan 


After more than 20 years in the 
manufacture of steel cabinets for the 
wholesale trade, C. D. Morton, presi- 
dent of Morton Mfg. Co., Chicago, an- 
nounces a new marketing program 
under the Morton trademark direct to 
distributors for their kitchen appli- 
ance dealers. Distribution on this line 
will be handled by the Nash-Kelvin- 
ator distributing organization. Dealer 
and distributor franchises are now 
being signed. 


Modernizing Markets 


The Morton sales plan features a 
simplified merchandising operation— 
the promotion of kitchen moderniza- 
tion by “unit sales.” With the kitchen 
industry as a whole emphasizing com- 
plete new kitchen installations, Morton 
presents a program aimed at the big- 
ger market of home-makers who will 
modernize their kitchens a step at a 
time, rather than rebuild or instal! 





Expect Low Cos? 
Miracle Home 


More than 70 percent of 500 
families sampled by the National 
Association of Home Builders re- 
vealed that they expected com- 
plete air conditioning in a low cost 
home. About 80 percent expected 
electronic devices of every con- 
ceivable kind. The association be- 
lieves that the hoped-for building 
boom .will not blossom if the 
American public is not given a pic- 
ture of the sober truth that the 
miraculous gadgets will only come 
to homes of the luxury class. 











complete new equipment. C. S. Mot- 
ter, Morton vice president, stresses the 
theme of enabling appliance dealers to 
sell merchandise, instead of bidding on 
specifications, as in old-style custom- 
built kitchen selling. 

In 1923, Morton pioneered in the 
designing of steel bathroom cabinets 
and factory built steel kitchens, build- 
ing cabinets under contract for the 
early leaders in the kitchen equipment 
field. Greatly enlarged for war pro- 
duction, and equipped with the latest 


+ machinery for econdmical straight- 


line production, Morton plants now 
have greater capacity. 


Design 


Morton has applied the results of 
long experience and continuous re- 
search to the designing of this new 
line. The guiding principle was to keep 
it simple, practical and beautiful. Wall 
cabinets with fluorescent lighting and 
sliding glass doors; sloping fronts 
with rounded edges; base cabinets with 
stepped-in front and kickplate are 
among the Morton innovations on the 
principle that kitchen beauty and con- 
venience are not always best achieved 
by an unbroken line of cabinets. Mor- 
ton units, therefore, are designed to 
function without “furring,” without 
cutting and trimming to fit wall 
spaces, and to serve as decorative, 
efficient appliances, whether used sing- 
ly, in “work centers,” or in complete 
installations. The line is compact 
and completely standardized. 
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Bother the etchings! It’s the Sessions Clock I want to see! 


6 mat the way it is with millions of other 

Americans, too— they want to see these new 
Sessions Self-Starting Electric Clocks as soon as 
they can. 


And when they do. 
. when they see the beautiful new Sessions 


alarm and household clocks . . . appropriately 
styled to lend charm to every room! 


. when they bear how attractively priced 
these lovely Sessions Clocks are! 


. . « when they feel the tremendous pull of 
Sessions big postwar national advertising and 
merchandising campaign! 


— they'll give you ... as a Sessions dealer... 
the busiest and most profitable clock-selling ses- 
sion you've ever had! 


The Sessions Clock Co., Forestville, Connecticut. 


essions (locks 


“The House of Westminster Chimes” 
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The white lower half of this photo- 
micrograph shows the countless 
“fingers” of Armco Enameling Iron 
which grip the porcelain enamel 
(dark portion) in a permanent bond. 


A MILLION IRON “FINGERS” 


GRIP THIS LIFETIME APPLIANCE FINISH 


There’s a good reason behind porcelain 
enamel’s ability to retain its glistening 
beauty over the years. For porcelain 
enamel is not just merely a glass coating 
on a special iron —this “lifetime finish” is 
actually fused onto the surface of the 
special iron base at high temperatures. 


WHY IT'S SO DURABLE 

If you could look at a cross-section of 
the material through a high-powered 
microscope, you would view what you see 
in the photomicrograph above—countless 
iron “fingers” gripping the glossy-smooth 
porcelain enamel finish in a permanent 
bond. This is why porcelain enamel is so 
strong and durable, why only unreason- 
able abuse can break it. 


Smooth and glass-hard, acid-resisting 
porcelain enamel is practically wear-proof. 
Food acids and burning cigarettes cannot 
harm it. That’s why you can confidently 
tell your customers that it will easily last 
the useful life of the appliance or product 
you recommend. 


SHOW THEM THIS LABEL 

But remember, the special iron base is 
important. Many appliance manufacturers 
insist on ARMCO Enameling Iron, the most 
widely used for this exacting purpose. Be 
sure there are Armco labels on the prod- 
ucts you will sell after victory. People know 
and trust the Armco triangle trademark. 
The American Rolling Mill Company, 
1771 Curtis Street, Middletown, Ohio. 


FOR EXPORT: THE ARMCO INTERNATIONAL CORPORATION 


THE AMERICAN ROLLING MILL COMPANY 


Special-Purpose Sheet Steels 
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Ellinwood Resigns 
As Adel President 


Ray Ellinwood has announced sev- 
erance of his connection as president 
and general manager of Adel Precision 
Products Corp., manufacturers of pre- 
cision aircraft equipment. He dis 
closed plans to personally engage in 
the development, manufacture and 
marketing of new products in a variety 
of fields: with a new organization bear- 
ing his name. 

Adel was purchased in December, 
1942 by Transamerica Corp. Mr. 
Ellinwood has been employed since 
that time under a management con- 
tract which has 24 years to run. At 
the time of purchase the company was 
estimated to be worth approximately 
$1,800,000.00 ; today’s value is said to 
be about $2,500,000.00. 


RAY ELLINWOOD 


Planned in the new Ellinwood or- 
ganization is the purchase on outright 
or royalty basis of new products offer- 
ing proven advantages of simplicity of 
design, increased performance and 
greater customer utility. These are 
attributes which guided the selection 
of Adel products and contributed to 
their widespread use by military and 
commercial customers. Also planned 
is the purchase of several small manu- 
facturing plants in this immediate area. 

Adel was founded by Ellinwood in 
1938. A rapid succession of expan- 
sions culminated in the construction of 
plants at the present locations in Bur- 
bank and in Huntington, West Vir- 
ginia. 

Originally formed for the production 
of cinematographic equipment, the 
company converted to aircraft products 
before Pearl Harbor. Adel has pro- 
duced over 100,000 anti-icing pumps, 
750,000 precision hydraulic control 
units and 400,000,000 line support clips 
and blocks. At its peak production, the 
company employed over 3,000 persons 
and used services of 1,100 subcontract 
firms. 

Before founding Adel, Ellinwood 
was an engineer with the Douglas Air- 
craft Co. Previously he was a design 
engineer with the Mitchell Camera Co. 
and with Bell & Howell. 


DeRidder New President 


William A. DeRidder has been 
elected president and general manager 
of Adel Precision Products Corp., 
Burbank, California, according to an- 
nouncement made by Henry S. Wright, 
chairman of the board. He succeeds 
Ray Ellinwood, resigned. 

Mr. DeRidder has been a director 
of Adel since January, 1943. In 1920, 
he joined predecessor companies of 
General Metals Corp., Vernon, Cali- 
fornia, becoming president in 1937, a 
position which he will retain. Like 
Adel, the company is also owned by 
Transamerica Corp. 
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SAVING SENSATION— 
SAMleni. 
— 
he THE TWIN EIGHT There's a bright, promising 
13 OIL-BURNING PARLOR FURNACE future ahead for cooking and heating appli- 
of ~~ soy hot ay ance dealers! Release of pent-up consumer 
aad demand is sure to create an active and 
_ highly profitable market. 
on You'll be wise to prepare now for this 
to coming business. With an ALLEN franchise, 
nd rs Low Pilot Flome for you'll be all set to offer customers a wide 
edd ap. a variety of famous ALLEN appliances for 
Mu every need and every purse. 
ea. / PA Le The ALLEN Ojil-Burning Parlor Furnaces 
- pice dtiaecan shown here . . . ALLEN’s Princess Range for 
a coal or wood . . . ALLEN’s Oil-Burning 
Water Heater . . . these and other ALLEN 
ur- 
<i appliances are all nationally known, fast 
sellers and profit makers. 
ion A new, exclusive feature of ALLEN Oil-Burning Parlor 
nw Furnaces is the revolutionary ALLEN “LoPilot” Burner 
which affords amazing fuvel-saving economy. Spe- 
cts cially designed pilot light permits fast low-pilot-to- THE SINGLE TEN 
ro- high-fire burner operation. Drastically cuts stand-by en es 
ps, fuel consumption. Has variable heat control—a flame One, Ten inch Burner 
rol for every need—just set the dial. (See illustration at 
ips left.) Remember—the time to act is now. For details 


the Medium Flame High Flame ef ALLEN products and the ALLEN franchise, write 





for Crisp, for the Coldest Dept. G 
ons Chilly Foll Days Winter Weother > iia 
ALLEN MANUFACTURING CO., INC. 
act 
Nashville, Tennessee 
90d 





\ir- 
ign ALLEN DISTRIBUTORS +++ STRATTON-WARREN HOWE. CO. WYATT-CORNICK, INC. 
Richmond, Va. 














Memphis, Tenn. 
Co. THE YANCEY CO., INC. SMALL & SCHELOSKY CO. MAJOR APPLIANCES, INC. DALCO APPLIANCE 
Atlanta, Ga. Evansville, ind. Miami, Tampa, and Fla. Sacramento and San Francisco, Calif. 
J. R. HUNT & CO. MORLEY-MURPHY CO. GEO. H. LEHLEITNER & CO., INC. WYETH HARDWARE & MFG. CO. 
- FS Baibmore, Maryland Green Bay, Milwaukee, Wisc. New Orleans, La. St. Joseph, Mo. 
D £ H DISTRIBUTING CO. HARPER & McINTYRE CO. RYAN RADIO & ELECTRIC CO. 
LAY a ONT, 16, Harrisburg, Pa. Ottumwa and Cedar Rapids. lowa St Louis, Mo. 
een : : ROYAL DISTRIBUTING CO. ARIZONA WHOLESALE SUPPLY CO. MOTOR POWER EQUIPMENT CO. 
PARLOR FURNACES 
ger PRINCESS RANGES * Combes a = Houston, Texas Phoemix, Arizona St. Paul, Minn. 
STREAMLINE SOUTHERN RADIO CORP. MURRAY-BROOKS HARDWARE CO., LTD. APPLIANCE WHOLESALERS OF OREGON RADIO TELEVISION & APPLIANCE CO. 
FP.» OSD costa we . Lake Charles, La. Portland, Oregon Seattle, Washington 
an- . GOUGH INDUSTRIES, INC. NELSON & SMALL RUDNING-ROBERTSON CO. 
ght Los Angeles, Calif. Portland. Me. joux Falls, $. Dakota 
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Our new building now provides 
complete manufacturing facilities . . . from design and 
engineering to inspection and shipping . . . to meet pro- 
duction schedules required by heavy advance orders for 
this sensational automatic toaster with built-in tubular 
cooking element. 


It TOASTS ... It COOKS . .. It 
BREWS COFFEE. 
Write for name of nearest distributor. 


Merit-Made 


Products 
Merit-Made, Inc. 
31 Franklin St. 
Buffalo 2, N. Y. 


folds out of 
way when 
not in use 


COMPLETE LINE OF TOASTERS 
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FIRST DEALER MEETING—Approximately 50 dealers attended the first dealer meet- 
ing held by Lindsay & Morgan Co., distributors, in Savannah recently. Photo above 
shows special guests who welcomed dealers to Savannah and pledged their coopera- 
tion. Standing left to right: Hansel H. Hillyear, president, Savannah Gas Co., C. C. 
Curtis, president, Savannah Electric & Power Co:.; H. V. Jenkins, publisher, Savannah 
Morning News & Evening Press; Wm. F. Murphey, vice chairman, Citizens & Southern 
National Bank; Fred A. Davis, Lindsay & Morgan Co.; Hon. Thomas Gamble, Mayor 
of Savannah; and Fred A. Ray, Lindsay & Morgan Co. 





DISTRIBUTORS APPOINTED 














Bendix Aviation Corp. 


Leonard C. Truesdell, general sales 
manager for Bendix Home Radio di- 
vision of Bendix Aviation Corp. an- 
nounces the appointment of the fol- 
lowing distributor : 


Graybar Electric Co., Buffalo; Syracuse, 
N. Y. 


Ben-Hur Mfg. Co. 


Ben-Hur Mfg. Co., specializing in 
farm and home freezers, has added nine 
distributors recently which are as 
follows: 


RCA Victor Distributing Corp., Chicago, 
il. 

RCA Victor Distributing Corp., Kansas 
City, Mo. 

Peden Iron & Steel Co., Houston, Texas 

John Pritzlaff Hardware Co., Milwaukee, 
Wis. 

Toledo Merchandise Co., Toledo, Ohio 

Suttle Equipment Co., Lawrenceville, Ill. 

Crest Corporation, St. Louis, Mo. 

Stauffer, Eshleman & Co., Ltd. New 
Orleans, La. 


Deepfreeze Division, 
Motor Products Corp. 


The Deepfreeze Div. of Motor Prod. 
Corp., thru F. F. Duggan, general sales 
manager, has established a policy of 
distribution with the following: 


Hamburg Brothers, Pittsburg, Penn. 
Hollander & Co., Inc., St. Louis, Mo. 
Home-Appliance Co., Wichita, Kansas 
Jackson Distributing Co., Salt Lake City, 
Utah. 
Joseph Strauss Co., Inc., Buffalo, N. Y. 
Keefe Auto Supply, Billings, Mont. 
Kemp Equipment Co., Rochester, N. Y. 
Major Appliance Corp., Watertown, 
Mass. 
Maytag Atlantic Co., Long Island, N. Y. 
McDavid Supply Co., Birmingham, Ala. 
Morris Distributing Co., Syracuse, Bing- 
hamton, Scranton 
Monarch Sales Co., Indianapolis, Ind. 
French Nestor Co., Jacksonville, Fla. 
Peirce & Phelps, Inc., Philadelphia, Penn. 
Sherman-Swenson & Assoc., Los Angeles, 


Calif. 
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State Distributing Co., Hartford, Conn. 
Stern & Company, Hartford, Conn. 


Electromaster Inc. 


Gerald Hulett, vice-president of 
Electromaster, Inc. announces an ex- 
tension of its distribution program as 
follows: 

Afton-Lemp Electric Co., Boise, Idaho. 
A. Ray Curtis Co., Salt Lake City, Utah. 
McCormack & Co., San Francisco, Calif. 
Ralph W. Nixon & Co., Phoenix, Ariz. 
Sherman-Swenson & Assoc., Los Angeles, 

Calif. 

Stubbs Electric Co., Portland, Ore. 


Landers, Frary & Clark 


Landers, Frary & Clark, New Brit- 
ain, Conn., manufacturers of Uni- 
versal appliances, announces that ap- 
pointment of the following distributor: 


Jos. Kurzon, Inc., New York City 


Lear, Incorporated 


Nate Hast, merchandise manager of 
Lear, Incorporated’s Home Radio 
Division, announces the appointment of 
additional distributors for territories 
including Washington, California, 
Nevada and Indianapolis : 


Stusser Electric Co., Seattle, Wash. 

Dalco Appliance Co., San Francisco, Sac- 
ramento and Fresno 

Approved Appliance Co., Indianapolis, 
Ind. 


John Meck Industries, Inc. 


John Meck, president of John Meck 
Industries, Inc. announces the follow- 
ing list of distributors: 


Curle Radio Supply, Chattanooga, Tenn. 

Chemcity Radio & Electric Co., Knoxville, 
Tenn. 

Frost Electric Co., Nashville, Tenn. 

Amarillo Electric Co., Amarillo, Texas 

All-State Distributing Co., Dallas, Texas 

United Appliance, Fort Worth, Texas 

R. C. & L. F. Hall, Houston, Texas 

S. R. Ross, Salt Lake City, Utah 

Snyder & Snyder, Norfolk, Va. 











(AVY) IN WONDER LAND 















MAKES YOU 
S70P AND THINK, 
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IS YOUR MIND A OUSE? 


by Channing Pollock 


Some people’s minds are haunted houses frightened by what 
may never happen, and wouldn’t matter anyway if it did. 
Flesh-and-blood misfortunes are less hard to bear than the 
shadows they cast before them, and the only non-existent 
things that need ever trouble us are the kind words that we 
didn’t speak, the generous acts we didn’t perform, and the 
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sh brave deeds we didn’t do. 
or 
= ARE YOU LISTENING, MAMA? WE ARE READY 
HOW WELL 
By Mary Margaret McBride TO TAKE OVER THE WORLD ( Zo7enow 
4 With the first money I saved in New by ALICE KROSS MY CHULOREN ? 
York I sent for Mama to come from 16-year-old Delegate to the Youth Conference 
our home farm for her first visit 
to the city. That was the startling Lots of people talk about “‘youth” as if we were 
beginning of an amazing experience. some special kind of creatures who can’t think for 
“ may ha y Srienee pammerey Sotyhs ourselves. We’re individuals. Deep in our hearts we 
X- to be with her. Everyone turned to ; " 
as her for comfort and stsenai ane are burning to ete, ~ succeed, to become ae e- 
confided to me that she believed some, hard-working citizens of a democracy, with 
sh. most of them were downright our share of those 60,000,000 jobs they promised 
lif. homesick. It was a great adven- after the war—sixty million good jobs welldone. ¥ 
a ture knowing Mama. 
A Day To Remember 
-t The face that turned toward us when we stopped was very black. 
up- Link Potter was a Negro. “‘Link!’’ Pete shouted, almost jumping : 
yr : out of the car. “Link Potter! Home on furlough?” Link beamed— True Confessions 
“I’m home to stay. I kind of forgot to bring my leg back from over . ‘n th . 
there in Italy. But they gave me a good leg in swap. Good as new!” tries, in the stories 
.... “You get right into this car, Link Potter,” Gram said, and then . . ‘ 
she turned to me—‘“‘Link’s great grandfather is ninety-seven. He was and articles that fill every issue, to give 
of a slave till Lincoln freed him.”” Almost without knowing much help to many people. Look at 
lio it, I found myself saying aloud, “Here is the 
of whole history of America and the world, here any monthly table of contents—see 
- in this little car, rolling along a prairie road.” ; ; ; 
lia, the wide variety of problems im- 
portant to average people that are 
ac- 
always discussed in “Your Magazine 
.. GOOD NEWS FOR THE DEAF . aay 
» for a Better Life.’”’ True Confessions is 
a y Donald G. Cooley : pe: 
SOMUCH JO A relatively new operation on the inner ear is a great friend of the family in the good 
” SO MANY / working miracle transformations. Deafened per- homes where you want to be known. 
ne sons who have got along only with the help 
of ranaiems aids vate. y uy tah gar T Bought at newsstands by 
ne given “‘new ears’’ they never dreamed of. b 
lle, ‘ ing U E 2,000,000 women a mont 
. About 90% of the operations have for the living service it gives 
been successful, and the hearing 
s restoration is probably ¢ 
a nies ONFESSIONS 
— ww") 
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. . . the only home massage instrument with ~° ‘2 °¢!! the famous Oster 


‘ Massagett with confidence of win- 
the sales-building, controlled-massage feature »ing another satisfied customer. 
For Sus pended Motor Action— 


Suspended Motor Action «ees e~ = 


clusive with Oster — helps 

increase the health-giving 

benefits of massage in conditioning the body and in relaxing 

tired nerves and muscles . . . Ask your jobber to let you 
know when Oster Massagett is again available. é 


John Oster Mfg. - Racine, Wisconsin 


Many of your customers — and 
potential customers — are 
among the millions of readers 
of Esquire and Liberty who are 
*“‘pre-sold’’ on Massagett by 
Oster's national advertising ap- 
pearing every month. 
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DISTRIBUTORS 
APPOINTED 





Seattle Radio Co., Seattle, Wash. 

Roy R. White, Spokane, Wash. 

Sigmon Radio Supply, Charleston, W. V. 
Randle & Hornbrook, Parkersburg, W. V. 
Appleton Radio Supply, Appleton, Wis. 
Reed & Co., Milwaukee, Wis. 


Motorola 


Motorola Radios announces the ap- 
pointment of the following wholesale 
distributor : 


Kirsch-Delevan Co., San Antonio, Texas. 


Sentinel Radio Corp. 


E. G. May, sales manager of Senti- 
nel Radio Corp. announces the folloy 
ing new distributors for Sentinel 
radios : 


Northwest Supply Co., Great Falls, Mont. 

North Coast Electric, Seattle, Wash. 

North Coast Electric, Portland, Ore. 

Biggs-Kurtz Hardware Co., Grand Junc- 
tion, Colo. 

Smith-Faus Drug Co., Salt Lake City, 
Utah 

Pennsylvania Sales Co., Erie, Penna. 

Davis Bros., Inc., Denver, Colo. 

Inter-State Radio & Supply Co., Denver, 
Colo. 

Northwest Radio Supply Co., Portland, 
Ore. 

Gilbert Brothers, Inc., Portland, Ore. 

Missoula Drug Co., Missoula, Mont. 

Billmeyer's, Pocatello, Idaho 

Afton-Lemp Electric Co., Boise, Idaho 

Interstate Distributing Co., South Bend, 
Ind. 


Sparks-Withington Co. 


Sparks-Withington Co., manufac- 
turers of Sparton radios, has appointed 
the following new distributor : 


William C. Allen, Assoc., Birmingham, 
Ala. 


Stewart-Warner Corp. 


Stewart-Warner Corp. announces 
the appointment of the following dis- 
tributors : 


Northrup Supply Corp., Binghamton, 
N. Y. 

Cruse Crawford Dist. Co., Birmingham, 
Ala. 

J. M. Keely Sales Co., Miami, Fla. 

Appliance Distributors, Mt. Vernon, N. Y. 


Stromberg-Carlson 


Clifford J. Hunt, manager of radio 
sales in the Rochester, N. Y. com- 
munications firm of Stromberg-Carl- 
son Co. has declared the following new 
distributor : 


Domestic Refrigeration Co., Miami, Fla. 


Warwick Mfg. Corp. 


Reau Kemp, general sales manager 
of Warwick Mfg. Corp. has named the 
following distributors for Clarion 
radios : 


E. C. Wenger, Oakland, Calif. 

Rumsey Electric Co., Philadelphia, Pa. 

Appliance Wholesalers, Newark, N. J. 

Associated Oil Burner Co., Hartford, 
Conn. 
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Lamy cdl Fyayal lance 
Lilian! 


The ingenious GILBERT plug is being used on more and more lamps 


and appliances. 


So that you will better understand its simplicity, we 


present here the method of assembly and disassembly of these plugs. 


If these instructions are followed, you will obtain a perfect plug assembly : 











2 ~ INSERT WIRE THRU 
CAP AND SPREAD 





3- ; yp = 
} 4 ‘\ 
Ya oNy 

A PERFECT ASSEMBLY 
, \ 1S ASSURED BY PUSHING 
y WIRE INTO CAP WITH 
END OF PRONG PUSHING 
PUSH COPPER WIRE AGAINST END OF RUBBER 






PRESS STRAIGHT IN UNTIL 
PRONG SNAPS IN PLACE 

















TO TAKE PRONGS OUT OF CAP 
(USING ANY POINT SUCH AS NAIL, ICEPICK, ETC.) 


PUSH POINT THRU SMALL HOLE 
UNTIL FOLDED PRONG 
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SPREADS TO ITS LIMIT 


KEEPING PRONG SPREAD 
LIFT IT UP AND OUT 








A perfect 
assembly will 
look like this: 














GILBERT MANUFACTURING CO., Inc 
24-20 46th Street Long Island AR 3, N. Y. 


GILBERT 
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EVERYONE WANTS TO BUY THE 
&lectresteem 


PORTABLE 
RADIATOR 


HAWAII! HERE | COME—They’re not twanging guitars, they're signing up with the 
Modern Maid Company at 122 So. Michigan Ave., Chicago, these lads from the 
middle Pacific. Left to right is Frederic A. Thulein, F. J. Geses, and George W. 
Ching. Mrs. Charlotta A. Carr, president of Modern Maid Incorporated, is doing 
the receiving and G. C. Berry, sales manager, is doing the listening. 








F. L. Jacobs to Vote on Capital Stock Increase 


F. L. Jacobs Co., Detroit, automo- 


Proposed preferred issue will con- 
tive parts manufacturers, has notified 


a et ET 


STEAM HEAT 
FROM ANY 
WALL PLUG 





LIGHT... RIGHT... SELLS ON SIGHT! 


Yes, even a frail woman can easily carry this 
Electresteem .. . plug it in and get quick, health- 
ful, economical steam heat. Electresteem promotes 
traffic in your store, chalks up a plus profit .. . 
no service required. Dealers say, “it sells on sight” 
to folks with children in the home. Also ideal for 
doctor’s offices, general office buildings, hospitals, 
cottages, shops, spare or recreation rooms. Get 
on the profit beam with Electresteem! 


the Securities & Exchange Commis- 
sion of its intention to call a special 
stockholders meeting in the near fu- 
ture to vote on a proposed increase in 
capital stock to provide for $5,000,- 
000 of preferred stock and an increase 
in authorized common stock capital 
from 750,000 shares to 1,000,000 shares. 


sist of 100,000 shares of 5 percent, 
$50 par value, cumulative convertible 
preferred stock. 

Rex C. Jacobs, presient of the com- 
pany, announced that proceeds from 
sale of the preferred stock plus some 
additional funds from the company’s 
treasury would be used for complete 
retirement of its $5,000,000 V-loan. 





AND PERSUASION 
ACKED BY THE POWER 5 
OF PERSISTENT Advertising 


«s Co 
rtising Appeors 
* Modern Baby ° 
+ Baby's ee hay 


House Beo 
Home ond sind 


nsistently in: 
Better Homes and 
usekeeping * Baby 
d Garden * Baby 
Have a Baby 


Electresteem Adve 


zine 
erica ore on 
American Home * Por nts’ Mar 


Gardens ° Hygeia 
Core Monvol * 
Talk * Southern 


» aby * House on 
So You're Going To 





ELECTRIC STEAM RADIATOR CORP. 


DETROIT 8, MICHIGAN 


JUICE KING leadership—established in 
prewar days—will be maintained in the 
postwar market. National advertising 
weage 2 the war in Ladies’ Home Jour- 

. Good Housekeeping . . . Better 
yo & Gardens has kept the name 
; JUICE KING before the American house- 
’ wife. New, exclusive mechanical im- 
provements and beautiful modern designs 


will put JUICE KING at the head of 
your sales parade. 
inl 0 Keep Your Eye on JUICE KING 
Y 
unr tone exeenemee NATIONAL DIE CASTING COMPAN 


Touhy Ave. at Lawndale 





8 BABY-BOTTLE 


STERILIZER 


Glossy black plastic 

base with satin-fin- 

ish aluminum top. 
} <n “Loenglife”’ ; IT COOKS! 

element. Automatic /7~ 

shut-off when water || ) IT VAPORIZES! 

evaporates. Can be . 

immersed and rinsed ~ E,, 

with soap powder ° 

and hot water. Retails at $2.25 
plus tax. 


ALL-PURPOSE 


ELECTRIC SERVANT 
i IT WARMS! 


iT BOILS! 











Chicago 45, Ill. 
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(Colossus 
Little Woman < 


ND now meet Mrs. Colossus... wife of the 
American Farmer. She’s the little woman, 

the big little woman, whose gigantic family and 
rural neighbors buy nearly 40% of all the con- 
sumer goods America produces. And right now, 
giving her added stature as a prospect, are 14 
billion dollars which she and her husband have 


accumulated in War Bonds and savings! 


She’s an important woman to know—and to 
be known by. For make no mistake, her close 
partnership with the man of the family makes 
her opinion a potent factor in every purchase 


made for the farm. 


Yes, this little woman means business, a fact well shown by 
readership studies of Country Gentleman. Maybe you never 
thought of her as devouring articles on hog houses or soil 
conservation or Herefords—but she does. Periodic reader- 
traffic studies show that women’s interest in farm articles 
—not to mention fiction and home service features—is 
almost as great as the men’s!* No doubt about it, the 
preference farm families give to Country Gentleman is 
shared by both sides of the family. 


And remember, the 2,000,000-odd families which read 
Country Gentleman cover-to-cover are concentrated among 
those families which buy 72% of all merchandise which 
flows to America’s farms. Q.E.D.: That colossal market 
beyond the suburbs is a Country Gentleman Market! 

*Ask a Country Gentleman representative to show you the 


latest reader-traffic study, just completed. Proves conclusively : 


women, too, read Country Gentleman cover to cover. 


What business can ignore the farmer’s strength? 


Country 


entlem an 


5 _— ADVERTISERS 
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WE ASKED...  —=& 


“WHAT MANUFACTURER DO 
YOU THINK MAKES THE MOST 
DEPENDABLE ALARM CLOCK?” 


That’s the question asked people in every section of the country. 
And 84.4% who answered said, ‘““Westclox’’. 


What’s the reason for this overwhelming preference? Just this: 
America knows that Westclox has the “know how” to put into 
clocks the quality that’s most important in alarm clocks—de- 
pendability. That’s why, in this same poll of public opinion, 
America voted “Westclox and Big Ben” in answer to the ques- 
tion, ‘What name do you think of first when you think of an 


alarm clock’. 


= WESTCLOX, LA SALLE-PERU, ILLINOIS 


Electric and spring-wound alarm clocks, time clocks, wrist and pocket watches 





( ano THAT'S WHY THESE SMART 
HANDSOMELY DESIGNED CLOCKS 
WILL BE YOUR POSTWAR 

BEST SELLERS! ye) 


Lo w Soy, 

















Keeps America On Time 


WESTCLOX 


Producla g GENERAL TIME Snslhiumenta Grp 











Refrigerator Features 
Wanted by American 
Home Readers 


A storage compartment for fresh 
meats, a compartment for storing 
frozen foods, a device that prevents 
foods from taking on the odors and 
flavors of other foods, a larger com- 


More shelf space in upper 
part of refrigerator - less 
stooping 

More space for tall bottles 
Compartment for storing frozen foods 
Automatic defrosting system 
Adjustable shelves 

Moister air in cabinet 

Water tank with faucet outside 
Motor with less noise 

Easy ice-cube remover 

Bigger vegetable compartment 
More Ice cube capacity 
Automatic temperature control 
Odor absorber 

Butter conditioner 

Meat storage compartment 


Roasters 


In the same questionnaire the house- 
wives were asked “Do you own an 
electric roaster?” and it was found 
that one-sixth of the panel members 
own a roaster; another 18 percent 
have definitely decided to buy them 
after the war; and 30 percent are still 
undecided. 


partment for fresh vegetables are the 
post-war refrigerator features most 
wanted by homemakers, according to 
a current survey made by The Ameri- 
can Home Reader-Consumer Panel 
containing the opinions of 1739 house- 
wives. Asked to check how they feel 
about various features for post-war re- 
frigerators, bearing in mind these 
features might add somewhat to the 
cost, the following replies were re- 
ceived : 


Must Like the Idea Not 
have it but not vital Interested 


49%, 





Wuetess GAMBILL, Jr, one of the or- 
ganizers of the first Nashville radio 
station and long identified with elec- 
trical appliances and radio distribution 
died recently. He listed among his 
associated enterprises the Gambill Dis- 
tributing Co., Tennessee Valley Asso- 
ciated Marketeers, and the Economas- 
ter Products Co. 


i + 
= ss“ Years of experience in 
Z building quality low- 
** 4 temperature refrigera- 


| FREEZERS === 


prcenanamenigenbhine reste ee 


nine lll 


ation 

Freezer-Cooler Unit for home or com- 

mercial use. Size 8'0” long x 4'0” wide x 

6'10” high, It’s a large capacity sharp 

Freezer and Frozen Food Cabinet com- 

bined with a Walk-In Cooler. A complete 

private locker plant! 

im Write for information. 
REFRIGERATION DIVISION 


FAMANA SOCIETY, AMANA, 1owa 


AMANA 
MODEL 90 


AMANA 
MODEL 50 


fe. 


sive full- opening 


average home, 
Beautiful 


Md fer easy ac- +«-full open 

cess to all con- counter-bal. 
Medern lid—all contents 

in every detail. easily, accessible, 
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1. Sanitary. The vulcan- 
ized Castex cover of this 
Casco pad has been tested 
by boiling and baking. It 
can therefore be washed— 
even steam - sterilized — 
without danger. 








2. Illuminated dial. Spe- 
cial “Nite-Lite” in the 
dial itself allows visible 
temperature adjustments 
in the dark. Dial works 
as easily as the one on 
your radio. 


KS 





3. Wetproof. This Casco 
pad is safer against acci- 
dents, safer against pers- 
piration, because it is not 
just water-resistant but 


thoroughly WETPROOF. 





4. 30 fixed heats. Tem- 
perature can be fixed at 
any one of 30 different 
heats. Today’s and tomor- 
row’s top seller is .. . the 
Casco 30-Heat Wetproof 
Electric Heating Pad. 


Do not write—phone—or wire, 


Your wholesaler 
will notify you about 


distribution plans, 


=. Back in Production! 


ASCO 


Y AUTOMATIC ELECTRIC 
HEATING PADS 


CASCO PRODUCTS CORP., BRIDGEPORT 2, CONN. 
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ELEMENTS 


Here's a major advance in the appliance service 
field! It is now possible to obtain all electrical re- 
placement elements from one source. A maximum 
number of appliances can be restored to operation 
with a minimum number of services. 

That's just where Jiffy - the long-life electric resist- 
ing element - steps in. Here's a new, economical 
way to keep electric appliances in tip-top shape. 
No sales resistance . . . a ready market. Jiffy 
elements are constructed to fit practically any type 
or size installation. Let Jiffy do the job. Write 


today for information and descriptive literature. 


VIII VV EIYIYYV III Yr OrYTYY NYT rrrY Vr errir® 


HARTFORD ELEMENT COMPANY, 





4th ANNUAL SALES MEETING—St. Charles Mfg. Co., held their fourth annual sales 
meeting recently. Sales supervisors and assistants from all over the country gathered 
to discuss post-war policies and plans for the St. Charles custom-built kitchen. A 
sales school on new features and improved constructions was one of the features. 
Philip P. Mosher, vice-president in charge of sales, presided over the entire program. 








House Beautiful 


“Alfred Auerbach Associates, New 
York City, has been retained by House 
Beautiful to conduct a comprehensive 
series of research studies ; according to 
an announcement by Richard A. 
Hoefer, publisher. 

“Putting American home life under 
a magnifying glass to discover just 
what our people want in constructing, 
equipping and furnishing their post- 
war homes, is the important reason 


to Conduct Survey 


for this research,” Mr. Hoefer re- 
marked. “And we are undertaking 
the studies as a service to our read- 
ers, to the whole building field, to 
manufacturers, and to retailers.” 

The studies will be accomplished 
under the personal supervision of Al- 
fred Auerbach, who’s background in- 
cluded 15 years of intimate contact 
with the home field. 





A PREDICTION. 


Wei’ ce¢- 


yA 


California...land of sunshine, 
ocean beaches and capital of 
movieland. California means 
many things to many people. 
To some it is a land of en- 
chantment. To others, a place 
of charming contrast where 
sun-splashed mission walls 
are a lovely background for 
an Adrian gown. 


THE 


This is California’s appeal... 
its captivating fresh outlook 
.-.its distinctive smartness. 
This is also the California origi- 
nality which leads the nation 
in a better way of living. 
Your customers will see the 
California touch in every 
Hoffman Radio...styled in 
California...new as tomorrow. 


SOUND sur 


an 


RADIO 


3430 SOUTH HILL STREET, LOS ANGELES 7, CALIFORNIA 
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Are You Launching a New Product with 


LIMITED CAPITAL? 


You’ve got the product, you’ve got the sales 
plans, the men and a sizeable piece of capital. 


But first you feel you’ve got to get a plant, 
and tools and machinery, and set up a pro- 
duction line. 


And it all takes capital! And when you get 
around to merchandising your product 
through the trade and to the consumer, that 
money is going to be spread woefully thin. 


“Divide and Conquer” 


Why not divide the job into “manufacture” 
and “distribution”, and concentrate your 
available capital and your manpower on one 
part at a time. BUT reverse the usual pro- 
cedure and get going on the distribution first. 


Get your product into the hands of dealers 
and to the public, without waiting to set up a 
factory of your own. That can come later, 
and in good time. 


The important tLung is to get there with the 
goods first. Get entrenched in distribution 


ie 


channels ahead of the other fellow in the mad 
scramble for that pent-up demand for con- 
sumer goods. 


Let Lewyt be your factory 


You can eliminate factory investment, in- 
ventory in materials and labor .. . and cut a 
sizeable chunk of time from your delivery 
schedule if you ““Let Lewyt Do It’. 


You may find that we can actually save you 
money on the production. We are so accus- 
tomed to finding short cuts in tooling-up, 
economies in assembly methods, that getting 
a new job going in jig time and without lost 
motion comes natural. 


Let us take over the production end . . and 
you concentrate your capital and your efforts 
on the distribution. It’s a combination that 
can get you off to a head start in the con- 
sumer market on that new product of yours. 


* * * 


Write on your business stationery for 48-page book, “‘Let 
Lewyt Do It’ —the story of the Lewyt organization in pic- 
tures. Lewyt Corporation, 84 Broadway, Brooklyn 11, N.Y. 


OW 





FOR MORE THAN 50 YEARS A CONTRACT MANUFACTURER... EXPERTLY STAFFED TO PRODUCE COMPLETE ELECTRONIC 
AND MECHANICAL ASSEMBLIES, COMPONENT PARTS AND SUB-ASSEMBLIES, TO THE MOST EXACTING REQUIREMENTS 














CONTINUE BUYING WAR BONDS 
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When great-grandpa built this subdivided union 
station, hung it full of fret-saw gingerbread, and 
called it home, he never expected to really heat 
it. He knew that the “island system" was about 
the best he could do—create little islands of heat 
about the house in which the family could huddle 
—let the teeth chattering drafts rage unchecked 
elsewhere. Not much of the house could be made 
comfortable, or used in winter. Great-grandpa 
substituted grandeur for comfort. 


But great-grandson isn't going to have a house 
like an arena. He is going to have a small, or 
medium size house—big enough for comfort— 
but with no delusions of grandeur or efforts at 


impressiveness. 


Great-grandson—millions of him—will want 
to live "all over the house", will want all parts 
comfortable in winter. He'll want heating devices 


that are sure, automatic, trouble-free and clean. 


What better way to give it to him—when he 
marches home and begins building his home and 
his family—than with oil heating equipment con- 
trolled by "DL" Float Valves. They do the job 
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economically—they're automatic—clean—and 
trouble free. 


And—a lot of these great-grandsons know all 


about them—know how dependable "DL" Float 
Valves are—for "DL" Float Valves are giving 


heating comfort to soldiers throughout the world | 
—helping provide better field ranges, water | 


heaters, tent heaters—without telltale smoke to 
draw enemy fire. 


T4444. 


Specify “DL” Float Valve Control on 
space heaters, water heaters, ranges, 
etc. They seldom need servicing and it’s 
@ simple job when they do. Rugged 
construction and automatic fuel flow 
compensation assure reliability. 


“” “ 
LOOK TO DL 


FOR THE BEST IN 
FLOAT VALVES 


r 





Deter [_UBRICATOR com PANY 


~> General Offices: DETROIT 8, MICHIGAN 
(Vz N Division of American Radiator 
. iN - and “Standard” Sanitary Corporation 
Canadian Representatives—RAILW AY AND ENGINEERING SPECIALTIES UMITED, 
MONTREAL, TORONTO, WINNIPEG 
Float Valves and Oil burner Accettoioe o “Detroit” Expansion Velvet 
and Refrigeration A ti y and L Lubricators. 
e.. #* 
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Radio Relay Permit 
Granted Raytheon 


Further expansion in the com- 
munications field is revealed by the 
two classes of construction permits 
granted to Raytheon Mfg. Co. by 
the Federal Communications C 
mission, it was announced recent! 

One grant authorizes Raytheo: 
construct five experimental microway: 
radio relay stations to be installed 
New York City, Lexington, M 
Bristol and Tolland, Conn., and W 
ster, Mass. This New York to Bos- 
ton circuit is the first leg of Raythe: 
proposed nation-wide microwave c 
munications system. 


Two FM Stations 


The other 


theon 


permit authorizes Ra 
to erect two developmental fre- 
quency modulation stations in New 
York City on top of the 700-ft. high 
Lincoln building, using frequencies 
of 105 and 107 mc. Transmissions 
from these stations are scheduled to 
commence in the near future, and will 
be co-ordinated with the FCC’s exten- 
summer tests designed to deter- 
mine the best location in the spectrum 
for FM. 

In granting permits for the five 
relay stations between New York and 
Boston, the FCC will enable Raytheon 
to launch a significant type of experi- 
mentation looking toward the develop- 
ment of a broad-band microwave radio 
relay system. 

The stations will operate with a 
maximum power of 100 watts on fre- 
quencies between 1,900 and 26,500 mc 
The purpose of the experiments will be 
to develop new techniques for the 
transmission and relaying of high 
definition and color television pro- 
grams, high-fidelity FM programs and 
telegraph, telephone and facsimile 
communications. 

Raytheon has already filed applica- 
tions with the FCC 
television and FM stations in Wal 
tham, Mass., and Chicago as well as 
for a television station in New York 


sive 


for the erection of 


Robbins Organizes 
Own Company 


Charles W. Robbins, for many years 
with Emerson Radio as vice-president 
in charge of sales, has now set up his 
own sales organization known as the 
Charles W. Robbins Co. to represent 


CHARLES W. ROBBINS 


manufacturers and handle televisio1 
radio products, electrical appliance 
and allied items on a national an 
sectional basis. New York offices an 
salesrooms are at 853 Broadway. 
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FEWER SERVICE CALLS 
egual 


HIGHER PROFITS 








You know only too well what profit- 


‘eaters post-sales service calls can be. 


That's why postwar Lear Home Radios 

will be built to keep them as free from 
post-sales service as it is humanly pos- 
sible to make them. All components will 
be made with watchmaker precision 
and accuracy—will be built from under- 
rather than over-rated materials. 


What's more — Lear is in the home 
radio business to stay. There'll be 
no happy honeymoon followed by a 
quick divorce. Lear has made special- 
ized radios for more than 15 years. 











The skill, the precision gained in this 
operation will be embodied in all Lear 
Home Radios — plus all the advances 
and improvements Lear has made in 
radio during the war. 


If you want to eliminate post-sales serv- 
ice calls — if you want to handle radios 
that will sell fast to people who know 
and want the best — you'll want com- 
plete details on the Lear Franchise. 
For information, write LEAR, Incorpo- 
rated, Home Radio Division, Sales 
Dept., 230 E. Ohio Street, Chicago 11, 
Illinois. 
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RAY THERAPY LAMP 


. GENUINE QUARTZ TUBE 
95%, ultraviolet output*—no hect 


BUILT-IN AUTOMATIC TIMER 
Controls duration of treatment 


. 5-YEAR GUARANTEE ON 
QUARTZ TUBE 


Will not burn out, discolor or 
weaken in ultraviolet ray intensity 


. FREELY FLEXIBLE 
Adjustable to treat any part of body 


. COMPACT, PORTABLE 
Weighs only 20 pounds 


. BRUSHED CHROME FINISH 
Will not stain or rust 


. A.C. OR D.C. CURRENT 
Uses only 40 watts 


. HANDSOME CARRYING CASE 


Each lamp comes with case and 


safety goggles 
$5451 


PRICED TO 
Inc. 


For Further RETAIL AT 


Information 
Write to —> Uw - 


Sus 4 raid Bidg 


Ben-Hur “Farm and Home” Freezers 
Are Quality Built 








TO INSURE 
YOUR PROFIT AND PRESTIGE! 


. « « A Line Engineered to Give You These 
Outstanding Advantages to Feature: 
SOUND AND DURABLE Construction — with lasting insuvlo- 
tien, propasly built in. 
2 FULLY LABORATORY TESTED — Under Every Conceivable 
Operating Condition. o 2 
3 PRACTICAL AND EFFICIENT IN DESIGN — for Conveniently ee “'er will grow 
Accessible Food Storage. Form end 1 N-HuR" 
4 ENGINEERED AND PERFECTED by Foremost Refrigeration Ex- soll. Your custome “oY 
perts. Built for Long-lasting, Trowble-Free Operation. be sotisfied. re wits 
A COMPLETE LINE OF SIZES—te Meet the Needs of Every 
Family — City or Rural. = 


Wet 
BEN-HUR MFG. CO. - oe 


Distribur 
324 E. Keefe Avenve Milwovkee 12, Wisconsin ships no 
Continvous Manufacturing For Over 33 Years. 


BEN t[U]\ Eire erome meres 


— Quality features built. 
and long years of sound 
manufacturing @xperien 
fo back them vp, nd 
be sure, thet Your profits 


ay for’ ‘BEN.HUR*’ 
orships or Deoler. 
w being oppointed, 
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COMBUSTIONEER MANAGERS CONFER—C. P. Meredith, general sales manager 


is seen above demonstrating one of Combustioneer's new ‘'sales-closing’ techniques 


at a recent conference of division managers and the sales management. 


Around 


the table, from left to right are: division managers R. F. Kissell, E. M. May, H. P. 
Young, G. E. O'Neil and K. E. Gooding. Standing left to right: H. E. McCampbell, 
C. G. Brelsford, R. A. Cool, R. C. Goddard, vice-president; W. B. Wilson; C. P, 


Meredith, and A. R. Massman. 











Union Electric To Waive 
Appliance Quota Rights 


During the initial period of appli- 
ance scarcity, The Union Electric Co., 
St. Louis, Mo., announced to dealers 
in their community recently, they will 
waive their quota rights to appliances 
in favor of dealers, according to W. 
K. Holland, advertising manager. 

The announcement read in part as 
follows : 

“We understand that: 

“1. During the latter months of 
1945 a relatively small number of 
electrical appliances will be made 
available through retailing channels. 

“2. Manufacturers and distributors 
will allot these to retajlers on a quota 
basis. 

“3. The quota will be based on deal- 
ers’ prewar purchases from distribu- 
tors 

“Union Electric will not take up its 
quota, but will have distributors make 
them available to dealers in their 
territory in addition to the dealer’s 
own quota. 

“Dealers in our territory were sell- 
ing more than 95 percent of the re- 
frigerators, over two-thirds of the 
electric ranges, and a very large 
majority of all other appliances, so 
ours may be only a modest contribu- 
tion. It is made, nevertheless, in the 
interest of restoring your business as 
quickly as conditions permit.” 


Post-war Cooperation 


In the post-war period Union Elec- 
tric plans a vigorous and active. pro- 
motion of the appliance market. The 
activities of the Wiring Bureau, the 
Electric Cookery Council, Electric Re- 
frigeration Bureau and the Air Con- 
ditioning Bureau will be vigorously 
revived. Other important special pro- 
motions are now being planned, the 
sum total of which will be a coopera- 
tive selling plan that will exceed any 
heretofore attempted. 


Urge Utilities 
To Quit Selling 


Foreseeing a consumer market for 
household appliances that is likely to 
run into many millions of dollars in 
the South in the first post-war year 
of unhampered’ production, Southern 
furniture dealers are seeking to per- 


AUGUST, 


suade the power companies to retire 
from the field of direct sales of ap- 
pliances and to concentrate on a 
cooperative program for promotion of 
power usage, it was learned recently, 

Furniture stores are already at work 
developing plans for enlarging their 
appliance departments. Their atti- 
tude is that the dealers, rather than 
the power companies, are the logical 
outlet for retail appliance sales. 

The furniture dealers are seeking, 
through the Southern Retail Furniture 
Association, to determine the plans of 
the power companies for post-war 
merchandising and at the same time 
are informing the latter that they 
believe the retail dealers can do a 
bang-up job on handling post-war 
sales of appliances. 


Association's Letter 


Their attitude is summed up in a 
letter to Duke Power Co., Charlotte, 
N. C., by John A. Gilmore of Char- 
lottesville, Va., executive 
dent of the Association. 

“All surveys show,” Mr. Gilmore 
asserted, “that the furniture dealers 
were the leading group in the sale of 
home appliances prior to the begin- 
ning of the war. They are making 
aggressive plans for further expan- 
sion of their appliance sales and a 
more intense effort to increase these 
sales through the use of larger spaces 
in best locations in their stores de- 
voted to the display of appliance mer- 
chandise.” 

“While we realize that your com- 
pany as well as other companies has 
done the pioneering work on home 
appliances, we now feel that since the 
merchandise has become ‘over the 
counter’ that retail dealers can ade- 
quately and more satisfactorily develop 
a wider market for appliances. The 
power companies as retailers of elec- 
trical appliances are in an anomalous 
position. We feel confident that your 
company, as have other large com- 
panies. would now prefer to concentrate 
on a dealer-co-operative program for 
the promotion of power usage rather 
than on the direct sale of appliances.” 

Several power companies in the 
South have adopted such a program: 
The Virginia Electric & Power Co. 
has announced to dealers in its area, 
Mr. Gilmore said, that it is retiring 
from merchandising and is inaugurat- 
ing a comprehensive dealer co-opera 
tive program. 
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468,000 ELECTRIFIED FARMS 
IN ONE NEAT PACKAGE!” 


@ Open the package, Mr. Manufacturer, and you'll find 
it contains the three states of Ze 

OHIO, ranking first in the nation in number of electrified 
farms— MICHIGAN, ranking second— PENNSYLVANIA, 
ranking seventh. 


In this compact marketing area are 17.5% of all America’s 

electrified farms ... an indication that here are prosperous, 

modern-minded farm folks ... able to buy—not only new 

electrical goods, but all things that add comfort and satis- 
faction to living. 


After years of rising farm incomes and savings—after extra- 
ordinary shrinkage of farm mortgages—this farm area is a 
large, rich market. It is likewise a practical laboratory for 
testing sales and advertising appeals. Three keys open the 
doors—three well read and well respected farm papers 
—MICHIGAN FARMER...OHIO FARMER... 
PENNSYLVANIA FARMER. 


Alert manufacturers look to Ze Golden Crescent for post- 


war opportunities. 


. RURALLY RICH—POLITICALLY POWERFUL 


OHIO FARMER e MICHIGAN FARMER e PENNSYLVANIA FARMER 


CLEVELAND DETROIT 
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SOON ee e someone in your |. 


town will be selling thousands 
of the new 


GmitHway STOKER 















































‘Ts automatic heating comfort that every home owner wants 
will be available when the new SMITHway Stoker comes to town. 


Designed, engineered, tested and re-tested by the A. O. Smith 
Corporation, the new SMITHway Stoker is really new. New in 
principle! New in automatic efficiency! New in trouble-free 
performance! In short, the new SMITHway Stoker is built to 
sell...and to stay sold. Equally important, the new SMITHway 
Stoker will be backed with vigorous national advertising and 
sound merchandising methods. 


Get ready now to cash in on the coming swing to the new 
SMITHway Stoker. Mail coupon or write today! 


Mail this todag! __ 
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A.O. QMITH Corporation 











NEW YORK 17 ad 
HOUSTON 2 nd 


PITTSBURGH 19 e 
DALLAS 1 ° 


" Americas Outstanding Stoker 


CHICAGO 4 ° 
LOS ANGELES 14 ~ 


TULSA 3 
SEATTLE 1 












































A CROSLEY POST-WAR KITCHEN—One of the many arrangements possible with 
Crosley's new line of kitchen cabinets. Flexibility is a characteristic, since these 
new-style 12-movable-units can be moved at will and may be arranged to conform 


to any kitchen space. 





NEW LITERATURE 











The Crosley Corp. 


“Your Key to the Heart of the 
Home Market” is the title of a 
brochure recently issued by The 
Crosley Corp., Cincinnati, O., outlining 
their new kitchen sink and cabinet 
line of 12 uniformly designed units. 


The Estate Stove Co. 


As a contribution to the Victory 
Garden campaign, The Estate Stove 
Co., Hamilton, Ohio, has produced 
a new type of recipe book to help 
women plan attractive meals from veg- 
etables. The recipes were collected 
and tested in Estate’s kitchen under 
the supervision of Celia S. Bush, di- 
rector of home service. Titled 
“Dressy Dishes from Your Victory 
Garden,” the book is divided into 
five sections— breakfast specials; 
second-helping relishes; salad bowl 
winners; vegetable main dishes; and 
guess-again desserts. Home canning 
and home freezing is also covered. 


General Electric Co. 


A new 56-page book on farm wiring 
called “G-E Farm Wiring Guide,” 
was published recently by G-E’s Ap- 
pliance and Merchandise Dept., 
Bridgeport, Conn., to help farmers 
decide what type of wiring they 
need and how much. Wiring layouts 
for entire farms describing entrance 
wiring needed, farmyard wiring, the 
wiring for barns, machine shops, hog 
houses, sheep sheds, and farm resi- 
dences. Sample wiring layouts are 
illustrated and layout sheets are pro- 
vided so that the wiring layouts can 
be made of buildings on the specific 
farm under consideration. Blank 
graph pages are included sc_ that 
farmers, utility farm specialists and 
contractors can make wiring layouts 
of the various buildings. 


AUGUST, 


Howard Radio Co. 


Pointing out the value of experi- 
ence in the production of radio com- 
ponents and sets, Howard Radio Co., 
Chicago, Ill. has issued a_ booklet 
“Howard Is Not A War Baby”, il- 
lustrating Howard home radios pro- 
duced since the beginning of radio, and 
showing some of their post-war line. 


National Broadcasting Co. 


A 16-page pictorial history of NBC's 
television coverage of V-E Day has 
been issued by the NBC Advertising 
and Promotion Dept. Titled “May 8, 
1945,” the brochure records the high 
spots of NBC’s Station WNBT’s 
first full broadcasting day—14 hours 
of uninterrupted telecasting. 


Westinghouse Electric Corp. 


A new farm book entitled “Putting 
Electricity to Work on Your Farm,” 
has been announced by Westinghouse 
Electric Corp. Mansfield, Ohio. It 
shows how electricity increases farm 
production, saves time and drudgery 
in the home citing facts and figures 
and case histories. Diagrams for wir- 
ing an actual farmstead; the advan- 
tages of an electric water system; 
how electricity“ can take the place 
of the extra hired man; yard and 
interior lighting; poultry profits with 
electricity; electricity in the dairy; 
and many other electrical short cuts 
on the farm are discussed, in addi- 
tion to a complete story on how time 
and money can be saved in the home 
through the use of household appli- 
ances. This book is being distributed 
to farmers through dealers, utilities 
and rural electrification cooperatives 
and may be obtained at five cents 4 
copy from Westinghouse distributors 
or direct from the company. 
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Employmenf Rise — 


Prediction that America’s radio in- 
dustry will provide employment for 
two-thirds more persons, when peace- 
time production is fully resumed, than 
were employed in the industry in the 
last pre-war year, was made recently 
by R. C. Cosgrove, vice-president and 
general manager, manufacturing di- 
vision, The Crosley Corp. following his 
re-election by acclamation at Chicago 
as president of the Radio Manufac- 
turers’ Association for the coming 
year, 

“We must make the transition from 
war to peacetime production. while 
keeping our employees at work,” Mr. 
Cosgrove declared. “We must have 
high productivity per dollar of cost, 
and high wages and steady work. 

‘Careful study of the industry in- 
dicates that about 145,000 workers will 
be required, when civilian production 
s well under way, as compared to 86,- 
000 employees in corresponding jobs 
at the end of 1940. 

“When war production of radio and 
radar was at its peak, about 241,000 
persons were employed. About 36,000 
former radio industry employees were 
in the armed forces at the beginning 
f the year.” 


Over-production a Danger 


Mr. Cosgrove asserted that there is 
grave danger of over-production in the 
radio industry and that, in his opinion, 
no industry price controls are needed 
because the industry, above all others, 
has always been terrifically competi- 
tive. 

As to prices of post-war radio re- 
ceivers, Mr. Cosgrove said: “It is ab- 
solutely essential that all legitimate 
increases in cost be reflected in peace- 
time radio pricing. These prices will 
have to be based on full production 
and, at the very best, manufacturers 
stand to lose money during the first 
months, when the quantities that can 
be made will be extremely limited. 
Volume brings down prices and, with 
limited volume, at best, costs will be 
very high. 

“Radio volume will be spread among 
about twice as many manufacturers 
as made radio equipment before the 
war. These manufacturers are entitled 
to the places they can earn through 
their general contributions, their abil- 
ity to be competitive and to provide 
acceptable equipment to the public.” 

Mr. Cosgrove said he believed that, 
by October 1, all restrictions on all 
types of radio production would be 
lifted, except priorities to insure full 
war production. 

The radio patent situation, he 
pointed out, may be involved as many 
companies have developed new art in 
their war production. 

“Allocation of radio frequencies by 
the Federal Communications Commis- 
sion, particularly on frequency modu- 
lation and television, is something 
that should be determined definitely 
right away,” Mr. Cosgrove declared. 
“The industry must know the final 
allocations, so that design work can 
be done.” 

He added, however, that the work 
of the Radio Technical Planning 
Board has been very thoroughly done, 
that he believed the recommendations 
of its committees are sound and rep- 
resent the very best thinking and ex- 
perience of well qualified engineers. 
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Don’t Overlook These Profits 
On Your Very Doorstep! 


WEBSTER ELECTRIC According to Mr. T. L. Carson, Chief Engineer, the use of 
Teletalk increases production and saves time and energy 
for the Power Service Company of Denver. The installa- 


tion comprises five master sets, and connects the engi- 


.. « Adds fears te your work week neering department and front office with production, 
motor rebuilding, parts and shipping departments. 


There is no more logical adjunct to the sale of electrical goods than the promo- 
tion and sale of Teletalk Intercommunication Systems. For Teletalk is primarily 
an electronic device of almost unlimited potential marketing possibilities. 


Right in your own town . . . your own neighborhood . . . on your very doorstep 
... are business concerns such as offices, stores, banks, factories—all in need 
of this outstanding system of voice-to-voice communication between individuals 
and departments. Every business house, hospital, school, and institution suffers 
from wasted time, lost energy, confusion and delays caused by needless running 
around. Teletalk can—and does—end these costly practices. 


Teletalk is modest in first cost; is quick and easy to install; is powered from the 
regular light circuit; requires little or no servicing. Made in types and models 
to suit smallest or Jargest requirements. 


Take advantage of this big, close-by, profitable market by selling Teletalk as a 
major part of your business. It’s a ‘natural’ for the electrical trade. Write for 
catalog and full information. 


Licensed under U. S. Patents of Western 
Electric Company, Incorporated, and Amer- 
Buy Extra War Bonds tcan Telephone and Telegraph Company 


WEBSTERMELECTRIC 


Racine, Wisconsin, U.S.A. + Established 1909 + Export Dept.: 13 E. 40th Street, New York (16), N.Y. Cable Address “ARLAB" New York City 


Let’s All Back the Attack 
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“Where Quality is a Responsibility and Fair Dealing an Obligation’ 
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Production 
By WPB 
mt ~- > * 

Unrestricted production of electric 
fans without priorities assistangé for 
the acquisition of materials, well 
as limited production with priorities ELECTRIC 
assistance, is now permitted through TRIMM ER 
the “open-ending” amendment of 
Limitation Order L-176, governing 
production of electric fans, the War 
Production Board reported recently. 

Restrictions on distribution of new 
electric fans remain in effect and apply 
to all fans, whether made with or 
without priorities assistance. 

The previously approved quarterly 
programs for the production of 25,000 
electric fans will remain in effect in the 
third quarter of 1945. As before WPB 
will grant priorities assistance to 
authorized manufacturers to obtain the 
materials needed for production in 
these amounts. | ACTION 

The amended order permits produc- | 
tion of fans in excess of this amount 
to the extent that materials are avail- 
able without priorities assistance. Both blades move in op- 
( Additional production previously was Leet degra 
subject to the “spot authorization” | feature, Nothing to obstruct 


ioriti i 5 shrubbery from entering the 
procedure, Priorities Regulation 25). cuttin Uledes ane te tet We Ue of 
stalk that may be admitted to them. No 
vibration—smooth operation, dependable 
performance and long life. Models for 
the home owner, and caretaker, landscape 
gardener, nursery man, etc. Well balanced 
to fit the hand without wrist strain. May 
be used to trim hedges, shrubbery, trees, 
grass, etc. Powered by Universal Motor 
for use on AC or DC current. Will cut 
heavy stalks without stalling motor. Mode 
7 shown here has 7'/2" cut; overall length 
of handle 8%"; net weight 34 Ibs. A 
models reasonably hme , Available after 


the war. 


KAUFMAN MFG. CO. 
MANITOWOC, WISCONSIN 























If you have foreign markets you won’t 








be in this position, when the present high 


tide of domestic orders for electrical 





@ This meat 
turner . 


appliances begins to recede. HOME FREEZER—Hale Darnold of Tut- a = yy 2 


tle and Kift isn't famous in the village of reas 


Itasca for what he knows about range c as iota tae 
plete with 


You can sell everything today in the | units. He is hailed up there as a city 50 ft. of cord. Plugs into house current 


* (110 V. AC). Sturdy, all metal, adjust- 
father, a man who personally cultivates able. Useful indoors toc. $39.50 ea. F.O.B. 


T ‘ two big gardens and who is able to fill factory. Higher west of Rockies 
rd — 
good old U. S. A. but what about rnin nd ote heli we Ag 
9 mer with his own produce. The Darnold RoTO-sHO Elechic Fithline Dryer 
tomorrow: home has every electrical gadget you can | Be Lines rot when left to i on at 
think of in a modernized kitchen. The the reel, and hand winding is a A 
» 


P family almost lives on what it raises. icky a a dh ncaagr aes atoh 
HERE’S THE ANSWER ho ae Revel (f 


F a. Higher west 
" a of Rockies r 
Strategic placement abroad now of 


WHOLESALERS, DEALERS: Limited 
reas —_ — _ Write for 

. . - 5 tterature an resaie iscount. 
limited stocks, will keep the sales curve Rohr To Manufacture GENERAL DIE & STAMPING COMPANY 
262 Mott St. Dept. EM New York 12, N.Y. 








up in the future. | Washers, Refrigerators 





Revealing that the Rohr Aircraft 


F : . Corp. of Chula Vista, near San Diego, How Many Blood Plasma 
Our established contacts with leading Calif:, is planning to enter the washing 


machine and electric refrigeration | Boxes on Your Shelves? 

overseas distributors insure substantial field, Fred Rohr, company president, 

announced recently that his aircraft | ae | = of yg hyn 

cata ai a firm is now engaged in making tools ood plasma mus e pro- 

orders when you nee d them. and dies preparatory to the manu- socted Sanaa eee 

facture of these major appliances. A tsad shone Box takes 

Whether the washers and refrigerators a half-pound of salvaged 
will bear the name of Rohr, or that of paper. 

a brand or trade name, has not yet ut plasma boxes are only 

been fully decided. one of seven hundred thou- 


Rohr only recently completed nego- sand items made or wrapped 

STERN, MORGENTHAU & CO. | cc || Rage, 
) s e Detroit for production of radios, elec- by our hting men. There's 

no such thing as waste paper 


| tronic devices and automobile sub- tas 
Export Sales Managers | assemblies, which will begin when ron Ea apd all V paper 


materials become available. It was 
44 Whitehall Street New York 4, N. Y. emphasized that consumers’ goods Back the Double V Program 
manufacturing will in no way inter- 


rupt Rohr’s schedules for bombers Ss A Vv E P A 2 E 


and transport power assemblies. 


Let us tell you the full story! 
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CORY OPENS NEW OFFICES—Cory Glass Coffee Brewer Co., recently dedicated | 
their new offices at 221 North La Salle St., Chicago in a housewarming attended by 
representatives of national magazines, tradepapers and newspapers. Above, J. W. 
Alsdorf, (right) president inspects new display set-up with H. G. Blakeslee, general 
manager. 


Cory Glass Coffee Brewer Co. Establishes New Offices 


Cory Glass Coffee Brewer Co., Starting with Cory eight years ago 
Chicago, recently completed a set-up as a salesman in the New England 
for the establishment of factory sales States, Sager was soon moved up to 
and display rooms in Los Angeles, the position of general field man super- 
San Francisco and Seattle. ' vising sales throughout the country. 

Eugene E. Flynn, Edward V. Powell, In 1941, he was appointed sales man- 
Arthur H. Huot and Leslie McCabe, ager and shortly thereafter he was 
Cory West Coast territory managers given the additional responsibility of 


will continue under the new policy. advertising manager. It wasn’t long 
The appointment of Eldon H. Sager, before the title of general sales and 
general sales manager of the company, advertising manager was conferred 
to the post of Western manager gives upon him. 

evidence of the importance with which He will take up his new duties on or 
the Cory management regards West about July Ist, and headquarter in Los 
Coast potential. Angeles. 











ELECTRIC 


ELECTRICITY (Fa 


For Any Job—Anywhere ttn td 


Reliable, economical electric service is yours 


anywhere, anytime with an Onan Electric Over 
Generating Plant. From the 65 basic models, 

the right plant for any job or application, 250,000 
large or small, can be selected. in service 


Driven by Onan built; 4cycle gasoline 
engines, these power plants are of single- Models range from 350 
unit, compact design and sturdy construc- to 35,000 watts. A.C 
tion. Suitable for all mobile, stationary or . P ao 
emergency service. types from 115 to 660 
Model showa is from W2C volts; 50, 60, 180 cycles, 
ite) oe, 20",@crce single or three-phase; 
—— cylinder Onan built 400, 500, and 800 cy- 
cles, single phase; also 


special frequencies. 










D.C. types range from 
6 to 4000 volts. Dual 
voltage types avail- 
able. 


Write 


for engineering 
assistance or 
detailed literature 


D. W. ONAN 
1242 ROYVYALSTON AWENUE 
MINNEAPOLIS 5, MINNESOTA and SONS 
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w YOUR 


"PerkUp SALES 


WITH THESE TWO 
BRAND NEW 


JUVENILE ITEMS 


* 
IMMEDIATE DELIVERY 


ADIRONDACK 
CHAIRS 


































weight 
% Ibs. each: 
shipped knocked 
down. 6 to a 
bundle. 


Shipping 
4 


























Sturdy, perfectly proportioned junior chairs that 
won't tip over! Constructed of smoothly finished oak 
with poplar seats and backs. A useful juvenile item 
that sells on sight! 


Metal Wheels—Rubber Tires 
Metal Tubular Handle! 


Two toned beauty with juvenile decal, seat guard 
and detachable handle. Sensational new rocket de- 
sign. Smooth-rolling rubber tired metal wheels. 
packed 2 toa pk. Aprox. wt. per pk. 16 lbs. 


Address: Dep’t. 120 


TOP @ LINE 


Torys APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 


























CHRISTMAS MERCHANDISE 
AVAILABLE NOW! 


WRITE FOR CATALOG 
AND PRICES! 
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The eT an e 
LL HOM 


E FREEZERS 


Y 
EADS THE NEW HOME FREEZER INDUSTR 


Freez-All is manufactured by an old line concern, 
established in 1899, long experienced in the manu- 
facture of commercial refrigeration and possessed 
of the firm belief that dealers selling its products 
must make money in order for the company to 
operate successfully. The business of each dealer 
will be important. Years ago Freez-All started de- 
veloping home freezers. Today the plans, the plant, 
the promotions are ready ... set... to go! Let 
us send you complete information. Dealers are now 
being franchised, so write today. FREEZ-ALL DIVI- 
SION, Portable Elevator Mfg. Co., Dept. 129, 
Bloomington, Ill. 


HOME FREEZERS 











WHEN OUR WAR JOB 
IS COMPLETED 


New PINCOR Products 


WILL GO TO WORK FOR YOU 


@ There will be a new line for the sales- 
minded dealer—PINCOR Products —the 


result of careful planning and research, POWER LAWN 


skillful designing and engineering, and MOWERS 


exhaustively tested to insure user satis- 
faction. 

Built with many exclusive construction 
and operating features, and backed by an 
aggressive sales and merchandising pro- 
gram, PINCOR Products will make a fast- 
selling, profitable line for the progressive 
dealer who has his eye on the future. 

Not ready now, because of war de- 
mands; but watch for the new, depend- 
able PINCOR Products and write for 


further information now. 


— ree | 


eo: CORPORATION 
. 5641-49 DICKENS AVENUE 
1 enteae 1s 


PAGE 192 


WATER 
SYSTEMS 


- 
nad rs a 





A. F. Wakefield 
New I.E.S. President 


Albert F. Wakefield, president of the 
F. W. Wakefield Brass Co., Vermilion, 
Ohio, manufacturers of lighting and 
signalling equipment for the Navy, 
has been elected president of the II- 
luminating Engineering Society, it was 
announced by the Society headquarters 
recently. Mr. Wakefield will take 
office October 1. 

Mr. Wakefield has been active in 
the Society for over 25 years, serving 
on numerous non-technical committees 
of I.E.S. before his election to vice- 
president in 1943. 

He is a former chairman of the Com- 
mercial Lighting Equipment Section 
of the National Electrical Manu- 
facturers Association, and has served 
on both the Incandescent and Fluores- 
cent Lighting Equipment Advisory 
Committees of WPB. 


Well-Known Mariner 


Mr. Wakefield was graduated from 
the University of Michigan as electrical 
engineer just before World War I 
and saw immediate service overseas. 
Upon his return from the AEF he 
started work in his father’s factory, 
which he now heads as president. 

Mr. Wakefield is as well known in 
marine circles as he is to the lighting 
industry. Carrying on the tradition 
of his late father, Commodore F. W. 
Wakefield, he has raced Star class 
sailboats for 27 years. He won the 
Inter-Lake Regatta for the sixth time 
in 1944 and was winner the same year 
of the Great Lakes Star Boat Cham- 
pionship. He has been active in the 
development of Harbors and Refuge 
for small craft on the Great Lakes 
and has been an influence in the devel- 
opment of water areas for recreational 
purposes. 

The Illuminating Engineering So- 
ciety, which Mr. Wakefield will now 
serve as president, was established in 
1906 to encourage the broadening of 
scientific study as a basis for better 
illumination. Its 4200 members par- 
ticipate through publication of its 
technical committee reports in the 
Society’s objectives of “ . . the 
advancement of the theory and practice 
of illuminating engineering and the 
dissemination of knowledge relating 
thereto.” 

Other national officers elected by 
LE.S. included L. E. Tayler of the 
Detroit Edison Co. as general secre- 
tary; Bruce J. Jensen, Public Service 
Electric & Gas Co., Newark, N. J. as 
treasurer; R. W. Staud, Benjamin 
Electric Mfg. Co., Des Plaines, IIli- 
nois, vice-president; and as directors, 
James M. Ketch, General Electric Co., 
Nela Park, Cleveland, Ohio, and Sam- 
uel G. Hibben, Westinghouse Lamp 
Division, Bloomfield, N. J. 


New Record-Changer 
Announced In Milwaukee 


A new low-priced record changer 
for use on home radio and phonograph 
sets soon will be manufactured in Mil- 
waukee, it was announced recently by 
Ralph Robinson, president of the Mil- 
waukee Stamping Co. It will be 
known as the “Milwaukee-Erwood” 
record changer. 

The new “Milwaukee-Erwood” 
changer, according to the designers, is 
built to take punishment and not to get 
out of adjustment. It has only one 
control knob, permitting simplified 
operation and increased record storage 
space in the cabinet. 


AUGUST, 








YOUR CUSTOMERS WILL ‘IKE 


"See plug fuses will give 
lasting protection. They are 
made from the finest materials. 
They have magnifying-lens 
windows and indicate clearly 
when blown. The arc of the 
fuse link is ruptured in a well 
in the cold-molded base. The 
shell holding the Pyrex top 
and base together is staked 
securely into this base. Ratings 
can be read at two points—on 
the fuse link seen through the 
window and on the contact 
rivet at the base of the fuse. 


G-E Pyrex Plug 
Fuses are packed in 
handy fuse dispenser 
cartons—five fuses to 
a carton. These cartons 
aid consumers in stor- 
ing and using fuses. 
They can be tacked up 
near fuse panels. Fuses 
are taken from _ the 
bottom of the carton 
one at a time. The car- 
tons will help you sell 
at least five fuses to 
customers instead of 
the usual one or two. 


FOR FURTHER INFORMATION see the 
nearest G-E Merchandise Distribu- 
tor or mail the coupon. 


*Reg. U.S. Pat. Off. 
BUY WAR BONDS AND HOLD THEM 


General Electric Co. 

Section D-852-28 

Appliance and Merchandise Dept. 
Bridgeport, Conn. 


Sirs: Please send me information on G-E 


Pyrex Fuses. 
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HELPS SELL 
ALL KINDS OF 
APPLIANCES 


LOOK FOR THIS 





AMERICA’S 
LEADING 
APPLIANCE 
MAKERS 
USE 


WIG CWRU 
PLUGS 
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| Canadians to Spend 
| $377,280,000 On New 


MacLean fact-finders reports that the 
demand for mechanical refrigerators is 


| jected by the MacLean. organization, 














Household Appliances 


The homes of Canada will. be in 
the post-war market for $377,280,000 
worth of household appliances, ac- 
cording to national survey findings of 
the Postwar Research Dept. of the 
MacLean Publishing Co. Ltd. an- 
nounced recently. 

In the second of a series of reports 
on household equipment buying plans 
in homes all across the Dominion, the 





far out in front 
Here are the market figures pro- 


with dollar valuations 
average retail prices: 


computed on 





NUMBER 

APPLIANCES WANTED VALUE 
Mech. refrig- 

Cane... 2)... 697,000 $139,400,000 
Washing machines 680,000 74,800,000 
Cooking stoves .. 521,000 56,800,000 
Radios (not auto) 463,000 34,200,000 
Sewing machines.. 370,000 32,200,000 
Vacuum cleaners.. 403,000 18,900,000 
Electric mixers.... 272,000 6,800,000 
Heating stoves.... 227,000 5,700,000 

| Water heaters 181,000 2,900,000 | 
by ee 297,000 2,200,000 
Toasters .. 320,000 1,700,000 
Clocks 169,000 1,200,000 | 
Fans 50,000 480,000 | 


A feature of the findings was that | 
of the total of 4,650,000 appliances 
shown on the householders’ shopping 
list, 2,581,000 of them were listed as 
being wanted as soon as available. 
Value of this high priority market, | 
the MacLean report estimates, is | 


| $253,830,000. | 


The $377,280,000 indicated for appli- | 
ances are additional to projected pur- 
chases of $243,000,000 worth of furni- 


ture and furnishings. 


Norge Seeks New 








Washer Factory Site 


Negotiations are nearing completion 
for acquisition of a factory site at Her- 
| rin, Ill., and if the transaction is con- 
summated, the Norge division of Borg- 
Warner Corp. will concentrate all 
laundry equipment manufacture there 
as soon as a plant can be constructed 
on the property, it was announced by 
Howard E. Blood, president. 

Mr. Blood explained that the con 
templated acquisition marks another 
major step in a comprehensive pro- 
gram of plant decentralization. 
“deemed necessary to permit the com 
pany to meet its announced post-war 
objectives of high-employment, effi- 
ciency, and volume in each of its fac- 
tories.” Last Fall, the company an 
nounced the purchase of a plant in 


range output, and the 
streamline each of its plants for single- 
purpose, straight-line production. Mus- 
kegon and Muskegon Heights, Mich., 


frigerators and develop new products. 


struction of a factory will be started 
as soon as materials are obtainable, 
which the company hopes “will be in 
the near future,” Mr. Blood said. 
“Once started,” he continued, “we'll 
expedite fabrication and machinery in- 
stallation so that we can begin filling 





our large accumulated order backlog 


at the earliest opportunity.” 


1945 


Effingham, Ill., for electric and gas | 
intention to | 


factories will manufacture electric re- | 


If the Herrin site is acquired, con- | 


for SUMMER MARKET! @ 













@ A product with proved de- 
mand—millions of these orig- 
inal “Insect Repellent’ Lamps 
were sold prior to “Pearl Har- 
bor’. Get your share this year. 
Two sizes, 60 and 100 watts, 
now being made again. Cuts 
night flying insect attraction up 
to 92%. For porches, gardens, 
amusement parks — wherever 
people spend summer eve- 
nings out-of-doors. 

EYE CATCHING DISPLAY 


PROMOTES FAST TURNOVER 
. «+QUICK, EASY PROFIT! 











Ask for details on the small unit 
packed Deal “L” including the prewar 
dispenser display and literature. All 
orders filled in their order of receipt. 
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VERY service man needs this portable oscilloscope for accurate 

and rapid service work on AM, FM and Television receivers. We 
list only a few of the many uses that make it indispensable in the 
modern service shop: study wave shapes and transients; measure 
modulation adjustment of transmitters; check receiver alignment; 
determine peak voltages; trace electronic tube characteristics. The 
CRO-3A gives a sharp, clear. picture and is equipped with a screen 
for easy daylight viewing. Write today: Specialty Division, Elec- 
tronics Department, General Electric, Syracuse, New York. 


Electronic Measuring Instruments 


GENERAL @ ELECTRIC 


177-D4 
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DO YOU WANT 


from MAINE to FLORIDA? 


I you have a new product to 
introduce, or, if you want addi- 
tional distribution NOW on the 
East coast, then you'll want to 
meet up with these efficient men 
of McAleer. They’re seasoned 
salesmen — who recognize prod- 

advantages, know market 
needs, and the outlets that serve 
them best. Let McAleer put your 
new appliance or houseware prod- 
ict into the best tested, turn- 


over, markets 


E. J. McAleer & Co. is one of 
Philadelphia’s largest distributors 
f nationally famous houseware 
products —including Pyrex oven- 
ware and the complete O-Cedar 
line. Our facilities enable us to 
establish quick contact with all 
major Eastern outlets. Inquire 
now for complete details. Your 
inquiry will be handled in con- 
fidence. 


In peacetime, in addition 
to being a leading distrib- 
utor of nationally known 
housewares, E.J McAleer 
& Co. make metal kitch- 
en cabinets, wall cabinets 
and wardrobes. 


MCALEER 


1422 N. 8th Street 
PHILA, 22, PA. 
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Exploded view of « 
McDonald 420 Series 
Shallow Well Pump, 
Here is true mechan. 
ical simplicity. 
means this to you— 
that servicing is re 
duced to a minimum 
—that users enjoy 
continuous satisfac. 
tion. 


MEDONALD stivice: 


There's a pent-up demand for running water. This demand will be 
best satisfied with lines like McDonald. For McDonald Pumps have 
an 89-year reputation for dependability, ruggedness, long life. Yes, 
McDonald is the kind of line that will sell best of all in the times ahead. 
Get the facts now. 


A. Y. M°DONALD MFG. CO., pusuaue, iowa 


Makers of Pumps... Plumbers Brass... Oil Handling Equipment 























An Unusual Opportunity 
for 
Manufacturers 


Our client, a twenty year old Southern California manu- 
facturing concern, with pre-war export and well-estab- 
lished national sales and distribution in the furniture, 
department store, hardware, plumbing and appliance field, 
is seeking home appliance items to add to the regular line 
of products. This firm can assure volume purchases of 
private brand merchandise on a sound, long range basis 
beyond the immediate post-war market. All inquiries will 
be referred directly to our client, and will be handled by 


the principals. 


Please address: 


WEST-MARQUIS, INC. 
Advertising & Marketing 


510 W. 6th Street Los Angeles 14, Calif. 
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FOR V-DAY 


Yes, this is your White Cross 
post-war Toaster. It’s not 
available now but—it’s ready 
for the market, breathtaking 
with streamlined beauty and 
startling functional refine- 
ments — all EXCLUSIVELY 
White Cross! ... Your V-Day 
plans should include White 
Cross Kitchen Appliances: the 
lime that has 54 years of 
“know-how”? designed into 
every detail § i $ § 


POP-UP TOASTERS + WAFFLE IRONS AND SAND- 
WICH TOASTERS + THERMOSTATIC FLAT IRONS - 
HOT PLATES + COFFEE VACS 
SOLD THROUGH LEADING JOBBERS EVERYWHERE 


= 


NATIONAL STAMPING & ELECTRIC WORKS 
3212-EM WEST LAKE ST., CHICAGO 24, ILL. 
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Michigan Farmer.............. 
Midwest Appliance Parts Co. 
Midwest Mfg. Co... 
— Star-Journal and Tri- 
Miracle Electric Co., ‘Div. of Mi- 
racle Products, acs. 
Moe-Bridges Corp. 
Motor Products Corp. Deep- 
freeze Div. .. PAEY: 


National Die Casting Co. 


National Somgivs & Electric 


Works ..... 
Newsweek . 


Nineteen Hundred <a ues 


Noblitt-Sparks Industries, Inc.. 


Ohio Farmer ... 


Ohio Textile Specialty fell 


Olympic Radio & Television Div. 
of Hamilton Radio sesso 

Onan & Sons, D. W. ae 

Oster Mfg., John............. 


Paragon Utilities Corp......... 

Parts, Service & Accessories... . 
Pearsol Appliance Corp........ 
Penn. Appliance Distributors. .. . 


Pennsylvania Farmer ........... 


Perfection Stove Co............ 
Philco Corporation 

Pioneer Gen-E-Motor Corp.. 
Portable Elevator Mfg. Co.. 
Poultry Tribune ...... 


Premier Division, Electric Vacuum 


Cleaner Co., Inc............. 


(Continued on page 197) 
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The famous HALL 
line of Air Cooling 
Units, Low-temp- 
erature Cabinets, 
Furnace Blowers 
and Attic Fans are 


manufactured by 


nc 


pins 


















For salesmen who want to 


SELL more 


EARN more 


JUST PUBLISHED 




















ELECTRICAL MERCHANDISING—AUGUST, 1945 





The common sense and practical methods 
of effective selling, in a plain course by 


a master salesman. 


MONEY-MAKING 
SALESMANSHIP 


By MICHAEL GROSS 


President, Keystone Lithograph Co. 


200 pages, $2.00 


pocket. 


@ Written by a salesman of 30 years’ experience, its 
200 pages avoid high-pressure, stunts, and fancy 
flourishes—give you the solid, sensible, down-to- 
earth instruction that you can use to nail an order 
from your first prospect tomorrow morning. 





@ This is a manual to start 





fectively, and hou 


] i, 
close the sale. 





Send this McGRAW-HILL Coupon *=++ssss005 
McGraw-Hill Book Co., 330 W. 42 St., N. Y. 18 


the budding salesman right, Send me Gross—Money-Making Salesmanship for 10 days’ 
examination on approval. In 10 days I will send $2.00, plus 

on what to do, what to say, tew cents postage, or return book postpaid. (Postage paid on 
cash orders.) 

and what vor to say, to get 

eee en ee ee 

business—to help the vet- on 

GOTOSR 2. ccccceeeteseseeseess 


eran iron out the wrinkles 
of habit in his technique. 
Read it—test it—10 days : 
free. 





Company 


*osition 


(Books sent on appr oval in U - S. only.) 





PAGE 





Chicago Sales Office 
North Shore National Bank Bidg. 
1737 Howard Street, Chicago, itlinors 


@ Every phase of selling 
is thoroughly covered — 
learning the fundament- 

ERE’S a 1945 manual of sane selling methods als, selecting prospects, 

to help you build sound selling habits, lasting pre-approach, what to say 
customer contacts, the money-making stability that 
pleases the home office and puts profits in your 


when you get in to see a 
prospect and how to Say 
it, factors that help land 
orders and those that help 
lose them, how to dem- 
onstrate your product ef- 


EM 8-45 

















WHERE TO Buy 


Parts, Services & Accessories 


UNDISPLAYED RATE: DISPLAYED RATE: 


1.00 per line pe ertio nimt che 0. 2 ine in smal! black face Rites = : 

. : ® 6 — i aa l ue — a —\ gg Pe of 10% it full payment is made $12.50 per inch poe eestor Contract rate om request. (An advertising inch is 
ype.) F — “ " of Bt we Py omen ons of undisplayed ads measured vertically %” on one column. There are 4 columns—48 inches to a page.) 
s advance fo onse< e srtions o 1 














a 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES Specht ater WYNARS —> M0! Sree: Shipped 


Bi Same Recei 
gger profits WHITER GUARANTEED as 


"30-MINUTE" beg 
For \+ os 


EASY and G. E. WASHERS " 2e—flolls moy, fie queried Sines 





IZE 
sé > 2%" Blanks 
Send for Descriptive Circular Yat" ; 2%" Blanks 
1.17 2%” Blanks 


’ PLEASE SEND 25% DEPOSIT WITH ORDER. 
0 WYNAR 155 to 163 State St. Rochester 4, N. Y. 


PRECISION Wringer Roll MITRE BLOCKS 
RECONSTRUCTED A 4 M AT J 4 F C | dna 040 tb anion ot dee een 


and slots ever devised. 
FOR VACUUM CLEANERS, DRILLS, TOOLS, MIXERS, ETC. | The set of No. 1 and No. 2 will cut the following 


flat or “tongue” drive ends 5/16”, %”, 7/16” and 


\” 


Witt Stead Per Set No. 1 & 2 MITRE BLOCKS $4.25 
NET cosT = 150% Overload I 


75% Overhea NEW VACUUM CLEANER T. ; 
$2.64 UP we orhoot CLEANER CATALOGUE READY! 


QA 


_— A A KITE - =a DUEBER AVE. $ 
ANI Z MANUFAC JALINUG Ce CANTON 6, OHI 
































Overspeed 300 page vacuum cleaner parts book and service manual. The 
most complete ever offered. All makes and models. $1.50 

















PEARSOL APPLIANCE CORPORATION 


immediate delivery on an Exchange Basis of all popu- 2122 
lar makes. Others rebuilt like new and guaranteed. Geclid Avenue Cleveland, 15, Ohio 
Prompt service. Write for Armature Price List. 


PENN APPLIANCE DISTRIBUTORS [arxarver| | INI ay it LS 


GROWLERS 
126 S. 2nd Street ° Herrisburg, Penna. Two coll testers 


WHITE 
wade of electric 44 4é 
¢ W ALL SIZES FOR IMMEDIATE DELIVERY 
One of Pennsylvania's largest vacuum cleaner supply houses. —; = ae Any Part For Any asher Compete LINE OF WASHER PARTS 


Pine Sen & Betivest Distributor for All AMERICAN ELECTRIC WASHER CO! 





























: 1766 E. 55th STREET CLEVELAND, OHIO 
Leading Manufacturers 


BUSHING AND ha Rpntalore fotetes 1913 Washington Ave, Hoeston 18, Tat. 


Goodrich White Wringer Rolls for all makes 


t & A of | N G TOo L WASHER SALES & SERVICE CO WASHER & CLEANER PARTS 
Removes old and installs new bushing from et ree U = N 4 Tj E ») 


PITTSBURGH 12 PENNA VACUUM & APPLIANCE co 








17/64 in. to 1-1/16 in. on motors, vacuum 
cleaners, washers or any place where bush- 
ings this size are used 


comPLeTEe $7.00 FREE °...° FREE Burned Out or Broken Electric 


Catalo i 
ee iil] suckeve vacuum | |ieaueiiteg ran eee 
& G@aastei CLEANER SUPPLY CO. Quality, Sersce, Low Pars trina Cc 


0615 ST. C vE MIDWEST APPLIANCE PARTS CO ay 8 oy 
10615 ST. CLAIR AVE. CLEVELAND, OHIO . panies, ete. 2e,_$1.00, 
a7e0-E2 W. 3. Chicege 22, Wi. Armstrong ui co Box ObIe tatenensetie, ‘cine, 






































00 postpaid. 


FOR sre souStANITE SALES COMPANY, | 
dao ose Debvery | |WASHERS and CLEANERS | |—— 


Rubber Tired Wheels FROM ONE SOURCE 

Now! “‘Handee Andy Write for latest list which shows - 

all purpose tube steel makes handled and discounts from ° 

co i cao, Fal sae a | | ccteed ee ae : This WHERE TO BUY Section 
first quality, not a 

vwimemakenit of Sf | | BROCKWELL ELECTRIC CO. 


Light wt. very 2 
easy to handle. Ht 3 Genuine Parts Exclusively 


supplements other advertising in this issue with these 

44” .14" wide at nose. Curved cross Lots 3, $11.9 106 E. 9th S#. Chester, Pa. A ; 
pieces. The only truck we sell. Spe- Sage, $12.0" additional announcements of products and services essen- 
xe > : tte r and ° . . . . 
oy We TE yt Fully guar SPECIALTIES tial to efficient and economical operation, maintenance 
% Jnrated f s cash . . ° e 
— Electrical Mangle Roll Pads and Covers and service. Make a habit of checking this page, each 
Clip this. Vacuum Cleaner Bags, Ironing Board Pads , 
The HANDEES CO. and covers, washing and ironer covers. Ohio issue. 
Dept. 3107 Bloomington, Ill. Textile Specialty Co., W. 64th, Cleveland, O. 


e NEW ADVERTISEMENTS Departmental Staff, ELECTRICAL MERCHANDISING 


Received by August 20th will appear in the 
September issue subject to space limitations. — 


RIOLEM COMPANY 
Riclem Building, New Rochelle, N. Y. 





Buy knives, lighters, toys, games, hobby/ 
e Now eeee Repair your own model goods, fountain 1 Dens, novelties 
. se su. es, * 
NOW ELECTRICAL APPLIANCES a ay 
GENUINE PARTS with CHANITE  Seif-Welding | ELECTRICAL : -— 
K instructions enclosed. $1.08 — good = bust ; 
exas 
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OASIS Electric Water Coolers supply the care- 
free, economical answer to the thirst problem! 
Twenty-four-hour-a-day delivery of refreshingly 
cooled drinking water, plus efficient low-cost 
operation, assure complete satisfaction. The trim, 
rugged, compact design of the OASIS Water 
Cooler harmonizes well with any surroundings, 
and the sanitary splash-free bubbler is a source 
of satisfaction to all who use it. Manufactured 
by EBCO, whose 20 years of progressive leader- 
ship in the water cooler industry insure carefree 
year-in-and-year-out service from the. OASIS 
Electric Water Cooler. 


eee: 


~ THE EBCO MANUFACTURING CO. 


40! W. Town 











LiL) |i a 


sup TATTOO Ne 


SWITCH PLATE / 


List Price = / 


$1.00 
Beautiful ivory 


Wi ‘i or brown plastic 
ith ii Hatt 2 For single or multi- 
Hf 2. i ple gang switches 

; i Operates on 2, 3 
and 4-way° switches 


| —_ 


& ae 


tt 
iit Wie ? it IMD 
if 


‘Nik 


iH 





Cash in on the universal popularity of LumiNite, 
the strikingly attractive switch plate with the 
sealed-in electric glow lamp that turns on and 
off automatically as the switch is operated! Check 
lumiNite’s long list of important features and 
advantages at right. No installation or servicing 
worries — just easy, off-the- 
counter sales from this year- 
around money-maker! Write ! 
Sales-boosting counter demon- 
strator, complete with LumiNite 
plate, toggle switch, interior 
light socket, cord, and colorful 
display card — only $2.00! 





ASSOCIATED PROJECTS CO. 


80 E. Long St., Columbus 15, Ohio 


ELECTRICAL MERCHANDISING—AUGUST, 


vont Miss 
{Mi 


Dou LA 
WINNER 


No wonder LumiNite 
sells so fast — it: 





Lights automatically when 

you turn room lights off! 

Goes out when room lights 

are turned. on! 

Ends fumbling for switches 

in the dark! 

Provides a “safety” glow, 

helps you avoid stumbling! 

Keeps walls free of 

smudges from groping 

hands! 

Shows when you've forgot- 

ten to turn remote lights 

off! 

Serves as comforting night- 

light in nursery or bedroom! 

Operates for /ess than 2¢ 

per year! 

Lasts for years without a 

burnout! 

Backed by an uncondition- 

al renewal guarantee! 
“The Standard for 











Light Switching” 


J 
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The New Rival 


DE LUXE CAN OPENER 





A 


KITCHENEERING 


THREE PLANTS 


A good substantial can opener, 
expertly developed and thor- 
oughly tested. All parts gauged 
to a high standard. Wearing 
parts hardened for lasting 
service. A worthy companion 
to the Rival Line. 


OTHER RIVAL PRODUCTS 





MANUFACTURING COMPANY 
KANSAS CITY MISSOURI 


ORIGIHI? eo 
E N E E R! NG 
rade Mark 


if KIT 











UNDISPLAYED RATE 


DISPLAYED RATE 
Undleptayed Style: Not available for eau! SE RCH LIGHT SECTION INDIVIDUAL SPACES with border rules tor 
RSA UAE A aca  Bae Me test 
aried employment only) 1% te eons tee tos (Classified Advertising) PETE Contract rates gusta on revved : 
n advance. J tiie DVERTISING INCH is measured 7%" ve. 
Spe eee SELLING: “OPPORTUNITIES”: Meng Sea tine ata Te 
4 for 4 ive insertions. EMPLOYMEN : 











POSITIONS VACANT 


] —WANTED— 
EXCEPTIONAL POSTWAR opportunities for | | 


top-flight district sales managers, retail 
store designers, and architectural draftsmen, 


| By a New England manufac. 
with nationally known manutnetarer of store- ES MAN A GER turer in the MAJOR HOUSE. 
ts, t se «6d > t-war | 

Sending antes ‘anal through established | HOLD ELECTRIC APPLIANCE 

ii b 4 ) t ked b ten- . 

sive national promotion program. Write in full | \ FIELD the following qualified 
onfidence, i jetalls, ed db . 

aE og FO Ye Electrical Appliances personnel: 

The Kawneer Company, Niles, Michigan. | ADVERTISING & SALES PRO 

Fi = By an established medium sized manufacturer of small - 


ge MOTION MAN. 
_ , appliances and electrical specialties, whose regular cus- ASSISTANT SALES MANAGER. 
EXPERIENCE INCLUDES fitteen successful | Hi! tomers are composed of the nation’s finest hardware and ff 


Seeks connection with established manufac 


SALES SERVICE MAN. 
aaa or dlesetbates, of Gaaiiae be ae electrical jobbers, also department stores. 


; ; PROMOTION SALESMEN for 
Sot te sckondiade tan We, thea We mee The man we require must be an aggressive merchandiser, field work with Distributors 
Merchandising 33 2n § . New | 


York 18, N. ¥ capable of direction of national sales, an organizer and | and Dealers. 
SALES EXECUTIVE, season merchan- thoroughly familiar with the outlets mentioned above. 


Copertuaiies for jy potion . aggres- 
lectrical household appliances | } ‘ ° : . ve men in organ a ‘a 4 
available, Capable building sales aigenion- Please give complete details of your selling experience, | tonal distributfon pos | marchendinins — 
tion an vi sales to d t t stores, . | e " 

utilities, Jobbers, and dealers. Past record | || age, education and a recent snapshot of yourself. paign. virite full particulars. All’ replies 
speaks for itself. For prompt action write or 


wire SA-788, Electrical Merchandising, 330 New York 18, N. Y. SW-772, Electrical Merchandising 
W. 42nd St., New York 18, N. Y. = 330 West 42nd St., New York 18, N. Y, 














REPRESENTATIVES AVAILABLE 


PITTSBURGH DISTRICT representative for 


WANTED 
. 

ten pre-war years with leading appliance @] ortuni For A 

manufacturer wants quality line ouly. Un- An Unusual PP ty 


matched record, experience, old customers SALES EXECUTIVES 
this district. Self-financing commission basis, ATIONAL APPL 
maintaining district office and display. Start- 


ing now regardless production delays if right 


line. RA-780, Electrical Merchandising, $30 ALES MANAGER AND SALESMEN 
W. 42nd St.. New York 18, N. Y. for 


SALES EXECUTIVE available. 26 years of 


. . H ; i an 
h successful specialty selling to automotive, Old established middlewest er een Tone hes —— as INDUSTRIAL, COMMERCIAL 
ardware, 


electrical dealers, jobbers and experienced, aggressive, top-flight sales executive who wants to 
private brand accounts, training salesman 


AND 
i xceptional future for himself. ae 
Wholesale and retail, 47 years old. Sound Macece penseee proven record, of: qutstenting, obilite. spcmnaiataio RESIDENTIAL DIVISIONS 
ealth and finances Vill furnish references s ~ r= - 7 . 
RA-786, Electrical Merchandising, 520 N active national wholesale distributing organization. Must be a Aa excellent opportunity to join 
Michigan Ave., Chicago 11, Til d seasoned sales executive who can assume responsibility and produce one of the fa light and power 
MANUFACTURER'S AGENT interested in volume sales results on a complete line of table appliances, companies with a successful past 
Securing several select lines of home ap- backed by national advertising and an aggressive sales promotion anda d future. 
Pliances and electrical equipment for distri- A imit 25 to 40 | fi + | 
bution to jobbers and dealers in the states of program. ge wm me 18 Wes etter 
Washington. Oregon, Montana, and Idaho SALARY COMMENSURATE WITH ABILITY . please give complete information about 
Geant tastibreend hinve ante te ellen tteen When replying, give complete personal business pyeetd training, experience, salary expected, 
will contact—Manufacturers’ Sales Terminal, fications and experience. Interview will be arranged immediately, and how soon available. 
222 Columbia Bidg., Spokane 8, Washington 


. and held strictly confidential. , All replies held in confidence. Our 
MANUFACTURER'S REPRESENTATIVE, ; salesmen know about this advertise 
eens - ay te ae ~ States with es Write: THE CRAMER-KRASSELT CO.. Advertising ment. 
plane, is seeking exclusive representation for cting our ¢ SW-775 El 
lines of electrical equipment, appliances, -775, Electrical Merchandising — 
electrically energised machines aoa parte 733 No. Van Buren St. Milwaukee 2, Wisconsin 520 North Michigan Ave., Chicago 11, Il. 
Have excellent connections with electrical 
jobbers in this area. I invite correspondence 
with manufacturers that plan reconversion in 
the future. If you want representation of the 
highest quality, most modern and aggressive 
type, address your correspondence to: How- 


LINES WANTED 
- : - 4 . . Well established liance parts distribu- 
ari wa Arthur, pO" Box tah. Georeetown | | Teehnical Assistant to General Service Manager 


tor with large fo of service and | 
be held in confidence. retail accounts in Northern } 



































and 
. li 
ote mart desires allied items to distribute. 
pap hb ean ieee major and onek on Combustion App lances RA-794, Electrical Merchandising 
app nee distributor, cially oO 4 ‘ = . ; 
staffed by able. experienced merchandising, Wanted by large retail organization A practical knowledge of installation. $$ Post St., San Francisco 4, Calif. 
advertising and promotional men, has large ad} " of 
dealer following. Seeks sound aggressive with offices in Chicago. Man chosen ustment and repair cooking and 
lines, Replies in confidence. RA-789, Elec- will be responsible for repair service heating equipment is required. 
trical jtqgenee lising, 68 Post St., San Fran- ms. cust r educational ma- When replying please give age. educa- . . 
oe $e | jon, and full particulars of your work | | Rocky Mountain Region 
— —— terial, investigating product complaints, tion, an y eg 
WANTED and laison with buying offices and experience and salary expected. Ad- 
sources on service matters. dress 

















ANYTHING within reason that is wanted in 


Distributor with warehouses in Denver, 
ing can be ‘uickly located throug trisping P.708, Electrical Merchandising an. a 
it to the attention of thousands of men whose 520 North Michigan Ave., Chicago 11, Ill. Lake City open for the following lines: 
interest is assured because this is the business Washers, Radios, Water Pressure Sys 
Sa tems, Stoves, Home Appliances, Ironers. 
DISTRICT MANAGER 


Clocks, will consider distribution of all 
Manutacturer of major olectrical appliance expand. ELECTRICAL ENGINEER DISTRICT or part of above territory. 

ali sections of country. Men selected must be * 
Ir"‘lucreal"apstianse murshengiane tare ace | | | Wanted, by large nationally 


ft ma and dealer channels. Reply giving full known Connecticut manufac- MANAGERS — . mia sacar 


turer of automobile accessories, 1708 16th St. Denver, Colorado 
791, Electrical Merchandising 








P- " i 
620 North Michigan Ave.. Chicago 11. Il topnotch engineer experienced . s 
= — in design, development and pro- Wanted with radio or 


: . duction quality control engi- appliance background WANTED 
i f table appliances in PP g ; — 
Connections for Executives heating device field. (manufacturer to distribu- —~ -* A, as 48 - 
500. P 


parts and bell transformers. In your letter 


OFFICE—TECHNICAL—SALES ||| motor. driven’ appliances “also tor operations). Give full | | Sescibe fully what you have to” offers 














price. 


ticulars and sal re- W-792, Electrical Merchandising 


This anization offers a special service desirable. 330 West 42nd St., New York 18, N. Y 
org _ 


fer those with qualified backgrounds for P 
: Attractive salary and wonderful : : . 
Roygetiations opportunity for advancement, quirements in first letter. 

oe Give Strictly confidential. Ad- Don't forget the 

ull details of experience, age, 
a Se Sere and salary expected. Replies dress Box NUMBER 
Wee fer che, will be kept confidential. - answering 
Castle, Barton & Associates pay a aha P-793, Electrical Merchandising 
Attention—A. T. Faster 200 Woot ited St. Now York 18, ¥. ¥. 330 West 42nd St., New York 18, N. Y. 
220 S. Stete St. Chicago 4, Ill. 
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G) SEARCHLIGHT SECTION @ 





LINES WANTED 


RHODE ISLAND DISTRIBUTOR 


An aggressive competent sales organization. Can 
give A-1 Financial References. Open for the follow- 
ing lines.—Refrigerator, Freezer Units, Ranges, 
Washers, Ironers and other Electrical Appliances, 


R. I. DISTRIBUTING CO. 


etc. 


19 DEXTER ST. 


PAWTUCEET, R. I. 














AGGRESSIVE 


SALES EXECUTIVE 


Desires Connection With 


Distributor or Manufacturer 


Has had many years experience in sales 
management and distribution of all types of 
electrical material, major and small appli- 
ances, radio, apparatus, wiring devices, com- 
mercial lighting and mazda _ lamps. 
Thoroughly acquainted with all phases of 
complete distributor management, purchas- 
ing, shipping, warehousing, inventory, con- 
rol, sales and promotional activities. Have 
developed large. successful dealer organiza- 
tions, could handle management of entire 
organization. wf. - 
Connection desired should have possibili- 
ties for expansion and be permanent.  In- 
dividual does not have a record of changing 
positions periodically. k 
portunity for eventual part ownership 
of distributing organization preferred but no: 
essential if other factors are right. Excellent 
references can be furnished from well known 
manufacturers, distributors and customers. 
enough to have good judgment, tact, 
ac, yet young enough to be flexible and 
+-¥~ to changing conditions. Considered 
to genial, well mannered and presents 
good appearance. 
of handling men. 
All propositions will be held in the strict- 
ex confidence. 
8A-795, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill 


Has a successful record 
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Roburn Agencies, Inc. have represented 
leading manufacturers of radio and 
electrical equipment, parts and acces- 
sories, in world-wide markets since 1935. 
Extensive facilities relieve you of all 
export headaches — correspondence, 
advertising, sales, finance, packing and 
shipping. A few additional clients seek- 
ing expertenced, reliable representation 
are invited. Write for information on 


Profits Through Exports. 


CS) Robumn Agencies, Inc. 


115E Fulton Street New York 7, N. Y. 


ELECTRICAL 
MANUFACTURERS 


Now Is the Time to Plan for 
Post-War Distribution 
of Your Products 
to the Electrical Distributors 
and Electrical Hardware Jobbers 


Are you a newcomer in this market? Do you need 
broader distribution? We have this to offer the 
manufacturer of electrical products 


© 25 years experience as a National Electrical Sales 
Organization. 

© 18 warehouses strategically located throughout 
the U. S. 

e 50 experienced salesmen, operating nationally— 
selling exlusively to wholesalers. 


We will consider National Representation under our 
own trade name or yours. Financial references 
exchanged. 


HATHEWAY & COMPANY 


National Distributors of Electrical Supplies and Appliances 
75 MONTGOMERY STREET, JERSEY CITY 2, N. J. 

















Progressive group with engineer- 
ing, factory and sales manage- 
ment background is being formed 
to act as manufacturer's repre- 
sentative to handle appliance, 
houseware and hardware specialty 
lines. We are interested in con- 
tacting equally progressive manu- 
facturers seeking representation in 
Denver and Rocky Mountain States. 


RA-790, Electrical Merchandising 
3130 West 42nd St., New York 18,N.Y. 











\.$.A.-Canadian Manufacturers 


ATTENTION. 
Western Canadian established and well 
fonnected selling agency desires electrical 
lines, all types. If interested in sales cover- 
please write P. O. Box 981, Winnipeg, 
nada. 


RESALE PRODUCTS 
WANTED 


For sale to jobbers, including automotive, oil, 
hardware and farm cooperatives, by well-rated 
corporation established 1903, staffed by per- 
sonnel long experienced in radio and electri- 
cal merchandising. Basis, sales agency, or 
agency doing own billing and carrying ac- 
counts, or contract purchase. Can also pre- 
pare advertising. Territory, eastern seaboard, 
or national with west handled thru established 


affiliates. 


GENERAL PRODUCTS 
DIVISION 
Attention—Julian A. Wesseler, Manager 


Automatic Fire Protection Company 
Englewood, N. J. 


APPLIANCE LINE 
WANTED 


By 


L. S. T. Sales Co. 


DENHAM BLDG. 
DENVER 2, COLORADO 


Representing the Manufacturer in the 
Rocky Mountain States for 15 years. 


RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St + San Francisco 3, Calif. 




















UNES WANTED—FOR CANADA 


By an aggressive sales organization 
backed by a fully equipped motor and 
ippliance repair shop. Write 


INDUSTRIAL SERVICES REG'D. 
186 St. Viateur West. Moatreal 








RADIO DISTRIBUTOR 
CAN ACCEPT ALLIED LINES 
For Representation Immediately 
in State of Alabama 
Write sox 127, Homewood Branch 











SOMEWHERE 


AMERICA 


There is a manufacturer who can 
utilize my qualifications as an asst. 


training. Age 40. In appliances 17 years. 
Past 4 years owner of service center 


For 7 years with washer mfr. as dis- 
trict sales manager holding sales meet- 
ings etc. Familiar with both - 
dealer and distributor-dealer distribu- 





SA-783, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y¥ 








REPRESENTATION 
IN SOUTH AMERICA 


Well established company, located in Argentina is representing a 
number of manufacturers in the United States and other foreign 
countries. 


They are now in a position to handle a few non-competing lines in 
the fields of: 


RADIO Apparatus and repair Parts, Loud Speakers, Potentiometers. 
valves, condensers (all types). Resistances (Carbon & Wire Type). 
Aerial chargers and small gas motors (Electrogenic Units). 
Generators. 


REFRIGERATORS & REFRIGERATING UNITS, Equipments to manu- 
facture Refrigerators, mainly those working with Kerosene 
Exclusive agency desired. 


This company travels a large staff of salesmen and are capable of 
giving you efficient coverage. Write to 


ENRIQUE SCHUSTER E HIJO 


Dean Funes 1153-55, Buenos Aires 
Republica Argentina, S. A. 
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Miss Clotilde Grunsky 
Reports from UNCIO Conference 


~ 


Miss Clotilde Grunsky, Pacific Coast 
Editor for ELectricaAL MERCHANDIS- 
ING, recently completed an assignment 
as consultant to the American delega- 
tion, representing the National Feder- 
ation of Business and Professional 
Women’s ( lubs, at the San Francisco 
Conference As one of the working 
members who helped to frame the 
UNCIO Charter her report to the 
Editor is of interest: 

“I have as you have noted taken you 
seriously in regard to giving most of 
my time to the UNCIO conference. I 
served first as associate consultant and 
then as consultant ‘to the American 
Delegation’, representing the National 
Federation of Business and Profes- 
sional Women’s Clubs. Somewhat to 
the surprise of most of us, we were 
actually put to work and we labored 
with the American delegation through 
the entire framing of the charter. 
There was usually a meeting at 9:30 
in the morning, frequently one at 
eleven, another at 2:30 and another at 
5 which lasted until 6 or 6:30. In 
between times we held our own ses- 
sions, getting together to advocate this 
or that change. And some of them 
were put into the charter, I’ll have you 
know! The whole experience has been 
a full-fledged college education in in- 
ternational problems and specifically in 
the preent charter. I feel qualified to 
write a doctor’s thesis on the subject 
right now. 

“Those of us who went through the 
working out of the document are pretty 
well satisfied with the result. It is 
not perfect, but it is a pretty good 
realistic document, 
our American delegation (in particular 


We feel proud of 


CLOTILDE GRUNSKY 


Commander Stassen—I can tell you 
right now I am going to vote for him 
for next President), and we feel not 
at all apprehensive of the Russians. 
They worked at this thing just the 
same as the other nations did—and 
gave in when necessary to compromise. 
The fact that they had to telegraph 
Moscow once in a while is nothing new 
—the cables were kept hot by other 
nations telegraphing their capitals, too. 
And we have a record of having held 
up a Pan American conference once 
for two weeks while our State Depart- 
ment made up its mind about some- 
thing! 

“Thanks for permitting me the op- 
portunity of participating in helping 
make history. It has been hard work 
—but very satisfying.” 
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Service for the New Home 


How One Dealer Plans to Modernize 
By C. M. Davidson 


Extensive redesigning of store interior and exterior is planned by 
Davidson & Co., post-war ... Ist of a series of three articles on 
modern display methods. 


Sold! . . . to the Farmer 


A case history of two farms, the appliances and work equipment they 
bought, and where they bought them — Ist of two articles by Lans- 
dell Anderson. 


Radio-Appliance Operation in a Residential Area 
By Lansdell Anderson 


Pete Bauer does a profitable business in the residential section of 
Baltimore. 


Comfort Ahead of Streamlining. .....8y Tom F. Blackburn 


Elaine Knowles of Cornell University forsees new sales point for house- 
hold equipment that is “wrapped around job it has to perform” 


Repairing Voss Washers 


A Preview of Fluorescent in the Home 


Sylvania Lighting Center demonstrates uses of fluorescent lighting in 
post-war house 1 ame 


New Fields Explored at PCEA Conclaves 
.By Clotilde Grunsky 


San Francisco and Los Angeles business development section meetings 
discuss heating and air conditioning, home lighting, frozen food and 
utility's post-war place. 


Dealers See Biggest Market in Laundry Equipment 


By Anna A. Noone 


McCall's 24-city dealer survey reveals dealer opinions on appliance 
sales and service policies post-war 


Displaying Appliances for Tomorrow 


After a year's preparation Kelvinator Corp. releases its store planning 
manual to dealers 


Home Service Comes of Age By Mildred Nichols 
Utility home service departments have grown in peace and war re- 
sponsibilities, and the role they are to play post-war 

Training Kids. in Home Making 


— Island Edison conducts 10-weeks training courses for school 
s 
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